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Abstract

Purpose - Smartphone shopping malls provide customers with a variety of tangible and intangible services including web
sites, web design, use convenience, information for products and shopping and various after services. Accordingly, it is
needed to expand and classify service qualities based on the various services provided by smartphone shopping malls, and
then analyze path structures of smartphone shopping malls' qualities — customer satisfaction — behavioral intention. The
purpose of this study is to categorize the qualities of smartphone shopping mall users based on the e-SERVQUAL by
Lee(2002) and the SERVQUAL by Parasuraman et al.(1988, 2005), the smartphone shopping malls' service qualities based
on service quality of smartphone shopping malls used in the previous use studies, and the Website quality factors of
service industry and to analyze path structure of smartphone shopping mall's qualities — customer satisfaction — behavioral
intention on college students in order to confirm the system of smartphone shopping malls' qualities.

Research design, data, and methodology - This study's survey was carried out on the college students of university located
in northeastern of Seoul. It was from December 7 - 15, 2017, and a total of 240 questionnaires were distributed, with 228
collected. Of them, effective questionnaires used in the final study were a total of 201 except 27 that couldn't be used. In
this study, empirical analysis was done with factor analysis, correlation analysis, multiple regression analysis, simple multiple
regression analysis and moderating regression analysis by using Statistics Package SPSS18.0.

Results - The study results are as follows: First, smartphone shopping malls' qualities were classified into six categories like
customer system quality, Web design quality, convenience quality, information-offering quality, service quality, and product
quality. Second, it showed that system quality, Web design quality, and information-offering quality had a positive impact on
customer satisfaction, respectively. Third, it suggested that quality factors of smartphone shopping mall users had a positive
impact on customer satisfaction in the order of quality, information-offering quality, system quality and Web design quality.
Finally, it showed that customer service quality, product quality, and convenience quality did not have a positive impact on
customer satisfaction. In addition, it said that customer satisfaction of smartphone shopping mall users had a positive impact
on behavioral intention and thereby, the higher the customer satisfaction was, the higher the relations between reuse
intention and recommendation intention were. Meanwhile, moderating regression analysis showed that trust did not have
moderating effect in the relations between customer satisfaction and behavioral intention. The above study revealed that
smartphone shopping malls' qualities were classified into six categories and it was possible to generalize after empirical
analysis was made in the path structure.

Conclusions - Smartphone shopping mall users consider usefulness of obtaining shopping information and quality on quick
and abundant shopping information more important than access environment of smartphone shopping malls and kind
services of smartphone shopping mall managers. Thereby, smartphone shopping mall marketers need to take service
qualities like system quality and information-offering quality into more consideration.
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Table 1: General characteristics of sample
Freq. | Weight Freq. | Weight
L N=201 (%) e N=201 (%)
Gender Male 106 52.7 Quality of goods 23 1.4
Female 95 47.3 Price of goods 106 52.7
Southern area of Seoul 36 17.9 Reason for | Excellent Web-design 4 2.0
Northern area of Seoul 52 25.9 selection Staff service 26 129
Residential | Incheon city 11 55 Brand reputation 14 7.0
area Northern area of Kyonggi 34 16.9 Others 28 13.9
Southern area of Kyonggi 48 239 G Market 29 14.4
Others 20 10.0 11st 39 19.4
Less than 200 won 40 19.9 Frequently Auction 14 7.0
Allowance 200 won-less than 300 won 55 27.4 used Coupang 37 18.4
per month | 300 won-less than 400 won 58 28.9 smartphone Lotte.com 1 0.5
(thousand) | 400 won-less than 500 won 17 8.5 shopping Hyundai mall 4 2.0
More than 500 won 31 15.4 mall GS Shop 3 1.5
Shopping Less than 100 won 144 71.6 Interpark 1 0.5
cost per 100 won-less than 150 won 35 17.4 CJ mall 5 25
month 150 won-less than 200 won 12 6.0 Others 68 33.8
(thousand) 200 won-less than 250 won 3 1.5 Word of mouth 21 10.4
More than 250 won 7 35 Usage experience 39 19.4
Times of Less than 1times 53 26.4 Information | Adv.(TV,News paper) 17 8.5
2-3times 90 44.8 acquisition Internet 53 26.4
monthly |4 times 37 | 184 Smart Phone 65 | 323
use More than 6times 21 104 Others 6 3.0
Purchase of goods 126 62.7
Purpose of | Search of product information 36 17.9
utilization Search of product price information 29 14.4
Others 10 5.0
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E4H%)2 63.226%FE LIEILL Al2|IFEH7|E 60%E Hol &Y
0| e Ao=Z ZAE|QICE St Cronbach's agf2 & T+
Qe 2E HEEsE J|EX et g o e AE e WE9
= ZtZ} 0.895%} 0.8972 LIEIL} & JA7YE 2% o= HE

£2 YN YBYE HoiFL ULt

A= 69.697%E LIEIL} ML Zt= 7oz FAME|QICH = fl= AOEE 2T E0| MHAERSE 4% 21t
ESE Cronbach's o7t FAM7IE = HiZHRISE 7|2l MHIAZEHE2 Al2H , HolM B, HCXtel EF, o
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Table 2: Results of the factor analysis and reliability of service qualities
Factors ltems Fac!:or Eigen Var_lanoe Cronbach's o
loading value explained(%)
Providing proper downloading speed 0.767
Usefulness of relevant information search 0.742
Svstem Providing easy access environment 0.710
Q{Jalit Providing fast response speed 0.638 4.968 15.526 0.911
y Establishing good information security system 0.636
Possibility of fast search 0.635
Providing stable transaction system 0.559
Manager making efforts for after-sales service
. . 0.757
Manager making efforts for problem-solving 0738
Manager making efforts for security maintenance '
Customer Manager providing convenience in the purchase 0.661
Service rocegs provicing P 0.619 4376 23.202 0.886
Quality P . _ _ 0.578
Manager correctly providing various information 0.562
Manager kind to customer '
. . 0.544
Manager enabling pleasant shopping
Easy screen composition 0.746
Convenience Usefulness of grasping the overall site 0.740
. Usefulness of locating desired products 0.699 4.073 41.931 0.909
Quality
Menu structure easy to use 0.651
Expressing with consistent information 0.637
Providing abundant shopping information 0.745
Information Providing objectivistic information 0.718
Offering Speedily providing repurchase information 0.609 3.348 52.394 0.829
Quality Providing information helpful for decision-making 0.513
Usefulness of obtaining shopping information 0.512
Constituting with various trademarks 0.805
Product Skillful product update 0.762
Quality Various product composition 0.678 3.265 62.59% 0.856
Generally harmonious screen environment 0.490
Proper configuration of Website layout 0.622
Web D§S|gn Des!gn graphics appr.oprlate for use 0.510 2973 69.697 0.828
Quality Design color appropriate for use 0.508
Easy method of use 0.497

Note: No. of Eliminated Items : Web design quality 3(+1), Convenience Quality 2(+2). Product Quality 3(+1), Customer service quality 2,
Information offering quality 5
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Table 3: Results of the factor analysis and reliability of behavioral intention and trust

Factor Eigen Variance ,
Resin) i loading value explained(%) il &
Consistent management style 0.842
Protection of personal information of individuals 0.792
Product reliability 0.782
Trust Stable online transaction 0.772 4.747 33.905 0.897
Maintenance of accurate transactional information 0.750
Speedy delivery 0.704
Smooth refund and exchange 0.520
Shopping mall that can tell others positively 0.814
Shopping mall that can actively recommend to others 0.795
Shopping mall that can recommend first on other's request for 0.784
Behavioral |recommendation
Intention | Shopping mall that will re-access with no purchase 0.693 4105 63226 0.895
Continuously useable shopping mall 0.664
Priority selection of the shopping mall | used before 0.637
Shopping mall due for reuse 0.600
Note: No. of Eliminated Items : Behavioral Intention 1
Table 4: Results of correlation and multicollinearity analysis
. System W?b Convenience| Product Custo.m =l . on Customer |Behaviora
Variables Quality Design Quality Qality Service Offering Trust Satisfaction |1 Infention Average | Sd.
Qality Qality Qality
System
Quality 1 4.81 0.92
Web Design | 7 1 491 | 092
Quality
Convenience | g | o g74mes 1 497 | 1.02
Quality
Product | gogeer | 0662 | 0.682"* 1 508 | 098
Quality
Customer
Service 0.649*** | 0.556*** 0.659*** 0.525*** 4.60 0.83
Quality
Information
Offering 0.647*** | 0.628*** 0.583*** 0.564*** | 0.717*** 1 4.79 0.83
Quality
Trust 0.704*** | 0.675*** 0.661*** 0.600*** | 0.673*** 0.685*** 1 477 0.91
Customer | gzgees | 0660+ | 0,615 | 0.578"* | 0.506" | 0.667"* | 0.691° 1 488 | 1.04
satisfaction
Behavioral | ) sagees | 0628"* | 0625 | 0544 | 05917 | 0.681%* | 0.674™* | 0.654"* 1 477 | 093
Intention
(p*<0.1, p**<0.05, p***<0.01)
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Table 5: Results of Multiple Regression between Service Quality and Customer Satisfaction
Dopencent Indepondent U"s'a;dard'zed g:ﬁ:;:ts S(lg tvalve | Sg. | oot | VIF | Resus
(Constant) -0.189 0.319 -0.593
System Quality(H1) 0.234 0.093 0.206 2.512 0.013 0.319 3.138 | Accepted
Web Design Quality(H2) 0.194 0.092 0.171 2.106 0.036 0.325 3.074 | Accepted
Sizzgggn Convenience Quality(H3) 0.105 0.079 0103 | 1333 | 0184 | 0362 | 2763 | Rejected
Product Quality(H4) 0.088 0.074 0.082 1.191 0.235 0.449 2229 | Rejected
Customer Service Quality(H5) 0.071 0.095 0.056 0.745 0.457 0.381 2.626 | Rejected
Information Offering Quality(H6) 0.353 0.093 0.279 3.793 0.000 0.396 2.525 | Accepted
R? = 0.583(Aj. R? = 0.570), F = 45.223, p = .000
Note: S.C. - Standardized coefficients
Table 6: Results of Simple Regression between Customer Satisfaction and Behavioral Intention
. . Unstandardized Coefficients S.C. i
Dependent Variable Independent Variable tvalue Sig. Results
B Std. error ®
Behavioral (Constant) 1.941 0.237 8.187 0.000
Intention(H7) Customer Satisfaction 0.580 0.048 0.654 12.194 0.000 Accepted
R? = 0.428(Aj. R? = 0.425), F = 148.686, p = .000

Note: S.C. - Standardized coefficients
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Table 7: Results of Moderating Regression Analysis of Trust between Customer Satisfaction and Behavioral Intention

Hypothesis| Model Classification Unstandardized Coefficients SC. | tvalue Sig. R? | AR? | Results
B Std. error ®
1 (Constant) 1.941 0.237 8.187 0.000
Customer Satisfaction 0.580 0.048 0.654 12.194 | 0.000 | 0.428 -
R? = 0.428(Aj. R? = 0.425), F = 148.686, p = .000
(Constant) 1.148 0.251 4.565 0.000
2 Customer Satisfaction 0.319 0.060 0.360 5.296 0.000 0522 | 0.04
Trust 0.433 0.069 0.426 6.267 0.000 )
H8 5 — Rejected
R® = 0.522(Aj. R® = 0.518), F = 108.283, p = .000
(Constant) 1.518 1.196 1.269 0.206
3 Customer Satisfaction 0.241 0.255 0.271 0.943 0.347
Trust 0.355 0.258 0.348 1.372 0,172 | 0.523 | 0.001
Customer Satisfaction * trust 0.016 0.051 0.153 0.317 0.752
R? = 0.523(Aj. R? = 0.515), F = 71.894, p = .000

Notel: Dependent Variable: Behavioral Intention
2 S.C. - Standardized coefficients
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