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Abstract

Purpose — Social commerce is a certain way of how people
buy some products together with others through the internet
sites with mutual interactions among customers with the benefits
of SNS when buying some products. At present, China market
has some problems due to its rapid growing. However, empirical
research or academic approach to social commerce has not
been made enough. So, it is important for Chinese social
market to develop and enlarge the customers with stability
under the reliability and satisfaction. Also it is important for
them to have repurchase intention. Nowadays, it is necessary to
find the factors on customer satisfaction and trust, whereas
consumers' dissatisfaction and unreliability are increasing on
social commerce recently. In addition, researches on social
commerce have been actively pursued by a variety of domestic
and foreign scholars. However, researches on social commerce
and Chinese market are short of, and they have some
limitations because of the rapid growth of the market even
though it is the early stage. The current situation requires
researches on consumers' repurchase intention for continuing
growth in the future according to the growth of Chinese social
commerce.

Research design, data, and methodology — The literature and
the empirical studies are combined in order to achieve the
purpose of the study. Deriving social commerce features and
consumer properties as factors affecting the repurchase intention
through the literature, and these factors have modeled a series
of assumptions about the impact on satisfaction and trust, and
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have established hypotheses to verify them. The survey which
is conducted to test the hypothesis and questionnaires are
derived based on the variables discussed in the previous study.
Appropriate  measures were developed and tested on 227
respondents in China with a cross-sectional questionnaire
survey. The path relationships of the research model were
analyzed by SPSS 23.0 and Amos 23.0.

Results - Research results about social commerce
characteristics and factors affecting the repurchase intention are
presented to Chinese market companies that adopt business
models and consumer characteristics. In addition, this study
focuses on the characteristics of social commerce, from
two-dimensional characteristics of the consumer satisfaction, trust
and the impact on the repurchase. Therefore, social commerce
features and consumer properties based on the results of this
study may lead the strategic implications that may increase the
repurchase intention.

Conclusions - The classification reviewing the previous
findings related to social commerce and social commerce
features affects social commerce repurchase (price discount,
interactivity) and consumer characteristics (impulsivity, innovation,
collectivism). It affects repurchase on factors and analyzes
empirically. The empirical results identify major characteristics
(social commerce characteristics, attributes) that affect the
repurchase intention, and give the practical implications as well
as the business strategies that are able to enhance social
commerce repurchase consumers. Social commerce is a certain
way of how people buy some products together with others
through the internet sites with mutual interactions among
customers with the benefits of SNS when buying some
products.

Keywords: Social Commerce, Social Commerce Traits,
Consumer Traits, Repurchase Intention, Customer

Satisfaction.
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1. Introduction
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2. Theoretical Background

2.1. The Concept of social commerce
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<Table 1> The Concept of social commerce

Previous Studies The Concept of social commerce

regardless of whether the methods of SNS are,

Fang, Lin & whatever business models are, if SNS is used
Seo, Su-Seok . .
(2011) in commerce, all cases are social commerce by
meaning of encyclopedia
Lee, Ji-Eun & onlllne shopping selling products/services py
. online when no. of consumers are excessive
Choi, In-Suk

certain standard after collecting them with

(2011) word-mouth by SNS

as a part of EC, something to use social media

Bae, Jae-Kwon as online media supporting user involvement
(2011) and social interaction for the purpose of

increasing of online-buying experiences

something to have the structure of invoking
Zhao, Shu-xian word of mouth effect not only selling products

(2012) but connecting social media like twitter,
facebook, blog etc.

electronic commerce lowering product-price

Yang, Kang through co-buying after collecting many people
(2013) .
by consumer's human networks
a new definition with connecting word of mouth
Wang, Feifei marketing effect buying products after maxmizing

(2012) word of mouth effect by SNS, not existed online
shopping selling products simply

online shopping service after collecting
consumers and selling certain items with big
discount for a day by SNS

Doosan
encyclopedia

2.2. Social commerce Characteristics and Consumer's
Characteristics

2.2.1. Research on Price discount
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2.2.2. Research on Interactivity
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2.2.3. Research on Collectivism
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2.2.4. Research on Innovation
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2.2.5. Research on Impulsivity
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2.2.6. Research on Satisfaction and Reliability
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2.2.7. Research on Repurchase Intention
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3. Research Model and Hypothesis

3.1. Research Model
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<Figure 1> Research Model
3.2. Hypotheses

3.2.1. Social Commerce Characteristics and Satisfaction,
Reliability
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3.2.2. Consumer Characteristics and Satisfaction, Reliability
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3.2.3. Satisfaction, Reliability and Repurchase Intention
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3.2.4. Operational Definition
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AH|x|.EA-I_Q_O|(*EA-I XIE|—7<O| 6iA|A-|) ol o= E' :LE|_|

Hio) X |_—|
MTojel= S0l Ciet =N Fol= Lk <Table 2>9f Zrt

<Table 2> Operation definition

Variable Operation definition Number|Previous Studies
price discount level of Yang, Kang
. . (2013),
discount products provided by 4 Jin. Xiaodi
social commerce in, Aiao-ing
(2013)
. quick feedback and
social commerce
o response or problem ) .
characteristics - \ Kim, Jae-min
solving on consumer's
. L S (2013),
interactivity opinion, control of 4
. . Sun, Zeng-Jun
information exchange, 2012)
product information btwn
consumers
intendedness to co-buy Hofstede(1984),
collectivism| together with others to 3 Hui & Triandis
get more discount (1986),
innovativeness to buy Yang, Kang
consumer innovation | M&W products with new 3 (2013),
characteristics shopping methods in Park, Euna
advance (2008)
. =" Han, Hee-Eun
oy 90 et wreter o 5| ™oy
Y P Fan, Di (2014)
satisfying degree after Yang, Kang
satisfaction buying products/se-_mces 3 ) (2013),
by way of social Kim, Ji-Hoon
commerce (2012)
the beliefs on social Kim, Chang-Bok
commerce site and
A ) (2010),
reliability products in the process 5 ;
N Liu, Feng
of buying products by
. (2011),
social commerce
intention to buy Wang, Wu
repurchase intention somethings again when 4 (2013),
P after first buying by social Xiao, Xiao
commerce (2014)

4. Empirical Analysis and Hypothesis Test

= A0 AF7HES ASOH| Pl ad HHAS Sof 700
7:

490 AU 5= AHXE Yz %“—fol HEXZAE HAISt
C}. 2 970 MExAL= 2015W 42 18YU~52 2U7IX| 147t
AU FFO| MEZAL ME ALO|EQI hitp://www.sojump.com/

>

[8BIeiCt S48 HEXE % 30652N 0 F T0HEE0| 8
32E0l BHAS SES B 4722 Xolsin 2722 HENe
sS40 ARBHRACE

2 GRUNE ATDHD JHIASS 9Iof IBM SPSS Statistics
23.01} IBM SPSS AMOS 23.02 0|83l ASEM SIQIC

HU rr mjo r $@ rot

4.1. Demographical Analysis

AN 28 FHHAE 0|30 FoOf B0 U= E=A|
SEHAES QFRSASE Eds EW, M ddHlg2 o
32.6%(743), 04A40| 67.4%(153H)O 2 0]A0| LML} Be HIE
S KIK|ZACH IZCHY A2 20A| O|RHO| 3.5%(8), 204|~29
7b 72.7%(165F), 30A|~39M|7} 18.9%(43%), 40M|~49K7} 4.0%(9
), 50A| O|AO| 0.9%(2T)OZ2 20M|~29M|2| SEHKIT} 72.7%Z 7}
XI- EH-O Z‘JEE I_|-E|-'-FE|- x KQ-A|KI-O| AM 9.||:|.|/\ ﬁ\_H|Xf§%
%‘38 é‘OHM o ggs +71I OIREI" Ass € = AL

e S S %AI 2H|XEC| ﬂg% oetsts| floh BlEs

M2 24 Zajolnt. BEE4A Zhh &8 FHHA AOIE Y2
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B0 Chot SE 121 1718 BE'7t 33%(75F) 22 MY =2 <Table 4> Reliability Analysis
H|&& XHX|EICL division item no. | Cronbach's o
= RAE =32 AM A A =o0| O i
[Elfl-kl = C‘;;;LSM-L*AI- |I_3% &2 7A0E 2H|AEC o social commerce characteristics lctjlscornlt : gggj
SAsE SRS 243t Hite <Table 3>t 2L}, interactivity }
collectivism 3 0.871
. . consumer characteristics innovation 3 0.847
<Table 3> Demographical Analysis
grap Y impulsivity 3 0.864
section responsives rate(%) satisfaction 3 0.788
male 74 32.6 reliability 5 0.864
sex female 153 67.4 repurchase intention 4 0.785
sum 227 100
under 20 8 3.5 ) .
20 ~29 165 72.7 4.3. Confirmatory Factor Analysis
age 30 ~ 39 43 18.9
40 ~ 49 9 4 = ¢F0M= AMOS 23.02 AtE3t0] EfFdE S| ¢
50 - 59 2 os &) SOIM QQlEMe MARCL 2 HTON ZxYwel 42 g
e 2 0 SES 2000| SHIYETL T SHHE FMHQ Aol 3
Heof s HES| HHYEJA=XE 7Isdt= HEEIS St +
once a 2-3days 75 33 a "
" 4 EfSHMS E=XBACH
visiting no. once a week 65 28.6 = co= oM )
once a moth 37 16.3 Dyol MotzgE AWSH| L5ty 2°(CMIN)EZE, GFI, IFI,
uncertain(not periodical) 41 18.1 AGFl, RMSEA, CFIl, NFIZ}S 0|&3d}SiLCtL
JuHuaSuan 21 9.3 ok Ma4(2007)= BEREE o 7K SEEsSS M8
MeiTuan £ 322 o ATSE SHSHs BT} BO| A7) GO, M-S
| DlanPig ® 6 S HE g MelEe EIgES STAFIEIE WIRE HO|
ste LaShou 2 0 Sasich 3YwE0l MYTE BolER SYRU| Y BEE
Y = o oF M2ES WofsoF BTt MBS0 Cf2t HOIT 2olea A
uoMi .
A= 2+
others 28 123 Al _E;j'— <Table 5>} EEEr' N i
HE HYR(RAMMENE ArEcH +=HEITY dF5El= 292
NI 060402 LIELIY +HEITNS of=E 4+ olon,
4.2. Evaluation of Measurement Item e AMEEE AtESE A FmAol AIHEO| 0.50|A0] e 7t
Ko eBz ztzto| 7iH0| thd olnEz +~&8F 4 ICt
2 oi7l0| 2 FHo| Cist AR|=7} 070[M4OR ZHEl0] 4l HZHOR ZHYR V28 ANS ME|Z AOIH aoleHg
et 22 Ao HLHELL LR fM AT <Table 4>2f ZTL HAISHUCE A0 2 SMCZL2 <Table 5>0f HIA|SHRALY.
<Table 5> Result of Confirmatory Factor Analysis
factor item fsctor loading error standard eror SMC AVE
V1 0.847 0.270 0.074 0.718
discount V2 0.793 0.333 0.074 0.628 0.903
V3 0.821 0.324 0.076 0.674 ’
V4 0.838 0.239 - 0.702
V5 0.866 0.210 0.066 0.750
interactivit V6 0.819 0.287 0.068 0.671 0.906
Y V7 0.794 0.386 0.076 0.630 :
V8 0.839 0.256 - 0.704
V9 0.862 0.252 0.074 0.744
collectivism V10 0.800 0.366 0.075 0.641 0.873
V11 0.835 0.289 - 0.698
V12 0.861 0.231 0.101 0.742
innovation V13 0.795 0.375 0.104 0.633 0.866
V14 0.769 0.305 - 0.591
V15 0.799 0.231 0.066 0.639
impulsivity V16 0.804 0.375 0.068 0.647 0.871
V17 0.872 0.305 - 0.760
V18 0.719 0.316 - 0.517
satisfaction V19 0.777 0.314 0.123 0.604 0.839
V20 0.736 0.324 0.113 0.541
V21 0.754 0.246 0.083 0.569
V22 0.746 0.276 0.087 0.556
reliability V23 0.761 0.262 0.087 0.579 0.913
V24 0.690 0.339 0.090 0.477
V25 0.791 0.209 - 0.626
V26 0.733 0.270 - 0.537
repurchase int. V27 0.681 0.284 0.105 0.463 =-0.868
V29 0.780 0.178 0.107 0.609

Note: **is significant at p<0.05.
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model items GFI AGFI IFI NFI CFI RMSEA
1st model 29 0.899 0.874 0.987 0.892 0.987 0.023
modified 28 0.905 0.880 0.990 0.899 0.989 0.021
<Table 7> Criminant Analysis between Construct
Discount Interactivity Collectivism Innovation Impulsivity Satisfaction Reliability Repurchase Intention
dis 0.903
inter. .246** 0.906
collec. .376** .225** 0.873
inno. .286™* .320** .381** 0.866
impul. 176 .128** .253** .236** 0.871
satis. 404** 447 .318** .453** .202** 0.839
rel. .290** .362** .379* .336** 273 .529** 0.913
repur. int. 151* 257 .035** A31* .008** .363** .352** 0.868
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4.4. Hypothesis Test

4.4.1. Structural Model Analysis

<Table 8> Results of Hypothesis Analysis

b

J

path Estimate | S.E. | C.R. | P-value result
H1-1: discount—satisfaction 234 .061 | 2.990 .003 Accepted
H1-2: interactivity—satisfaction .294 .058 | 3.814 b Accepted
H2-1: discount—reliability .010 .060 | .125 .901 Rejected
H2-2: interactivity—reliability 121 .058 | 1.579 A14 Rejected
H3-1: collectivism—satisfaction .035 .058 | .427 .669 Rejected
H3-2: innovation—satisfaction .265 .074 | 3.157 .002 Accepted
H3-3: impulsivity—satisfaction .046 .047 | .640 522 Rejected
H4-1: collectivism—reliability 182 .057 | 2.315 .021 Accepted
H4-2: innovation—reliability .023 .073 | .284 a77 Rejected
H4-3: impulsivity—reliability 127 .046 | 1.821 .069 Rejected
H5: satisfaction—reliability .379 .100 | 3.845 i Accepted
H6: satisfaction—repurchase int. .251 .098 | 2.458 .014 Accepted
H7: reliability—repurchase int. 215 .093 | 2.209 .027 Accepted

47jo) HERERLI ZHDYS| SH(HS V28 HAE 5
siM A5 PRIYS MU <Table -2 XIS Y
Zio|ct
ISt BE BESE QQIEXYX|ZF 0.50|4, SMCZ2 0.40|49|
o2 Lettonz mAH4E FYHLS0 wY¥E T Hw

Ho=Z ZHEEIC} W2t PXRDE0| CESAMDHK|(SMCZHLE 22

Helz 52

ATFOME O

cCo d
Sg 242

Eo-||_
= HATT

7 2x

Ho= LiEtkict ety 2

£ %Fo| 1xIHOZ K{EHS}GICt

4.4.2. Hypothesis Analysis
Ol 2Yo| A7t e ZANE M2 <Table 9>, <Figure 2>

o ZLC}

<Table 9> Evaluation of Structural Model

oD itemn fact_or standarq standard CR. SMC
loading | factor loading error

V1 1.105 847 847 | 14877 | 718

price V2 1.001 793 793 | 13596 | .629

discount V3 1.092 821 821 | 14264 | 674

V4 1.000 838 838 - 702

V5 1.015 865 865 | 15.465 | .748

interactivity V6 0.982 820 820 | 14.404 | 673

V7 1.039 794 794 | 13750 | 630

V8 1.000 839 839 - 704

V) 1.045 861 861 | 14.059 | .741

collectivism | V10 0.989 802 802 | 13214 | .643

V11 1.000 836 836 - 699

V12 1.227 862 862 | 12154 | 743

innovation V13 1.209 795 795 11.646 | .633

V14 1.000 769 769 - 591

V15 0.863 .800 800 | 13.058 | .640

impulsivity | V16 0.894 802 802 | 13.087 | 643

V17 1.000 873 873 - 763

V18 1.000 720 720 - 519

satisfaction | V19 1.187 776 776 | 9.718 | .603

V20 1.000 736 736 | 9.411 | .541

V21 0.963 754 754 | 11573 | 569

V22 0.993 745 756 | 11.426 | 556

reliability V23 1.014 761 761 | 11688 | 579

V24 0.941 692 692 | 10.489 | 478

V25 1.000 791 791 - 626

V26 1.000 737 737 - 544

repurchase |71 agg 685 685 | 8451 | 469
intention

V29 0.926 772 772 | 8750 | 59

2= 361.510(p=0.092, df=327), GFI=0.903,
fitness AGFI=0.880, NFI=0.897, IFI=0.989, CFI=0.989,
RMSEA=0.022
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Social
commerce
Characteristics

Interactivitﬁﬁ%

Consumer's ">

Characteristics | Repurchase

Intention

Collectivism <.
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Innovation™ >3, £518
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Note: The figures are path coefficients and solid lines are significant at
p<0.05
<Figure 2> Measurement of Structural Model
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4.4.3. Results of Hypothesis
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5. Conclusion

5.1. Summary and Implications
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5.2. Limitations and Future Research
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