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Abstract

Purpose - The objective of this study is to verify whether
there are differences between Korean and Chinese consumers
in the importance of the attributes such as shopping value and
loyalty in social commerce. With the purpose of finding out
these differences, the following questions are set up as re-
search questions. First, will there be a difference between Korea
and China in the importance of attributes of social commerce?
Second, will there be a difference between Korean and Chinese
consumers in shopping value? Third, will there be a difference
between Korean and Chinese consumers in their loyalty?

Research design, data, and methodology - The researchers
collected data through self-administered questionnaires from
Korean and Chinese consumers who had used social commerce
within the past six months before answering the questionnaire.
First, for social commerce users in Korea, comprising male and
female university students in Chungcheong, a questionnaire was
circulated. For social commerce users in China, university stu-
dents within Beijing were surveyed. Responses to 336 ques-
tionnaires were used, excluding those with no answers or un-
reliable answers. Data coding and data cleaning were used.
SPSS 18.0 was used. First, exploratory factor analysis is done
to verify the validity of testing tools, and Cronbach’s o co-
efficient is used to verify credibility. For factor analysis, the
Varimax method is used. To verify the internal consistency reli-
ability of each factor, the Cronbach’s o coefficient is used to
verify the credibility. Second, a T-test is done to verify differ-
ences between Korean and Chinese consumers for the im-
portance of attributes. Third, ANOVA (Analysis of variance) is
done to verify differences between Korean and Chinese con-
sumers in shopping value and loyalty.
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Results - When Korean and Chinese consumers use social
commerce, first, the importance of the attributes of social com-
merce is affected by four factors; playfulness and economic fac-
tors are more important to Korean consumers than Chinese
consumers. As for informativeness factors, including product in-
formation and quality, and buyer comments, there was no con-
firmed difference between Korean and Chinese consumers. The
convenience factor is more important to Chinese consumers
than Korean consumers.

Second, the factors affecting shopping value for Korean and
Chinese consumers were hedonic shopping value and rational
shopping value. To see the difference between Korean and
Chinese consumers in shopping value factors, a t-test is
conducted. As a result, in the rational shopping value factors of
social commerce, Korean consumers scored higher than did
Chinese consumers. These results were verified to be mean-
ingful through statistics. In the hedonic shopping value factor of
social commerce, Korean consumers scored higher than
Chinese consumers. These results showed a significant
difference. Third, loyalty in social commerce is higher for
Chinese consumers than for Korean consumers. However, there
is no difference in loyalty depending on sex.

Conclusion - These results will hopefully be valuable and
used in the future by Korean companies that wish to enter the
Chinese social commerce market.
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MAXCZ M22 2TESE ddstn As 287HAE
SNS(Social Network Service)& E3d| 2|740|L} AYS FK{SI=
A0 &F0ILt ME|AE BE = AHWSIEHM of7HE SRt
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7L} HEHE LiFs XCE gfEE WSt Qoh AdFHHA
L 2008 112 O|=29| A|ZFDO|A Andrew Mason0 oJsf A|Z
=l “groupon” 2 2010 5 0j&= 8007t HO|&o| 2|@S =ESt
HAM H HAZ ZHEQICE 20113 3 142 Sh=0M OFE
T2|Ot7F MHIAE A|ZSIRACE SHX|EH oh= AlE BiX|2tE O|F
X 22t 8ol d2| FYsHXIX| ZUCE 2= 2FE0| E[ZIEAH
£ QI3 o|=92l, 2014 53 31Y MH|AE JTEDHE UCH
(Wkimedia, 2014).

shkm0 A= 2010 3 ‘EWipon)2 AlRCZE E[ZIEZAH,
FE, 20 =(we make price) & = B2 AMAHHA AKXTF A
LIHA 2011 9 7|02 2k 400~5007H2| AMFHA AMO|E
7t d7Ltn, MESH Jt4nt AHHERQIRE 8T AH[XIEQ
ArgEel HRUE &2 AEHHAQ| o0IE CS ZHSHA
HS{7IHA 22tQIET ofL 2t 220l AJFo| HIE JHACHE
1 QUCh

A2HHHAZ AHHEYT MH|A(SNS)Qt MAAAHE|ZL Zgt
ot dEfj2t g = Yo, AH[XYL HEXIE O|8st FOfAt=
EojstHA TS0Vt SSTO0IE AIFOo2E & = ULk 7|EQ|
7|at AHRRO| AN ME U MHAE Z3ZStL AH|SHE
LA ZE ofL2t AH[XPZE AE HEE UEAL RSSHHA M
2 MHAE HIIECZN 7|Y 230 A UHMEoR FosiH
S, 28N g2 0K AR O AIRES Q0| Ao
CHARn, 2011).

22101 AEEAL 7| WI|SEHO] EN0f oJ5tH, E|ZIEAH
(6%0), FE(@B2), OAFE IZ0H9Y) & iR AEHHA AOIE
7l 2Hligo|Lt MMAZD Hmall & 7& CH7|Y LE=S HMA|
I 20133 AEY| 22121 £"E =2 109 Qo] Z&(RUCt o
SXt==7t 7HE B2 Q| 29 X ZHFY O[EX}7} 1000THH
= YoM AEAHMA A= ZHEY A2l A AHejAHo|
50%E XX HE w2 HE2 LIEjD el 2012
9.~2013.9 MZEES HM TIN258%), E|2(236%), 2|0|=(318%)
2 =2 MAEZ EQCHRanky, 2014).

QIEZ0|E THHY| O|8Xt 6T H2 CHYCE HEXAL o ZA
I 2HY & M O[EXt7t 2014 182 7|HCE SIF H
o 188 FZ Hojxn 5 HA 1,007%F HZ J|ESHHAM
(2014 AHI7| e-Commerce EMETA) ZATE0N HI7=
0|22k2 H0|1 QUCH= Z{0|Cl 2013H6Y ~ 201314 129, 2014
H 328 ~ 20144 530z 23|23 TELTUESEL AEFHHA A
TS 0|83t O|50| O B2 ALE LIERLCEL &9 =&
20133 1220 AMHHA 1YE 7|ESH = ESHH Top 1 At
212 X7|2 Qom, STALE 12|91 GS SHOPt H|ws|=of
£ 9 160T+H(2014H 6E 7|F)0| YOMI=E O O|8Stn U=
Ao E LIEIRCE Ol A8FHMA AO|EZL B 7HK| &0t Oh=
Zi0| ofL|2} @E0pzlo|Lt ZEATEEIHE CHAst 4EOMLEH
Ol/HM HEIK| M3stHA AO|EE 0|83 H|FA[ZHO|LE
AIO|E HI2 3|27 Z=718la Qle AMEHO|CHRanky, 2014).

ZZ20AQ| AMFHMAL 2009 H 3 EE O]=9 GROUPON
o 22 7iEe| 2212 SSTIH™ AO|EZL MALLY| A|ESHG,
2010 H = 539 3570d AHFHHA AO|ET REF+COR
ML 2012 HO|| 6,177 JHE GRALCt 2012 A 12 & H, o Bt
O|F|Zl FofgtE2 5277 A, FLO§X} <& 6000 PHHO|D, EHOfd
2 3 o 4885 Ot 2(oto= FAEICE 2tMR(HiT), HO|EHEHI),
C|CHeH(REUAMT), DHEQ(WKE) 52| S-S0 MEAOIESO0| oM
oA AIFQ| MEES FESHHM A0 52 SHtE|D o
O, QQ, SOHU@EIN), SINAGHTE) 59| LEAIO|EX QUCIEO 2
ST0| AIO|EE JHMSIQICE = e-H|ZLAGEAMES EIAM

of ol5tH, 2012 & 12 MK F=7 AQHNHA M| == &
6,177 07§t UoM, Hzfdo| MEELCH 61%2| HESIRALCH
(Ibizkorea, 2013).

=2 35TIHH AIO|EQ| O|8X} =& 2012 H 12 NK[=
THECE B7I5te FHE EFCH, 2F 130 7§ ZA|OA 2 Tt
O3B0 Eot= AE0| Al U= A2 LIEFHCE HO|F, &
SHO|, X2 S 1 M EAQ 2012 H 12 & Oj=HE 6778 oL,
6392 O, 4041 2t Qto 2 MLUCHH| 242 14%, 23%, 71% 7}
ot 202 LIERICE SHE, 2012 & HREozm ZETONL QU
SIHA MT, 2ok, HIT, AISH @KL, HE S 2 8 ZAQ| OfiE
MOl Ate E|11X|Ql 1000 TF Qb2 HO|ME= & HEE SEAME
HAHOLL 2012 | 12 ENHX| 1514 7HQ| AIO|E7F AMFHHA A|
oM EIESIYD, 1885 74O AO|ETL 2 BA E/D, E A
B0 QJsff, 2of 2 AR CHOHE Q! “SZ0[0f S0{7t195%
Of MO|EZH E2 B & Aol I=H2=E 20~30 /i HELH
HOotEE &= U2 AO|Ch

= MA oAz A7 B ZALo]| EH 2013H 128 &
= 22101 A0 A H2lE 2,786,100E40F Q|0t0f =&,
Ol= 20120 H|S] 42.8 % S7Iet Hdo=z2 ZHY ATle =27
ol ado| EME £HXIsk= 20| E|1 UCH= ZO|CHIResearch,
2014).

OC CHE 22121 AREAF 7|2 IResearchQ| EIIAO| =M,
2013 S 220IA|Z ATEMGMV; gross merchandise vol-
ume)2 1.84x 22t0|0, OA2 AH|XAETHN A0f fojeiol
T9%E MSAIZICE 47|92 7|¥7F Ao U0 E-HHA
F= 27|97 22420 A2 MW 311,07 2ete=z ™A
7|CHH| 46.3%E SoS3UCE ME SIICHH|of JA0ME =5
UX|TE, 2013 427 UM Z27|CHH| ASKHoz JESID
Ct. 52 &27|(SME; Small and medium-sized enterprises)?Zt
B2B TX}I HE|EME 2013 427| 147X Qotez M 27|04
H|10.9%0|H F™UELCHH| 17.2% 2Z ZJ0|CHIResearch, 2014).

Ol 20| MER HMEQl QEulATo| of YElEM Ad
HHAZE B2 7|12 259 dEst eLt olof oigt o I
ARl 77t 2FSICE M =1t 5= AH[Xte| ~8AHY
& EMo| Eok, 24K R S 52| Xjolof ot e

70| gickm o 4 Qlck. J2{BR 2 H3s I2Y Altjo 313
alstk 1
=

$O ML ofn ot

21. A8FHOAS| EMHO| ZRE

AEAHHAQ| JHEOILL E4of ot Fole SAMOiCt CELf
2tzko| Jolof ZISHe=ZE mZEt=E E0= AMUERI(SNS;
Social Network Service)?} HOfX}QF TZHnto| M WslO|Ch AM
HHAE TXAAHENQE AE0(C|017F AetsiH D&l 7|07t
2| k= dHe HEjE, 49| AijZARO|LL 4F B AMH|A
of ot HEI7L SNSE Soff HZEl StLtel HERIE EX|SHH,
0|Z40| Ct=@t MA[ZIC R ZFRE|0] AH|X}F AARTE FOIXIRl &
Aloj| OJCjof KetZ S| k&= 0|2t SHRICHCho et al., 2012).
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Stephen & Toubia(2010)= AMFHMASl EMZ 471X |2 H|
SERACE XM, A7t ot EOHA} ZEXp2b THONZA|O|H, =W, 2
ORE7E 7Rl 22l &F X ME[AE 2FOPILE o=
oghe ofch AW, EOIXHSO| ZHQletEl 2EfQIolLt 50| 2=
SIOIHYAE 7HsdtA o, YR, TOjXe| 0[9j2 7|2Ho=
S0 220 HYE Hiier=22 JHSOHRH, HERRY
of AZE AOIE(22tl JHE)7I2] FE2 B2 X222 AH|XES
= 28 stz A 0|§e + U= 0IFO0| ALk

LMLl E4E W X2 LFREC(You & Yoon,
2011), AW, Mz2 7tX|meto] AgEdez XY L2 A
ag7ANA0 HEHO 080 ot SS70f 7E= o H#
2 Mz2 242 XY + A0, S| n42 gt ojd
| 7tA2 2 X9 W fXlet HME o8z TOofAtet
Pt dd2IE gEY + UL M, L2E8FHHAE dE
| 22 MYz 2487MHA YHlE XY a2 YAZRE
= UOHE /5 2ot SSTOE ST &FS Tojstol 10 ot
++2E e, o I 28¥HAE LY, o XY, of JX|
2rS TOiSHs 40| SFo|C AW, oY 230 3A £t
1 A0l 7hsoithE AOICk 22tQl HI=LIAS AlRfe
mofl= 2=7| otAE B 80| ol SA ==, 22HHAE 28
OICIOfE SoF Y420 829 dEFES XIS Wz 31
H XEg2 €€ 5+ Atts AOCh UM, SSTFOE 2222z
T A, 43R, oF, 7Hil, 0|8H0|L A S CHYet 2Of
ZTHZEZ 50%0fM =1 90%77HK| RlE JHHeZ KFSHA
+ UACk=s A2 2HROA 23| oI £, "B 5}
SO mofgts Meks 20 250 OB O|2tg XMES
0| FOiE = @2 Aol2ts YAS HER U2EMN S
£ 2274 sttt Aoltth
= gToME 287 0A EY T o & S5 44
=7t YOtE7| ?fEl #7old, BHY, G2, Holdez 7
0 Ol £42| SRE0A =1t S=2HRS2| A0|E 2ol
a

OF 0 rju 0% [ot F> met 2 rjr
ou &

Ralills

Ay 1o 4
N

N
= —

47 X|(shopping value)Zt AH|XF7F HgEO|LL HEN =
FEEOILL AN ATAYES ol FMEl= AH|X| MTHE H
7t2t g 4= RACKHSchechter, 1984). AWIHK|= Chedt X2 S0]
Lt 7|18d A S22 85 MZsts HE8%F JhK|(utilitarian
value)# ot OfL|2} ATAPHO|A LiEtLt= Of2] 74K| {2 74K
(hedonic value)E E&tSHC}(Bloch & Richins,1983). A& 0|L} 2|
SN 4TI SZHIEFE TEX|ZF OfL 2t oF AH|XIO|AH SESt
= 7HXI0|, == 74|12 HIFO| w2t AH|Xe| EdE mpet
gt 2= QICKChung & Park, 2010).

AH|RHE 7HHo|Lt HEEE 89 2a2ld JHK|et oLzt
oMol EHS, ZIO|ZAEIYS| Mo, DA™l AHStH S
48 7= Z2A o7|A E|UCE &, AH[X} 770 O
T|HAM MEXHCS| FOfECH= o2 7HX| ZHKIE @7] 2o &Y
g SiCt= A2 o] H70M ZHOIZ|RUCKHLee et al., 2011; Park
& Jeon, 2012). O|F A0 AH|XIE2 MEXO|H 22|H 7t
K|#0t OfL|2t AR X0 22t JIX|FE 2ot AT Eojst
B2 ANEE2 HEX JHK|#EE ofL2t 2Fo| SAHSat "M &/
MEE THKE SA0] HSEEN AHXEL AsFEE =Y
= UZ AO|CL F, H[Xto| X[2HE FEALZHZS MEQ| 7t
OlL} SX0f ofst iAo FEE & = UM, Liop7} HEAT

T M
of chet X2t 7kKet 2SS0 S¢S =hts AoItt

1 19 [0 b

= = 1=

Park & Jeon(2012)2 A~M8FHHAO| ATIIKE 7|sH7HKA|, &
SHHK], STEH7HK, 247K 8L At=ld 72 LR, J)s
o, S8A, A=Y ZHE B0 SekE O1HE =St o
= 970AM 7ISH ZHK= o8l He|dut 2HEE JHX|o|H, #
N 7tK= 2| IPE0M 47l AHEH JHKE, STH THKle
JtAgelnt BAE JHKIE Qofpich £ FEH JHXlE FE B
of e B8 2HE 70N, A=Y 7t 2 &7 52
d2A80 HHE JHK|E 2l0fstrt.

2 M 2HRe| 7o HS A0 A0 STt H40|0,
Crefel 2HFO|M @717t O|ROIX|1L RUZS & & UCh
oM 287K 2018 AEHHA MOIEO|A2] £EO| M22 XY
oot 2, Y L7, 248 Sit 23 208 ;Y K=
=20, M, Helg, 28 70 Sa 23 228 g2lH 7|
2 L3, oh=it S5 AH|IKS0| 0|5 7RK(0f T
o7} JU=AIE +mE1, 0|52 Xo|7t 21 ¢=XE Zutt
UEX| =2kl sEaX; SHRACE.

23. 54

S = (loyalty)= otLto| 7|2 AFZO|LE HIF S MH|20] CH
ool =2 ofFel AF HEiE & & Aenf, o2t 4¥E2
2H|XtZ Stolg #7717t St O 7|l HE 52 MH|AE MT
OiSt=5 O|Z1, Efelof7| FHote FHESES S itk £
SEEs AHAPL 7kKE S8 EiE, AFEXIA S LXgar A
2lof o3y Y= dgez Dol YN E{=O0|Xt dFSS
ottt EZS S0 = olzist iRl FH 0[Qof FAMH
A YAl BZ=ECE SY= 0Kl ZMol= Z8(emotion),”| =
(mood), FHZ SO| RACk £ES S FYdt= 40| HEEE
X MYE2 =0 DjEIC,.

Kim (2013)2 287 S0 Feks OjXl= 22s Lot
27| %o 018 S7|2 A 22E 2210] SY=0| S
= OIX=X| &olstRict. 2d74HA 018 37| & ;Y 37,
Holq 71, BHY S717L MEHY & 219 =t =21H
0|, 2E T SHO tiet 2UEF0| SY=0| s OK=
NS =OlSHnt. Lot AEFHMA ML 2TH| YUY
M= HEIH HEHo| 7+E IA Fgs DX A=z &
olIfen, =215 o8 FRE =o= SY=0 YY¥s 0
X RS =I5HRACE

= G0N EFHOA0 CHEh ottt SIAHRS SEE
AIO|E ZOotEM 0[52 J20 [ME d=X8rits dHEUX}
SHRACY.

N

4. Mgoip

AMFHAO| 2 AAEE EH, Wang & Ping(2012)2 “The
Evolution of Social Commerce: The People, Management,
Technology, and Information Dimensions’2t= 0|A ChSaf
&2 2YE M ASHRICE
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Source: Wang & Ping (2012)
<Figure 1> The |-Model

CESH 20050 M2 E 2011 EHMEX|Q] AMAHMAO| M G At
b g1 HelE -2yur pEsto] ilaX 3ol CHe MY
UL
St=o el HTE EHM Chung & Park(2010)2 ot F=2|
2H|XE o2 2EfRladd S| Xto|Ft 388 S Lot7|
flsil 2atelAH|xte| JHX|of w2t 220l &S SHEIt0)| Ko
7t X, 22t £-E S-E0t0| ot WS Xto[7h Lt
EfLH=X|, AH[ARQ| 4TI, £HF5QEHIIet £TAS2| A
o 22t Xto[7t UA=X[of| CHsl MEHEJCH FHARLE S A
TENE ==t 0| HBsH7| flof o=2 =222 &E 0|8
Xt 387, E= 205YHE CHMCE HEZAE HAISIL, W
TEDRYEEMES 0|80 2MZ10 AW, AH[Kte| HE8F LTI
o A ALIHK[Of M2} 2EIATE AO|EQ £ S8%
otz Ko7} Ut 0| HHFMLEL =W, 22l4ES2| ALO]
E 450 Hites 2:21014Y AMEeRo| S™A g 0/X|
n, MR, AHXRO| A ALIHK| 7L AO|EQ| £HFRE HIt
oo ¥&2 stzut o F3t 7t ZEZ L URUCEL A
2HIX7L 224E JHEEE 42 584 st A2 3RO
ot 9| AH|XHEO0| O & IS LUAoL HEXN AWIHK|TL A
O|E £MZQa& EI0| O/X|l= FE2 & Z7I0M Xto|7} A
Cf. OX[ez, 224 Zo| AO|IE £45kE 77t 2242
4Eo|z0f OX|s P2 sh=ut GI0M 23t 7t ZHE= L
QUACE 7HALE 54, AFBE01daHH £, 4=X8dud £
o 22telal AFEQ|Z0 0|l 2 F=0f Hls] st=aAH|
Xtof A Fekso| o ZieLt XMERE £40| 220 ATz 0f9|
GO M= St =7t 234 Xto|7t gigs =QIsHRICE
AEEAFZ7|2 A2 QIE&H E 2 L E(trendmonitor.co.kr) 7+
2HHA 0|8 Z™0| JUs T= B 19~44N AOIEE HFX}
1,000 2 22 AEFIA 0|80 st HEXRALE HAISIRA
Ch. ©N SEA HEt o422 AMAHMAOM CHHE ‘ZF2 7t
Z(53.7%) 22 WS g 5 ot d2Ust= HOE ZALEQS
, £E95| 300 FEH62%)1t 400 XEH60.5%) SEHAte| 0| 9l
AlO] ZSIRICE H|xoh HMEO|N E2 70| AEES & = UCE
2z

Ob Y

_

AL 171

o]
£ MZHE32%)E YACD, A AZO| S2ALLB(200) K

49.5%, 20C =Bt 47%, 30CH =X=El 52%, 30CH Z=Ht 57.5%, 40LCH
=k 60%) AEFHHA JHA HFRAS IA =7CHE AHS =
b = QUACE AMFAHMATE AH|XEO|H VHEAB™H S S
ot e 7H2Ol, S| XEY 0| o, 7tAo| 2ot oy

OCH =t O|&e| AH|XHE0| AMHMAL| MAHSH 7140
i8S =77|l= Zo|ct. 2Lt AMEHHAE FESH AfO|Egt
1 HigtEE 9|74 £ 19.8%0| X CH= MOM 2870
CHBE AH|XRe| R-EQl QlAE AZ = QUR/UCL AEFHTAOA
3o AEe FE7t TASHH, Crfsh BHo=  ZHOfXiof |
ojflt ETE M7 = UCHD W2She= AH|XHE 282E 22.1%,
23.8%0| AXCE Z= TN R AMAFHMAO Cist L3t 2
oHO| MX|= RX|TH Tt 299l O|FO| o|H 2Tt @AE A+
B QUL SfiMsliE = e, AT s AH|XE0| JHE
82 o7l ATIHK|= 7tA 0|2t AS Ml = U= &
1}O|CH(Trend Monitor, 2014).

riurot @

Lu7i0A0 HTS AHIXIES| &8 STOE 2 PYS F
HS o & Uk HH SYX WEHE0%)0| T2 4TS 0/8
o 1 287{0IA0IN A0 Tojsls XIS olsks Ho2 X
AEIQUEH Ol 20126 22 XA(3A4%)0| S| 27 S7Fst
Zajolct 18H3 10| MYS LMANAS Sof NEBJHS

HlmsiE= AH[AIE S0 AR, AEHMATL 8% WEE
FLh= o|AH(51.6%)0| HHtZ He At HZ X0 dEHE = U
Ch Kot £2 #E20| LI2H 1 FEHE FH AMEEN 3/
AT 2012 30.7%0|A 2013 46.7%Z SO|LIC} dis =L
HE0| LIH FHO| F=HSIZC= S5 YAl 20121H(48.7%) =
Ct 34 =0l 67.1%0 O|ERICE & TEE FH AlEE1t
HAZICZ SR IHE AEHMAS FE0| HT U2 EOF
= Aty g 5= QUL de AMFHA 0|80 CisiM= XZ
b H|BHHLK66.7%) Cf B0[(27.5%) O|l8% A ZTh= 90|
X|H{E{O|RUCE. 2EHMAE O X5 O|8F ZO0lgk= oA 30
Cf =HH30%)at 40Cf 2=8K33%)0IA F Cf T0| LigCh Est X|
LXQl AMF A O|80] CHSHA H|ZAQl MZrS JHEl AH|XH7L
12.1%0] 24tsf, 287HAS| Mo CisiME HERE 285
ol HILE StALCL

AMFHA 0|8 HIEE HE 2 1~23|(37.1%) = = 1~23]
(244%)RoLt, 10 = 1H(12%)2 F 3~42| 7t& XIF 0|83}
7| RUCH APPE B AMHHAE 0[8S= AH|XH= TH|
65.8%0] ZHUCL ME0]| EOjsh Ifi'd(panel.co.kr)E0| Xt HWE
of AEFHAMAE FH(78.1%, S5SE), EIZNEAE(60.6%), 2|
IZ(46.9%), 1FE(6.5%) =0|QIct. sHH AMEHMA O]t CHE
20| 2AHEHHAE S5t AETOHER(96.9%)0| AUCtD SEBIRY
Cf. AM7{HAQ| JIOE MEMIL 7|1E F& MEQ cHEolnt
Eof 2212 4#WE 0|80 o Hr 2 F1 USS & =
QUCH AH|XFSO0| ABHMAOM ZHE ROl FOiD HE2 AAY
28 FE(60.9%, 53T IHLE@47.8%)2 Ao= LIEMG
Ch O ez ZE E3t39 E|Z1(32%)1 A1E(30.9%), 2tEE
(28.9%), =O|A|H O|8W(27.2%)= 30| 7 SH= HO|RUCE

3. GRS L
3.1, ApEx

= ATE FAS|f(E Ch3a 20| AFERME 2FOIRALE
1. 2870HA £49| SQE0| st=1t S=4H|Xte| Xt0[7h 9
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= Ao
2-1. 24702 gl2|H 2FIHKE et=at ST4H|REe| Ao
7t A= AIN?

2-2. 28AHA 22| 2EVHK= SRt STAH|Ae] 8
of et =Xg=not AS AeN?

2-3. 2EAHA HEY 2T SR STAH|AC] Ko
7t A= AIN?

2-4. 2EAHA HEY 2TV SR STLH|AS] 8

of Wet AR EII} A U

3-1. ML S0 oh=at = AHXQ| K07 A=
Ael7?

3-2. 2EMHA SY=0| o=t = 2HAC| G0 w2t
g=Mg=at s Aelt?

3.2. ZAFCHAL

= A7 2EFAHHAE 0|8%te oh=it S5 AHASO0| &
7ML 590 =9t 2FIHK 2I0|= Ko7t A=K 2ol
StARE SHALE Eoh AEAHNA SEEE Xo|7F A=K 2ol
ot7| St Aol SEAE X2 67HE Ol ~2HHAZ O|8st
o=t S= AHAEE Y22 225 2AISIILE HA, o=
o 287 O|8AtE2 SEA UWolM thsts G2 A= §
H fdSS HE22 AR, S=72 A2HHA O|8X=0
ot SEHE2 580 AHFots g HefdSS Y22 ZAIBA
2 3= 17858, o= 1838 & Eddct SEHS A<

¢ 336FE ZFZTEM0 AHSSIULE

AMFHA AEIEK|= Lee et al.(1999)2] HFO|A AMESE A
2 2 G0 XA =F AESIRICt ol 282 51

Likertd M ™3 QX QUCH 1-O|N O DL 5HEE AE
SIQICH =™HOI0| Chst A2|=2 =HQIst At Cronbach's Alpha
Z40].80622 =QIZ| AL}

AMFHA ZSHEE Lee(2012)0] ATROM AT 282
S3IRALE Ol BE2 ‘L= A8HHA AO|EO Rz
CF, ‘“AHHHA AMO|EEs W7t 7t Mzote ATAO|ELY, °
= g3 AEAMNA AO|EE 0|8SH= 37t X|FELH H
Zo[ch, ‘Lis %Y I AEHMA AOIEE RMFCR O
Ao|ck, ‘L= HMEel &t 7t4o| ZOtH 22tel adHE &
H7{HA AIO|EE MFHoE 1| aZio|Cye| 57 20|Ct. o]
= B2 TE O™X| Qrt 1HoAM o Ok 58 Likertd
HTE AESIRICE ool M2l EAMZAut Cronbach a H£
8212 ZOIg|QUCt
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41, ZHBOI0| BMY olPs ATt

= RolM AMADA S4o| FREO| B EIHS HOl
7| Sotol BME QQl2 M2 AASHYL RolRy wHozs
MEENI QOISHS HmelH WAl Varmaxdiig 0|85t
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WS Zho| AT} O
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B0 oo 28kl §=S Lt

&

EtLl= KMO(Kaiser-Meyer-Olkin)= 7|=X|= 0.6(Garson, 2004),
QOIF=EL2 NQX|7F 10|M40|0H, Z38X| 7|&=2 0.4(Field, 2000)
Ol 0| 7|FXE H2IstH RolOjet &=xC = TCSHRICE
2| 2 2912 Cronbach's AlphaZ|£=& O|2%}0 AMZ|EE =
QISIRALE

o 7|&0 w2t A¥AHHA 540 FRE 147 =2 2°2
=4 of A1} <Table 1>1} ZCL QQI2M ANE MEEH HK,
KMO(Kaiser-Meyer-Olkin)=E = 74592 LIEILICE Q012409
Mot S  LiElL]= Bartlette] ZHEKX|= x2=1419.017(df=91,
Sig=.000)2 L}EtRE7|0f Relojgt ez =QIF|QIct KPQIE29
T E4t0] Ciet HEH2 61.232%2 LIEFHCE &0 47142 &
Qlg AmEH MY M1202 4749 52 FAstn ol 2

e fsyoz WYL, SYYBE0| YNAMES ol
5l7| |8t AZ|= Cronbach's AlphaZ|4== 7752 ZHQIL|QUCt

A

4474012 E40| ZRE0 Cfet & 22912 30| 2 P
gokn 9on| Role S840E MIYCL FY ¥ESO
L& L2 E 2Hol18t7| Q3 AZ|= Cronbach's AlphaZ|$=&= .805
2 solgoirt

H 39012 471e] o582 Y5t AeH QY2 FEHHES
2 AESRAct. ZEYFS2 UWHLEEES =g fle
Cronbach's AlphaZ{|$-£ 73022 tQIZ| QALY

287N Edo ToE0 oot H4ael2 3712 &=Oo|Ct.
Ol g=2| o2 Holdez AYSIALL
MEIEE =Hol5t7| 2lot0] LYY ardS =telst At Cronbach's
AlphaA|$£ 7322 =0Ig|iCt.

<Table 1> Factor Analysis of importance of characteristics in Social

Commerce
Factors
Questions Similarities
1 2 3 4
funny of shopping .871 .752
pleasure of shopping .834 776
visit at site in my spare time| .759 .607
having a fglfllllng of cheap 646 515
price buy
price discount .887 .837
Cheaper prices than offline .850 .753
benefit of group purchases 476 464
a many kind of procuct .692 520
a varlety of ‘product 690 504
information
Assessmen?s by other 629 498
buyers (buyer's comments)
Information of the product .591 483
Saving of shopping time 817 .681
Convenience when
exchanging or refunding the .804 .705
product
Convenience purchase .646 587
Eigen value 3.926 | 1.839 | 1.516 | 1.292
Percentage of variance [28.044(13.133(10.829|9.226
Cumulative percentage |28.044|41.177|52.006/61.232,
KMO=.745, Bartlett's test of Sphericity x2=1419.017(df=91, Sig=.000)
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28HNA O8O AWIHK| Q012 =QlsY| 2[5ty 87 &
22 QOIEM o Hi} <Table 2>9 2T QQIEM ZutE A
HH  KMO(Kaiser-Meyer-Olkin === .8202 LIEIGOH, Q02
Mol ANMotdE LIEtL = Bartlette] A™X|= x2=832.053(df=28,
Sig=.000)2 LIEFGZ|0f FolOist Ho2 =QIE|QICE K2IS9|
TH|2At0f CHoE M2 59.117%E LIEFRLCH

20IFMAN 2710] 20I0] =&L|RUCE M120l2 4712 &
2 Td5tn el QQ1H2 AMHMAQS| I AWIIK| 2
o2 MYSIRUCE FE 359 HLEEES =elsty| fist A
Z|&= Cronbach's AlphaZ|s== .8022 2 =HOIZ| QUL

M222l2 4712 &= Fdstn U= 220HE2 A8HN
SEIA AWK golo2 MSIRICEL £ S5E9| LAY
£ 20IsH7| 3t MZ|= Cronbach's AlphaZ|s== .75822 =9I
| ACE

<Table 2> Factor Analysis of Shopping Value in Social Commerce

Factors

Questions 1 5 Similarities
| get the feellng of fun when'l shop in 858 767
social commerce websites
| got newly interested in shopping in social
: : .842 712
commerce websites because its fun
It's more enjoying to §hop in social 767 631
commerce sites than in other shops
| really enjoyed my experience while
I . . 532 457
shopping in the social commerce website
| think .shop.plng through social commerce 746 602
sites is economically feasible.
| think shopping through social commerce 693 503

sites is needed.
The reason | shop in social commerce
sites is rather because of convenience .649 430
rather than enjoyment.
| can buy products through social
commerce sites more efficiently

.642 .537

Eigen value 3.523 | 1.207

Percentage of variance 44.036(15.081

Cumulative percentage 44.036|59.117

KMO=.820, Bartlett's test of Sphericity x?=832.053(df=28, Sig=.000)

4.2. AFEROf CHSH 2A 21}
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Lt S35 dZ45t=X| RISt At KO|HS S HA
| <Table 3>1f ZCt. HY AMF{HA AO|EQ| E
5|g2 ot=2H|AE STAHAES R O S0t 7t
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<Table 3> Verifying the differences of social commerce importance of
characteristics of Korea and China consumers

Factors Nations N Mean S.t g ’ t-value
Deviation
Korea 180 3.66 .78 x
playfuness = pia | 156 3.36 78 | %%
economic Korea 180 3.98 .52 3357
feasibility China 156 3.75 .68 '
. . Korea 180 3.96 .62
informativeness China 156 393 59 448
. Korea 180 3.47 .67 x
convenience China 156 201 &3 -7.514

422, AMF|H{AO| BHE|H ALK

2EANA0 HElH &TIHKE R SIAHAE d2|1
G20 w2t xo7h A=A 2itEMS SIIch. 1 Zit <Table
4>Q Z oM, WAu} HETHAE <Table 5>2 ZLC|

A 2870 YE|H 4TIHKE St At ST
AHSOf w2t Folojst Xo|7h LIELIX] §ES =QISHRACE Chg
oz 2|y LTV StmadREnt =48R d2|0 8
of meh d=Ag=ntt JAeX| =elst Zap 7elolgh XHo|7h Lt
EILIX| Z2E =OISHSILE

o= =

<Table 4> ANOVA of Social Commerce Reasonable Sopping Value
in accordance with Sex and Nations

3th type mean | degree of | Mean
Source F | p-value
scare_total freedom Scare
Sex 211 1 211 580 | .447
Nation 481 1 481 1.320| .251
Sex 73 1 A73 | 473 | 492
Nation
Error 120.980 332 .364
Total 4347.000 336

<Table 5> Mean and Standard deviation of Social Commerce
Reasonable Sopping Value toward Korea and China
consumers in accordance with Sex

Sex Nation Case Mean Std. Deviation
Korea 71 3.51 .69
Male China 69 3.64 54
Female Korea 109 3.51 .60
China 87 3.54 .60
Total Korea 180 3.51 .63
China 156 3.58 .58
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423, AMF|HAO| IR ALK

28N A 2N AWK otmlt SAH|ARE0| M) 3
2|0 o w2t Xto|7t A=X| RISt nAt 24kEMS HAISHA
C} 11 ZA1f <Table 6>1f 2400, WAt EZEHXI= <Table 7>1t
20t 2870 A9| 2N 4TI Sh=AH|XELE So4H|
XE0| O &= LiELHe A2 ZHeIE|RUCt M2t of2{sh XtO|
£ Qolujst xjo|7 Yl Aoz HlE|Ct

M-

<Table 6> ANOVA of Social Commerce Hedonic Sopping Value in
accordance with Sex and Nations

424, AMFHAO| =M

AMF0A BMEOIE 32T B2 AHES 121 Mo
ety Xjoj7h Qx| Solstnkt SAHEAS MASIRCE 1 A
1} <Table 8>1f 2o, WA EEHK=<Table 9>2} ZC} &
THAME MHEE 0N, AMF0A0] ZMEL SHRAHXISH
O} E346KH50| O &7 LIEleS SQIiQLt w3t o=y
E2AHAE D20 M| ME ASEgaut Yk el
Zot SHCole ASERHIT} LIERER] 2Lt

<Table 8> ANOVA of Loyalty in Social Commerce in accordance

with Sex and Nations

s 3th type mean | degree of | Mean
ource total freedom S F p-value
SCACALO1 [eede 2T Source | 3th type mean | degree of | Mean F -
Sex 1.438 1 1438 | 3482 | .063 scare total | freedom | Scare P
ZatIOT 21.153 1 21.153 51.219 .000 Sex 286 1 286 598 440
ex
Nation 5119 1 5119 | 12395 | .000 Nation 28.625 1 28.625 | 59.908 | .000
Error 136.291 330 413 Sex *
Total 3252.063 334 Nation 1174 L 1174 | 245 | 118
Error 157.682 330 478
<Table 7> Mean and Standard deviation of Social Commerce Hedonic Total 3432240 334

Sopping Value in accordance with Sex and Korea and
China consumers

Sex Nation Cases Mean Std. Deviation
Male Korea 71 2.56 .68
China 69 3.33 .61
Korea 109 2.95 .73
Female -
China 87 3.21 .55
Total Korea 180 2.80 .74
China 156 3.26 .58

247I0 20| Y &
20 SO w2 AsEg
SEGHIF I HO2 HOlEQion) 1 Hit: <Figure 259}
2T} 3, SARAHRSS AM0A0] A LTIPIL GAE
o 0j4S0| o A ULerds
2 asziniAol W ATIPRE ONBLL HAE0| O 7
Lietete solsteict

3.5
3.33
3.21
3.0
2.95
== Male
== Female
2.5 2.56
2.0
Korea China

<Figure 2> The Interaction Effect of Social Commerce Hedonic
Sopping Value in accordance with Sex and Korea and China
consumers

<Table 9> Mean and Standard deviation of Social Commerce Loyalty
in accordance with Sex and Korea and China consumers

Sex Nation Cases Mean Std. Deviation
Korea 71 2.70 .82
Male
China 69 3.42 .60
Korea 109 2.88 .75
Female
China 87 3.36 .61
Korea 180 2.81 .78
Total
China 156 3.39 .61
5. 4=

X2 B39 4N HE2 o=ZH e SEAEN 2
= OJX|H, 2I2f0l0} 22401 AEe| dHE S5% LS
Mei QICL o|et HEsio] 2 AFoME X2 B39 M
e gdstn s AEAHNA AZE eS| st M
Ao R o1 SIAH[XES| AEHMA E40 2ot 2
oF &WIHK| X SHZO0| X0|7F JA=X| 2lst7| s At
Ihe Cheat 2t

S B3 LHRISO| AMA0A SHO| 2 FeE a0
o 9|y, FHY, BE4, HoMo| 47 Rolo2 QYL
WA, 28HHA EHO| 2 S2F Q9 F AHol £
ol 22| MBSHA ot = AHXPE 2l AR 2
ot R332 SIEL SHEAH|XENA O 523 HOE =0lg|
AUCL =W, 2MHA EHo| 2 F2E 202 & MM &
HAHAOAM SSTOHE Qlst AH|X} 0] J2|1 7hAgel &l
SoE FIEL} ot AH|XEOA O 8% ASE =l
Ct. O &2 Zits deg o Ed =3 L|E(trendmonitor.co.kr)7f A
AAHA 0|8 F2O0| /U= 1,00082 CHAo= MHAISH A ALt

mjo &

2 =
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53.7%7F 2EANX0M H2 JtHcz 2-E & & At
2otk At LX[etCt. mEbM oh=o|lMe AdF A
H2 7HA40| dYEE 71 + Ut AS & 5 ULk AW, A
SEEe F2 A FOIAS] HF Eotof et 27|18 2lofshs &
270A £ § S2E0AM ZEY 2012 st=it STAH|XS
2ol Xto[7t SIRUCE. S, A@HMHA 54| SLE0|A WHE HY
&, 7t X=29Yel oy, nght ghEel Hald 12|n =S
YZOH| B &8ss Holg2 SR AR SAH|XHS0
A H Sast A2z =AUt o2 Zuts ot=7(Yse &
= 2EHA AIY TS Pl REY AEz HEE £+ US
CHS2 o=l S=AHXS0| 287 HA 0|80 gt 487t
XE =olot Zdnt 2|y LT7kK(eE MEH LYK ole2
2OIE|RAC HA AEHHAE O|8F22ZN LA &= ey
27 =1 SIHRE 20| XHo|7t GlE Aoz =ik
QICt 0| &2 ZAut= Chung & Park (2012)9] st=ruf H=tAH|X}
o 8L AO|ESl 24 E7HA0| A7 ZofM ‘HEH
LGIHX|7F AOIE £9F8%: E7H0f OjX|= g2 & 710
Xto[7h GAULKet HX|SH ZO[Ct &, AEFHHA MOIENM £&F
ol= A2 ZHHO|H, 22AHHANM 2Tst=s A2 278 =2
Ch He2ld HEe 20 28Xez g + ot =7ls A
2 o= AH|XeF S= AH[RREED OfL2t = fHAEE IR
S MGt RASE € 5 AUCh EoE AEFHHAO 2N &
7= oh=ah S=AH|AF 20 80| IEIME 42488
A= UEILEX] pES 2QIotRACh M, L2487 MA 0|Z0] <t
N LTI o= 2HASELD S5 2H[AS0] § &2
No= LEIH J, S=2HAE2 287HA AO|EQM &
g o 22y =ZS VN, HEOM 2Fsks A= A8
2 AOIEOM 2Tdt= A0 O EA4?H M22 MO|Z2 2dS
2 Etts Az SQIF|QUC). £ StTAHRS2 AEFHHA
o MY LEIHK|7L HEEL 01dS0| B = UER2L &
TAH|IAS2 8L MEY 2TIKE HE50 © =7
LIEFES =Rt o2l Zut= S=2 AdAHHA FELAUY
UES ALt AL o 25 2 7[YS2 = 2HA=
O] &EFMA AOIEMM &8 Al 20| ME 2Tl SHZ1
788 A2|0 A8HMA AO|EMS| £F0| Mz2 o= 2
e 2 & Ue OHAIE TEO| F5E5[0{0F & ZHo|Ct

L2EHHAY SYEE SREL SIAHRE0| O 52 A2
2 golg|loLt ohxat SRaHAEe| 20| HE S8 At
Ol LIEFLEX| BRUCE Ol Ait= Sh=aH|XHELE S=24H[X}
=2 M3 F2I 7tH0| Yot ~2dAHHAS UKz
0|83, £EMHA AO|EE 0|88 £E2 XL 0|83+
7t O S Aot o2fet A= X2 o= 7|Ye = L8
A AIE TE Al 28702 AMO|EO| Ciph THO|L M=
£ S7HA 220 2R 28HHANM Yoz ad
T A= OAHE TE0| ERES AIARIT

2g7MAE QEHI 2EHETS| MAXR =Hito] Y
0f AH|Xte| &8 a2 B LIOPF R4 HHQ| BstE
t4en QUoh. 2d@AHHA Aol g4t 4T, FE2EY M22
gHel STz Qo uitt FYL= o JiK| AH[RF XL &
Mt (Zhou et al, 2012)QJOoLf, AMHHAO MAHZHKIm,
2010)0= CfS E2td Ao|ch 53], © MYZOroM X[HHO| A
a2 s = BHE2 229 652 HojLtn ALk oj2fet
20 XS7HK[2| et=0iA O|ROX|L Q= AEHHAQL 2
HE g7t F2 2EFHA0 0|8 B FOHe=0 OjX= Fe
Q0l(Kang & Park, 2011) O|L} AN8FHA 0|8 = THEO|LL &

BiE(Zhou et al, 2012) SO e ARI CfLOICE Ofo) 2
o ZIe FEOH ISP RELY0| ME FXIZ of
SE|0 e AMADA AO|ES| FRE, LTI, FHE0| of
of S0 3 AHIXIO| KOS HAFORN ST a8FADA
AR ZlsStels $=7|90] o gH| 8% 122 B8
g 2 4 98 AHolzter| 2 970l oojs #2 4 9tk

2 olpo| ST AR Cigat 2Tt S HHd of
£ Iojolct dzjLt 2 ARUME FRO| 2Fo| AFSHE Chet
YBtS CHMOE M22 MABIACHS ZHOICh X3 HR0AS
F30| Bt X0 AFote AMA0A 0|8XIES iz
G177} O|ROIX|Z HIRICL SX|, BH2Tt 53 AH|XIS0| Auy
DIAS 088 ¥ AMADAC SHO W2 SR o1 &
Lokx|, HYEIHS HOISQICH: 0|ck 247400 Falx I}
Zolets S42 nef) £ O A870IA 0|80 FHS DX

S

Il

— J|o= 6 oco=2
Crdet 20l0A St=at &= 2H|AS 240 OftHet Xtol7h Qe
A =2 AFoM HS0| 2RsS M eldhs HolCh. AR, St=ut
SIS 280 S DX 22ty 92 Lot o4
HAHA A7 0|20 # £ UVIE HIECh
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