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Abstract

Purpose - The purpose of this study is to grasp the concept, characteristics and application status of sharing economy, and
to derive a research model based on sharing economic service, and to analyze factors and influences of consumers'
intention to reuse of sharing economy.

Research design, data, and methodology - The questionnaires were created to examine variables for practical and
theoretical implications. After pilot survey, conducted for 24 days from March 10th to April 2st in 2017, total numbers were
377. But 330 copies were used for the analysis with IBM SPSS Statistics 23.0 and IBM SPSS AMOS 23.0. The structural
equation model was applied for this.

Results - First, sharing economic services remain at an early stage, but it is meaningful to identify the revenue mechanism
of the business model of the sharing economic platform. Second, in this study, it is meaningful that we systematized the
theoretical structure by examining existing studies on the characteristics of the sharing economic service and consumer
characteristics, and by examining empirically. Third, Satisfaction and Reliability are related to the characteristics of Sharing
Economic Service (Security, Convenience, Discount, Sharing, Social Interaction), Consumer Characteristics (Personal
Innovation, Word-of-Mouth) It is meaningful to broaden the understanding of the factors by verifying the mediating effect.
Fourth, the sharing economy business is meaningful in that it is a new consumption trend that changes the meaning of
consumption to consumers. Gradually, more and more people are recalling that purchasing something is not consumption,
but sharing and borrowing is also consumption. In other words, through the sharing economy, consumers can experience
more products and services, have more choices, and are expected to have a positive impact on economic growth by
increasing the utilization of idle resources.

Conclusions - Currently, the sharing economy is growing rapidly all over the world. Therefore, in the subsequent study, it is
necessary to compare Korea and China's sharing economy and study the cultural and social characteristics of Korea and
China. In particular, | think that steady research is necessary for more precise and specific direction on the influence of the
shared economy.
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<Table 1> Related research

Characteristic Sharing Service Consumer Attributes
.| Con- |. Social | ., . . | Accessi- Personal |Word-|  seif o
Researcher Security veniency Discount| Interaction Circularity| Sharing|Delivery bility Safety Innovation mgft;th Efficacy Sensitivity
Yoon(2017) O O
Jae-Pilcha(2016) O O
Guo(2016) O O
Yun(2016) O O
Shin(2016) O
Sun(2015) O
Fan(2015) O O O
Wu(2015) O O O
Yang-Li(2015) O O
Wei-Gu(2015) O O O O
Shang Guan-Jin
Long(2015) O O O o |0
Miao-Wang(2015) O O O O O O
Fei-Li(2015) O O O
Shuo-Zhang(2012) O
Kim(2012) O O O O
Han(2012) O O
Lee(2011) O O O
Jin(2010) O
Smith(2007) O O
Ryan Dube(2007) O
Kim, Lee, Han,
& Lee(2002) O O
Kaynama et al.(2000) O O
Sharing Service
Security
Conveniency Satisfaction
Discount
Sharing
Social Interaction Reuse Intention
Consumer Attributes
Reliability
Personal Innovation
Word-of-mouth

<Figure 1> Research model

3. g4 2 & 7t
31. @7 2%

0

= 7ol dRH2 O|2H HiZoM SREM AH 22|

St AHZF £E40| XY 0|82=0 S OX|= 2SS
TTO|BAE T2z EEoItt MAAAE HESIY S/
BH| 1 |22 Ed1F 28X 40| 0|82 =0 o%fé IjI
K= 292 SFEH ME|A2| £ER0(XH7[E HEd, Hel
4, 7%’—1 gold, SRd, AlRH d=R84), aHR £48

CHOISAY, FH), ME|Eo BIEEE PEED HRE A
5t0f E-‘,-LEoso J{etsta <Figure 1>3f ZfCh.

2. g5 7t

21, 2LHH MHlA EX0| i3t PP 8
FE%

0% ro

w W

M MB|2o| E42 7IY HMSots SREHQ XY

IS, ==2I™o Held 52 2lole
X971g MEd, Held, 7tageld, &7
882 =gt JHgoltt

nie)
oTT
H
il

JQ_>.|_

oTr
oo 2 AFofM
g, AeH =

)

2 N



Qing-Zhu LI, Jong-Ho Lee / International Journal of Industrial Distribution & Business 8-6 (2017) 75-86 79

Jeon (2015)Q] MH|AEGO| DZATHED M| U SHC0
O|X|l= G0 st AF0M MHAEN T 7HA-Ql, He|
g, X97)18k Hlage MEIFEMar DAHoE F(+)e T
Ok|= Ho=Z HZEQLC} Choi, Park, and Park (2007)9] &
TOME By oM ASHHEMES HECZQH A|Z0
el |olst darg 0jF2 EQLCt Jung (2007)2] ATof|
A SCM LIEL{Zto] YEO| 3_& 7|¥ol Huto st 51
‘do] Za%t 29010] ECt= AMES SIEHESID Ql1, SCM It
El7tol FEo| 3940| AM2|=et HEZO| F(+)el |olst
g2 O0|H Ho= LIECE

2 dF0ME olzfst Mol ZANES 7|x2 SREH
MH[AO] EMo| X|97|dt HEd, HalY, 7tH 2oy, 3%
g, MEH 4SEE0| EEEet MR H(+)e| [olpt st
2 0 ZHe=z 7Pysio] ChEat 20| AT7tde HgsiRict.

<H1a> XIS [SITIZAS BEE0) F(+)O Y2 O/ HOlKk
)2

oo -7
<H1b> TIPSR Mal=0] B+l Y2 0 ol

oo
<Ha> F2|42 BISE0| F(+) P& OE Ho|ck
<H2o> B2|4Je M=o F(+)o| F2 0jA Ho|ck
<H3a> 7HAZ g2 HFRE0| F(+)2 S 0j& AOoICt

<H3o> 7jZEolge MElzo| F(+)o| ¥erS o|A Holck

<Hia> g2 BEE0| FHol B2 0|3 Holck

<H4b> ZRAe Malzol el ¥eg o ol

<Hsa> AfRIE| MeEgye BiEEol Hel Yge 01y
Zolct

<HSb> AfBIE| MeEgye Mzizol Heel ¥y o1y
Zolct

3.2.2. ﬁ\_H|X|- %go-” [H‘ol'_} 7|_§)\E-|7g

Ranaweera and Prabhu(2003)
oF FH0f| AL

DAPIET} M| DAL

—
=
a2 ORICkE A8 SHSIQICEL Berkman

<Table 2> Operation definition

and Gilson (1986)2 nZi0tz2o xf FOiQt SHAN ™
g2 0|X|7| {20 Oj* SRSt FESIRUCE Yoo (2006)2]
A0 ZHRIEN Fof &HAMO| AMETHEZO H(+) Rolgt
de2 O|K|= AR LIEFGCE Her (2007)2] GI+ZAo] 2}
M EAMo| BEEEO| H(+)Q Rolst ¥ake DjXE 2QICt

2 A70M= O|2{3t O|2X HiZE HIFCE AH|X} §4
o 7ol S, FHo| BEEQt ME|=0f FH(+)e| Rolst Hk
2 0" Ao 2 JP¥stol CH31f 20| d7tdE AEsRIC)

<Hea> Z|ISiAI e BIEZO| Y(+)o WS OF Holch
<HEb> IS Al N2 ol sr2 o Zolct.

= o=
<H7a> 232 BIEE0| F(+)9 Y2 0Y Holct
<H7b> 732 Mz|=0| F(+)ol ¥2S 0jd Holc

3.2.3. OEELD, AMZ| =9} X|O|2O|Z 0] T3t 7HdAN

Shin (2013)9| AT0IA= O] AOHFHEZO| CHS 2=
olgel=ol g(+)2 ks OiXl= A2z EHH{REt Kim,
Kang, and Cho (2010)°| 71 Zu}0| [2H TZHOLERO| AMZ|,
=Y, WFoel=0 Y(+)el 7ot IS OiX= A== A
SORULE. Zheng (2014)2] ATO|A O[Ll AMH|AC| O|EA}
DHE0| Mol 8Lo=0f Y(+)2 3FHel FeeS DXl A2z
LIEFSECE

o[2igt =2|§ 7[dtez S/EN HFE, HZ=0] 10|
o0 Folgt F(+)2 dFS 0IE A= 7Pgsto Lt
#0| A7tEE EESHRACL

<H8> M= 20 Y(+)2 IS -
<H9> RHEE &= TfO|82=0f F(+)o| &= OjE ZAO|C.
<H10> M2[== X{O0|&2l=0f F(+)2| ks OE AO|Ch
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Variable Operation definition NO. Previous Studies
Security |provision of service on the related area 4 YAO YAO (2012), Jeon (2015)
Conveniency s_ervice availab_ility of sharing economy service regardless of consumer’s 5 Brown (1990)
time and location Gefen & Straub (1997)
Grewal, Monroe, & Krishnan (1998)
Sharing Discount |intention of using lower price when sharing economy service 5 Anckar & D’Incau (2002)
Service Gilbert & Jackaria (2002)
Sharing intention of common using necessary information when sharing 4 Cho & Leckenby (1999)
economy Chen & Hung (2010), Jung (2007)
Social problem solving process with quick response and feedback on information 4 Yoo & Stout(2001)
Interaction |exchange, provision of consumer information, consumers’ opinions Choi & Park (2007), Deighton (1996)
Consumer Irﬁ’r?(;\slggzL quicker adoption on new technology or products than other people 4 Le?_iee: él(')(g%ﬂ)
Attributes | Word-of-  |transformation behavior of when sharing economy service information 4 Fisher & Price (1992)
mouth into language through consumer’s experience Ranaweera & Prabhu (2003)
Satisfaction consumer’s satisfaction degree of sharing economy service 4 Kim, Kang, & Cho (2010)
Zheng (2014)
Reliability consymer‘s belief on information provided by their sharing economy 4 Jgﬁszﬁ, -E:;gpsky& igg};lle(%%%?)
service Shin (2013)
Reuse Intention consumer’s reuse intention of sharing economy service after using it 4 Bitner (1990)
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Ch ATEHOM HAlRH 7kdE ASSH7| {l5to & S0l
IBM SPSS Statistics 23.01F IBM SPSS AMOS 23.02 Ald
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= AT0ME SRBN MH|A O|8ZH0| Rl= SEHAL
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0| 143%(43.33%), 0{4J0| 187H(56.67%) 22 0]40| 4
of Hisk & 2 HISS AX[UCH ABCHE 42 200 DT
O] 16(4.85%), 20CH7t 1313(39.70%), 30CH7} 1109
(33.33%), 40CH7} 65FH(19.70%), 50 O|A0| 8%(2.42%)2.2
200he| SEAE b B2 ANo= LIErGtC. otk 3ot SE
A7t 2 HISS MAIULE M2t STAIZO| SREH ME|A
of 7Hol AHIXIE2 HEHoR A2 SO0M O BO| ALEE
1 Qe Ag ¥ = ACh XTSHH2 nSsurt 129
(3.64%), LSt x§sto| 873H(26.36%), CHEt ZY0| 1559
(46.97%), CHSHR O|40| 76%(23.03%)22 Cigt Z0| XY
=2 HES AXMCL SEA HYE Zxs o] 459
(13.64%), S|AHRIO| 106FH(32.12%), SZ0| 42(12.73%),
TRt 9 MEZX|0| 28%(8.48%), FH7} 82%H(24.85%), 7|Ef
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(2455%)22 71& =2 HO= LERGCH 3t SRER A
HAgACR 452 OIS Olfe ME[A7E SO 1239
(B7.21%) 22 7t& U2 o= LIERiL.

<Table 3> Result of reliability test
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Division Item no. Cronbach's a
Security 4 0.878
Sharing Senvi Conveniency 5 0.902
aring Service -
Attributes Discount 5 0.939
Sharing 4 0.905
Social Interaction 4 0.894
. Personal Innovation 4 0.908
Consumer Attributes
Word-of-mouth 4 0.851
Satisfaction 4 0.886
Reliability 4 0.900
Revisit 4 0.910
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<Table 4> Confirmatory factor analysis of all variables
Variable Item F.l M.E. S.E. CR. SMC AVE CR
A1l 0.816 0.268 - - 0.665
. A2 0.849 0.240 0.064 16.904 0.720
Security A3 0.784 0.297 0.061 15.412 0.615 0.692 0-900
Ad 0.757 0.340 0.063 14.749 0.573
B1 0.912 0.165 - - 0.832
. B2 0.812 0.354 0.046 19.888 0.660
Conveniency B3 0.794 0.381 0.047 19.064 0.631 0.721 0.912
B4 0.889 0.225 0.043 23.760 0.791
C1 0.728 0.467 - - 0.530
Cc2 0.799 0.340 0.071 15.051 0.639
Discount C3 0.704 0.505 0.074 13.138 0.495 0.669 0.932
Cc4 0.999 0.002 0.067 19.240 0.998
C5 0.999 0.001 0.067 19.249 0.999
D2 0.704 0.410 - - 0.495
Sharing D3 0.988 0.019 0.080 17.563 0.977 0.845 0.941
D4 0.987 0.020 0.078 17.558 0.974
M1 0.835 0.252 - - 0.698
. . M2 0.822 0.283 0.059 17.169 0.676
Social Interaction M3 0.825 0.259 0.056 17 241 0.680 0.713 0.909
M4 0.811 0.295 0.059 16.854 0.658
N1 0.834 0.306 - - 0.696
. N2 0.846 0.252 0.052 18.292 0.716
Personal Innovation N3 0.865 0.254 0.055 18.870 0.749 0.715 0.909
N4 0.833 0.328 0.058 17.875 0.694
G1 0.752 0.290 - - 0.565
G2 0.825 0.242 0.081 14.479 0.681
Word-of-mouth G3 0.829 0.218 0.078 14.541 0.688 0.670 0-890
G4 0.679 0.429 0.083 11.886 0.460
H2 0.665 0.431 - - 0.442
Satisfaction H3 0.983 0.028 0.097 15.799 0.967 0.835 0.936
H4 0.991 0.015 0.096 15.824 0.982
1 0.834 0.255 - - 0.696
o 12 0.853 0.219 0.055 18.293 0.727
Reliability 13 0.816 0.322 0.061 17.213 0.666 0.729 0.913
14 0.830 0.269 0.057 17.615 0.688
J1 0.828 0.281 - - 0.685
- J2 0.882 0.225 0.059 19.353 0.778
Revisit 33 0.851 0.249 0.056 18.376 0.723 0733 0.917
J4 0.828 0.291 0.058 17.658 0.685
<Table 5> Results of discriminant validity
Classify Security | Conveniency | Discount | Sharing Inz;f’;'on I::(S‘;:z'n V"’:l’;du't‘r’: Satisfaction | Reliability | Revisit
Security 0.692
Conveniency 0.194 0.721
Discount 0.380 0.218 0.669
Sharing 0.328 0.302 0.198 0.845
Social Interaction 0.224 0.305 0.200 0.278 0.713
Personal Innovation 0.144 0.274 0.094 0.136 0.377 0.715
Word-of-mouth 0.445 0.334 0.268 0.249 0.350 0.321 0.670
Satisfaction 0.347 0.331 0.229 0.310 0.346 0.314 0.440 0.835
Reliability 0.361 0.354 0.206 0.342 0.390 0.332 0.413 0.407 0.729
Revisit 0.324 0.399 0.221 0.276 0.460 0.241 0.491 0.494 0.418 | 0.733
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<Table 6> Evaluation of structural model

Variable Item Factor loading Standard loading Standard error CR. SMC
A1 1.000 0.816 - - 0.665

Security A2 1.076 0.849 0.064 16.912 0.720
A3 0.944 0.784 0.061 15.417 0.615

A4 0.925 0.757 0.063 14.739 0.573

B1 1.000 0.914 - - 0.836

Conveniency B2 0.915 0.812 0.046 19.904 0.659
B3 0.890 0.793 0.047 19.063 0.629

B4 1.017 0.888 0.043 23.782 0.789

C1 1.000 0.728 - - 0.530

Cc2 1.068 0.799 0.071 15.051 0.639

Discount C3 0.970 0.704 0.074 13.138 0.495
C4 1.297 0.999 0.067 19.240 0.998

C5 1.299 0.999 0.067 19.249 0.999

D2 1.000 0.704 - - 0.495

Sharing D3 1.403 0.988 0.080 17.563 0.977
D4 1.377 0.987 0.078 17.557 0.974

M1 1.000 0.836 - - 0.699

Social Interaction M2 1.004 0.820 0.059 17.101 0.672
M3 0.971 0.823 0.056 17.194 0.678

M4 0.990 0.813 0.059 16.914 0.662

N1 1.000 0.834 - - 0.696

Personal Innovation N2 0.954 0.847 0.052 18.301 0.717
N3 1.040 0.865 0.055 18.861 0.748

N4 1.030 0.833 0.058 17.872 0.694

G1 1.000 0.750 - - 0.562

Word-of-mouth G2 1.171 0.823 0.081 14.387 0.678
G3 1.135 0.832 0.078 14.509 0.692

G4 0.988 0.679 0.083 11.855 0.461

H2 1.000 0.666 - - 0.443

Satisfaction H3 1.539 0.984 0.097 15.839 0.969
H4 1.517 0.990 0.096 15.861 0.980

I 1.000 0.832 - - 0.692

Reliability 12 1.000 0.851 0.055 18.181 0.724
13 1.055 0.818 0.061 17.211 0.670

14 1.011 0.829 0.058 17.532 0.687

J1 1.000 0.831 - - 0.691

Revisit J2 1.134 0.883 0.058 19.451 0.780

J3 1.024 0.847 0.056 18.322 0.717

J4 1.012 0.827 0.057 17.700 0.684

Suitability of measurement model

+?=1059.653(p=0.000, x2/df=1.596), GFI=0.863, AGFI=0.839, NFI=0.913, IFI=0.966, CFI=0.966,

RMSEA=0.043
<Table 7> Hypothesis testing results

Route(Hyphothesis) Estimate S.E. C.R. p-value Result
H1-1: Security—Satisfaction 0.101 0.050 2.020 0.043 Accepted
H1-2: Conveniency—Satisfaction 0.076 0.036 2.106 0.035 Accepted
H1-3: Discount—Satisfaction 0.030 0.042 0.718 0.473 Rejected
H1-4: Sharing—Satisfaction 0.111 0.049 2.236 0.025 Accepted
H1-5: Social Interaction—Satisfaction 0.089 0.045 1.965 0.049 Accepted
H2-1: Security—Reliability 0.151 0.068 2.224 0.026 Accepted
H2-2: Conveniency— Reliability 0.109 0.049 2.231 0.026 Accepted
H2-3: Discount—Reliability -0.007 0.057 -0.125 0.900 Rejected
H2-4: Sharing—Reliability 0.152 0.067 2.281 0.023 Accepted
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Route(Hyphothesis) Estimate S.E CR p-value Result
H2-5: Social Interaction—Reliability 0.158 0.061 2.570 0.010 Accepted
H3-1: Personal Innovation—Satisfaction 0.089 0.040 2.259 0.024 Accepted
H3-2: Word-of-mouth— Satisfaction 0.215 0.063 3.389 e Accepted
H4-1: Personal Innovation—Reliability 0.108 0.053 2.019 0.043 Accepted
H4-2: Word-of-mouth—Reliability 0.170 0.085 1.996 0.046 Accepted
H5: Satisfaction—Reliability 0.160 0.078 2.048 0.041 Accepted
H6: Satisfaction—Reuse Intention 0.512 0.082 6.241 x Accepted
H7: Reliability—Reuse Intention 0.288 0.061 4752 Hx Accepted
5 Z=Z Ale ooz pEEe Maert B £O0FE 4 gictn B
chel 2 Qlrk
51, AT} QOF I A Un, BREH Mulao EM B0 SHHO| BEEot 4

= GT0ME SREM AMH22 £ A 2H|XF Y0
U MREE W2 SRIBN MH|A KRS X018
O|=0 DXl QIRAAE S SHRACE S35 2F AL
S0 St BAE MAISHY 7 I5IA2D, UFEeL HE|E2)
DI7i=0HE St [o|&22 O|ofTILtR & & RUSS dT
StoX} SHRUCE

= g7= 28 QSS 2% H SREM MH|L9 £
dRI9718 MSd, Held, 7Hageld, SR8, AlRlE 4=
HEY), aHR Y0, 1), HEE, M=t XY
o|8olz=0f Feks OiXl= ATFRHES WL 7Hdes &3
oto] 4 221S0| SREN AH|A2| X{0[&2|=0 O/X= &
SHOl| CHaH 2 =2 QUCt.

o7 ZIE Qof5H ChE1t Lt

Hml, S7EM Mu|2o] £ Sof X[Y7[H HSHOo| T
Seo MRE0 25 SFHQ TS X A2 45
ALt SHEH MH[AE 0|8 W 50| Xt S/ AMH[2E
S EAIE TS LEPHRl SREM MH|A0| SHLEZM, AH|
0| ClHHUCR GPS & fIA| =0l A|IAEE EEIM &
FEH MHIAE g7 o8 + Utk F XF7|H HSY
O] O0tg2 FEQl MR} RF SO0 = Us A=
THERE 4= QUTt .

=M, SFEM Mu|2o| £ S0 H2Go| HEEep A
=0 2% S840 B2 OXls A2 EMEQILh S/
BH MHIAE 0|8Y I AH|AHSO| CiYet AMC=2REH F
H2E g2 # UAS U OfLfzt Aol Frp|HezsH
FEE g AME 5 Att 55| AHWI|E SFEH AMH|
20 #HSIY HE AHREO0| A ol8" + As S
£40| MIE + ALk & H2[d0| H0rEH2 UHE=et He
=7t BF 50 &= e A2z THE 5 Ut

UM, SFREN Mu|2o| EY SO 7HAAH0| UFREL}
MR RE SFHO F2 DXX| Rol=s A2z ML
ULt CHESH QWElel SREN 7[8 MB[A7F EX5He THE,
SHEH MH|A 0|8 [ U7HA| 71T AME FRSHD
UX| 2L, 2H[XFSO0| 7tAZRI0] SFEH AH|20 SetS 0O
XLt SZtECHE ofph dtdE 20 A= FHEL 3738
M MB|A MEiD SRER AME|IA018ZE AO[O|= ¥l &
AL LIELE {22 LIERRCE SHX|EE QlHHez F
BH Me[2o| ESHZF YESt= AH|IXS0| FOH0| 7HX| AHE
e == 0 HA LiELD Aok F 7AYol =

2o 25 YN NS O/Xs HOE Helxoit M}
ARl AIABOIN XRMO| ZORHs MHIAES F2lshm 2
AHTRO|A| MH|20| HEOILE ojAg MBSH CIE AS
= O] ZRFX AH|2 0|83t N2 Ol 5 3RO
£0Pg2 BEEZo MEE7t BE £0HY 4 9l 2oz H
£ 4 ook

CHAR, BT AHIZ0| S4 S0l ARIY 4SEEH0
BIScot AlZlEo| BE IHHE YPS OjXE HOE 24
5|9iCt. AHIRS0| ZREH MHIAS 0|88 3 AH[Xfo| Bt
ZO|L} BBHZO| KOIBH IS OIXE %S o x| 2
00| S = e 1 F FEARIE 20| MY Mg
Molct. S8t AB[xto] o|H0f TS Mt vy U hS 4
AT AHIXA SX| YU HIO2 s|Zsfo} & Holc
= ABIH MSRSHO| BO0FE2 BiEEe MRS BF &
OFE & QI zom o 4 Utk

OiRY, AHIXE 54 0| A9l HAYo| BEEet Mzl
of 25 SN Y2 UK AR EMEUCL HHfs
F2 ADIEEZ 83 OZ2/A0IM HEf2 SRFH A
A7} O[FX| T UK|SH MM, HIE STt 22 J|eg T B8
8 ZRAM MHIASE SHOLD 00| Olzfst FHE %o
2 A% Hrf 2 Ho= WZECt WA AHXS0| 3R
A MEIAZ 0l8% Of SREX MHIAC Y= M2 e
oF MHIZO| Cho Cf W=D A Olsfsin s & U7
Slstol 7ol SANZ HOFY 4 0[OF EILh. F QI SAIY
o £OpEe BiEEet MEETt BF HOMY 4 9k HO2
BhEHE 4 Qlck

UBTY, AH|K SN F0| PHO| BIEEet MIT0| BF
MOl ga2 Ol 2oz EMETh Qe Y| 3
FN| MEI27E 7|9 FEo| HEjZ 0T FR0ls MRS
of Xtilo| HS S ZRYA M2 HEE ooz M
SIS Z20| QUCk BHOR HIX| XIS YL O
¢ Wt 988 S o Sjojch T8 ARSI
QAN MHIZ0| THSIO] SO YASHLPE et ME
= RN MHIAZ 0|85t M2 0189=E SIM|
Ho2 OjyECt 5 MO| FOPHS UZEet Mzwrt
01T % 9l zioz mere + 9ok
X%oz, BEEJl M2lzet Afo|goE0| BE FYH
2 0jX|D, M2|=5} Holgolzo| SO FHS 0
HO2 BMEICL MR AIAHOA 2H|XI0A
S7t FE WSS SIEUOIAS LIERER] &3 ChAI0) A

H3 i min
o An

> 1o
i og

|
r



84 Qing-Zhu LI, Jong-Ho Lee / International Journal of Industrial Distribution & Business 8-6 (2017) 75-86

O|E &, Atks=, AIOIE Z2[7], 7Helet 59 2HHst &
FEH MHA ZFo| il =+ A7| W20 2H|AHSO| T
ELE 0SS, SHREM MH[22| X[&H 0180] 7hsdl
Z Aot mEoh AH|XtO| FEOf Cieh 222t HIZQ| HEHO
CHSH S 8ot aHRfete] AZE #5310 28RS
Of MUX| HES Bt= =+ ot AHXe| 2 8 HZo| &
EIE =25t EX7t =E AH[RSO0| S/EM AH[20f
CHet M2|=7) ZO0tE+E, SREN AMH20| Cist x{o|&2]
=2 § =012 + ULk & EZet M2[E7t 02 Ao
8ol=7t =02 + = A=z THE £ Attt 12|11 IR
BH AMHAE 2HRRS] dYdEOILE 270 28H0|1 =
WYz =88 & + ULk

-

LY

5.2. AAPH

= AF0ME SREM MH[Ao Ednt AH|AF EHo=
Ao MY, Hald, S/Y, 714 224, M2l d2E
84, Jfegald, 9 52| 77K Qg EE5 UE
ot MR O7fHs2, Xo|8oeE SEHFE 8ot
MERSto] TN E 29| fE ATFEEE JHESI O
HAE HBOIRCE o2 AlMEE F25tE oEat 22
ool g & + ULk

Hw, SREM MEAEHE A= OFF =7| B o
1 Ae HEoH, SFEH H=UHA 2EO| EH Thsd
U= FHoM 2J0f7F QUL

=M, = dT0ME SREM AMH 22 £, aHR &Y
of &t 7|EATE HESIY SFREN MHIATH RO|E2=
of ofd FeS DIX|=X|0f LY HBHe=z HTEY2=2ZN 0
25 Fx& MARIYCH= 2107t ALk

AR, = AFoMe TEEQ M2|Es SREM AH|AQ
SEXG7IE MSd, Held, 7tAged, 374, M=y o
2A8Y), 2HZF S0 HilY, 7H)0| SREM AH~
o ™ol 2l=0f Chstef Di7f=itE ATE2EM OXl= 2
2I=0f CHet OJsiE Wo|=Cl 207k ALt

AR, SR HI=LA= 2HRSA &8[9 29|
StAZ|E M22 2| EMELR= HOM 2[0|7f QAT ot
AQA7HE TSk L AH|YAEDT OfL2t SRSt HE
= A= 2H[Ek= HE MAMD| O B2 AES0 MEA e
X3 QUch & SHEN 2HFS Sof 2HAK= O B2 HE
1 MHIAE 0|8dds ¥ O 2 MEAS 7 =
EIol REALAES| EE8E7F HOIE AR O YEILt [MatM
SHREMGEE 38K Y= OE =+ USE =AY +
A2, of2jst FAH= A= AL SE A= OfdE

= 7= SREN AH[22| 0|88™O0| U= S=AH[A

o

r
mjo o

0 O OrE

o AN

S HYe=, SREN MH|A2| AHXIIE SL L2V} XHO|&
O|=0| DXz Yges HIH2=Z ZHIel AFZn
M= SHEN AMH|A2| 0]8n BESHK JHelar 7| FofA
B AFH AAMEE delotH Chaat 2ot

Hm, S7EM MB|Ao| &Y Fof 7t 2olgo] HRE
of M2|=0| 2% SFXQ IS O|X[X| WAL O|Tof 7t
A golde SREM AHl2e] E ZHoZ WZR|ACL. SHA|
2t oix SREM MHIA0M F2 HER20210] OLEL = &
FEH MH[2| MHIA HMIAE2 M2 2HIXE FEA
7|3 7|1ExHAe HRE A MR[ES F0|7| /B AH|X
o d=0f = M=Z2 Mu|20| SAleh OpAHES HEf0| &

F

)

QB}C}.

=W, 3FEH MH|AS| Ed Hof X|Y7(E M3d, He
d, 3/, AlRld AzEEH0| tHERet MERY 25 F
dEol dekg O|X|Ch M2t S/aX AH|XHe| 0|82 =0
7| Yt AH|XE O|ZA0| CHRE A&BE Bt¥stn MER 7|80
L} MHIAE S/5HH, O H2|st M3st GPSA|ARIOl Tt
FoIH AHXIER ARHN MY =Z2 FLH Yol &
FEH MH[AO Cigt o BHF R MESID o|X|sto] o|l8g
= A ZAO|CL

AR, AH|XF S S0 7121 A, 0| BHEEEQL AME|
Do 25 ARl Fek2 DML M2t SFER AH|AQ|
HEO| Cist 0|84E0| Us AH|AHEO0| FRARESHH Ct
0| TSR} O|RAX| USS Ofjatet = QUCt EEsH
OS2 ZREHM MHAAFO| FXt SHE|D SFEH AH[A
AH|XIEO0| 3A 7K Aoz odE0 wet 2 4= A
S™Mo=zr AAPEO| ULt

Uiy, SEEETE M2|EQt XHO|8o|=0 2F Al HY
2 0jX|H MEZ|=7t Mo|golzof S3YAQl Fe2 OjX|l= A
o=z BMEACE MEtA AH[XSO0| S EM AH[A0 CHst
A

aud

UESA+E, SHEM M0 oot § dl2(gh Z0|ch =
HIAIS0| SR AH[200 Cieh RHEap 2|7t ZO0tEs

=
SHREM MHIL 0|8AHS0| S7tet A=z ofJEof et
ATE EFH2E AAEO| ULt

4
=
=

53 BAH U g3 A7

AFME 7|E BB ATE HES0 SREM AMHI~

| Chet A715H0], SR/EHM AfH|

= gap AH|IXH £40] 10| 82|=0f OjX|= gk 2ot
=MOtAR} StRALLE, L3t 22 HoM A7 AU

Hm, = AFoME B2 MFIFGOAM E20| 23 oA

oo} M B= AYIPYoM CiFE 2004t 30CHO| S

& gl AE TS| MEO| eAYE U - AL &

rok

oA

ORL Tl AYBOR EES TAOF BTt
SH, MYSITE Higoz UZEMS s9IoL} ARuL
o H23 +2 mejerr R SAWS KD ALk WK B

x|

FEH MHAE OFF 7| CHAO| =X A= JEOIH, =
ot SREM MH[A00 CHSE AF7E7F O BEX| &7] HE0
+ et BiaS2 MABZ = €X @k Ol &= H2
ATFOA CHESE BE A2iste| AFYeEM § 74
+ QU8 AS= AI=EEICL

Gtoz, Yfst ZHOMO| oHAES ZHX|D QAT o
HMe © MAMS=Z A8l 2531 S715tn U=
o2t 2E5AF0ME =it S5 SFRENO
o, o=t S22 AN 2ot E4a0lE 12510
207t AUt 53| SFEMC A0 oy o Zet

s

ict. £3)
xol WS 2 GTo| TRt M2t

n

ot o
A

oM A

3

%kl ©do o
ObrQ oty

ok

k1 - & > op

m
2

References

Anckar, B., & D’Incau, D. (2002). Value Creation in Mobile
Commerce: Findings from a Consumer Survey.
Journal of Information Technology Theory and
Application, 41), 43-64.



Qing-Zhu LI, Jong-Ho Lee / International Journal of Industrial Distribution & Business 8-6 (2017) 75-86 85

Consumer
Includes

Berkman, H. W., & Gilson, C. C. (1986).
behavior:  Concepts and  strategies,
bibliographies and index. 658.834 18.

Bitner, M. J. (1990). Evaluating service encounters: the
effects of physical surroundings and employee
responses. The Journal of Marketing, 54April), 69-82.

Botsman, R., & Rogers, R. (2010). Beyond Zipcar:
Collaborative consumption. Harvard Business Review,
88, 10.

Brown, L. G. (1990). Convenience in Services Marketing.
Journal of Service Marketing, 4(winter), 53-59.

Chen, C. J., & Hung, S. W. (2010). To give or to receive?

Factors influencing members’ professional virtual
communities. /nformation and Management, 474),
226-236

Cho, D. H., & Leckenby. J. D. (1999). /Inferactivity as a
Advertising Effectiveness, Unpublished Working Paper,
344), 7-9

Choi, Y. G., & Park, J. W. (2007). The Effect of Internet
Interactivity on Satisfaction, Trust and Loyalty.
Korea Internet Electronic Commerce Association, 7,
1, 87-106.

Deighton, J. (1996). The future of interactive marketing.
Harvard Business Review, 74(6), 131-161.

Fisher, R. J., & Price, L. L. (1992). An investigation in to
the social context of early adoption behavior. Journal
of Consumer Research, 193), 477-486.

Foxall, G. R. (1988). Marketing New Technology: Markets,
Hierarchies, and User-Initiated Innovations. Managerial
and Decision Economics, 9, 237-250.

Gefen. D., & Straub, D. W. (1997). Gender differences in
the perception and use of e-mail: an extension to the
technology acceptance model. 21(4), 389-400.

Gilbert, D. C., & Jackaria, N. (2002). The efficacy of sales
promotions in UK supermarkets: A consumer view,
Infernational journal of retail & distribution man,
306-7), 315-322.

Gnambs, T., & Batinic, B. (2013).The roots of interpersonal
influence: A mediated moderation model for knowledge
and traits as predictors of opinion leadership. Applied
Psychology: An International Review, 62, 597-618.

Goldsmith, R. E., Lafferty, B. A., & Newell, S. J. (2000).
The Impact of Corporate Credibility and Celebrity
Credibility on Consumer Reaction to Advertisements
and Brands. Journal of Advertising, 293), 43.

Grewal, D., Monroe, K. B., & Krishnan, R. (1998). The
effects of price-comparison advertising on buyers'
perceptions of acquisition value, transaction value, and
behavioral intentions. Journal of Marketing, 62, 46-59.

Her, M. K. (2007). The effects of personal inclinations
and perceived characteristics of online group buying

on the acts of online group buying. Master
dissertation, Ewha Womans University.

Hirschman, E. (1980). Innovative ness, Novelty Seeking, and
Consumer Creativity. Journal of Consumer Research.
7, 283-295.

Jarvenpaa, S. L., Tractinsky. N., & Vitale, M. (2000).
Consumer trust in Internet store. /nformation
Technology & Management, 12), 45-71.

Jeon, E. J. (2015). The Effect of Social Commerce
Service-characteristics on Customer Satisfaction,
Trust and Loyally. Daejeon, Korea. Master
dissertation, Chungnam National University.

Jung, Y. H. (2007). A Study on the Establishment of
Supply Chain Management for Corporate Social
Responsibility: Focused on the Cooperation of
Large and Small-Medium Companies. Master
dissertation, Seokyeong University.

Keller, K. L. (1998). Strategic Brand Management. Upper
Saddle River, NJ: Prentice Hall.

Kim, J. Y., Kang, B. S., & Cho, C. H. (2010). The Effect
of Emotional Resources and Job Demand on Job
Engagement and Turnover Intension. Proceeding of
DAEHAN Association of Business Administration,
Spring, 96-108.

Lee, Y. K., Park, J. H., Chung, N. H., & Blakeney, A.
(2011). A unified perspective on the factors
influencing usage intention toward mobile financial
services. Joumnal of Business Research, 6511),
1590-1599.

Lessig, L. (2008). Remix: Making art and commerce thrive in
the hybrid economy. New York: Penguin.

Midgley, D. F., & Dowling, G. R. (1978). Innovativeness:
The concept and its measurement. Journal of
consumer research, 4, 229-242.

R. L. (1981). Measurement and Evaluation of
Satisfaction Procession the Retail Settings. Joumnal of
Retailing, 57, 25-48.

Owyang, J., Tran, C., & Silva, C. (2013). 7he Collaborative
Economy: Products, services, and market relationships
have changed as sharing startups impact business
models. To avoid disruption, companies must adopt
the Collaborative Economy Value Chain. US: Altimeter
Group.

Oliver,

Parasuraman, A., Zeithaml, A., & Berry, L. (1998).
SERVQUAL; A Multiple-lem Scale for Measuring
Consumer Perception of Service Quality. Journal of
Retailing, 641), 12-40.

Ranaweera, C., & Prabhu, J. (2003). The influence of
satisfaction, trust and switching barriers on
customer retention in a continuous purchasing
setting, Journal of Service Management, 14(3),



86 Qing-Zhu LI, Jong-Ho Lee / International Journal of Industrial Distribution & Business 8-6 (2017) 75-86

374-395.

Shin, D. W. (2013). The Effects of Retailers Relationship-
building Efforts on the Relationship Quality and
Revisit Intention: The Moderating Effects of Retailer
Types. Doctorial dissertation, Dong-A University.

Yao, Y. (2012). A Compared Research on the Effects of
Users' Satisfaction and Continuous Use Altention in
Social Commerce Sifes: Focusing on Social
Commerce Characteristics and Personal Alttributers
in Korea and China. Master dissertation, Chonnam
National University.

Yoo, J. Y. (2006). A Study on the Facfors Affecting

Reuse Intention of Mobile Banking Service. Master
dissertation, Hankuk University .

Yoo, C. Y., & Stout, P. A. (2001). Factors Affecting Users'
Interactivity with the Web Site and the Consequences
of Users' Interactivity. In C. R. Taylor, ed.
Proceedings of the 2001 Conference of the American
Academy of Advertising, 53-61.

Zheng, R. R. (2014). A study on the Influence of the Use
Satisfaction to Chinese WeChat Service on the
Intention to Reuse. Master dissertation, Chonnam
National University.



