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ABSTRACT

The development of information technology improves the globalization of the world economy.
This change was able to expand the cyber space, and the online community known as the cyber
community is made within the existing offline community. From the cyber community’s activity,
the concept of social network services created, and recently developed social computing. Social
computing is the current situation and the next step in the online community. Currently, most
CIOs are using social computing for workplace empowerment. As online transactions become
more active, the strategy to increase customer loyalty in Internet shopping is an effective tool to
increase profit for the company, and as a method to maintain competitive. With the growth of
electronic commerce, through insurance of customer loyalty on the Internet, a company can
establish a long-term relationship with customers, so for this, it is important to have reliable
relationship with customers. Also, through advertisement and commercial information, the
cognition of Internet shopping looks can be effective in retaining customers. In this study, it
explores how social computing and trust and cognition of Internet shopping are effective in
maintaining customer loyalty. As the result of study, the trust and cognition of Internet shopping

are significantly effective on customer loyalty, but the sense of social computing. Still, social
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computing has not matured enough to be as effective in retaining customer loyalty. However, it

does indicate that social computing has significantly increased the trust and cognition in Internet

shopping. In this study, as the concepts of the social network service and social computing are

applied in Internet shopping, which are actively discussed by scholars, it is expected that the

basis of the study could improve and present the idea of social shopping.
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1. Introduction

The appearance of Internet as a new form
of information technology changes the social
life style of people, one instance, people can
get all information they want without any in-
terruption of time and space. Also, the devel-
opment of information technology also im-
proves the globalization of the world. This
change brought about the expansion of cyber
space. It is defined that within cyber space,
various members are participate in, as a space
to enjoy fellowship, information, entertain-
ment, emotional support and leisure activities
without leaving one’s home, and is connected
in one’s own convenient time and space.
Expansion of cyber space is made to be a cy-
ber community as an online community with
the existing offline community. The tradi-
tional meaning of community is defined as “a

social group of any size whose members re-

side in a specific locality, shared government,
and often have a common cultural and histor-
ical heritage”, and the cyber community is
generally defined as “a social group of any
size whose members connected in the same
network to interact with each other and to
share information or interest in time”(William
2000). The cyber community on the Internet
is not a world made by a minority, but it be-
comes a group for anyone to join. The reason
for a cyber community is to be actively or-
ganized, and is not for profit, and it can be
also said that the purpose and formation of
the cyber community is to share information
caused by human instinct to satisfy the most
basic desire of human relationships and inter-
action with others(Rheingold 1992).

The activities of the cyber community and
the concept of social networking services it
created has developed into an idea of social

computing. In wikipedia, social computing is
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defined as follows. ‘Social computing is
called the use of social software which is a
trend of information communication used
with tools to support social interaction and
communication. Using software and technol-
ogy, it means that social concept and sit-
uation is created and re-created online.” In
fact, social computing is not so new. It is be-
cause the online revolution allowed a social
relationship and communication in the group
to be changed through e-mail or instant mes-
saging from the beginning. Additionally,
though blogs have already been commonly
used, it is confirmed that there is a change
to constitute a new community, exchange of
individual idea and transfer of one’s opinion.
Social computing is the next step in evolution
for society. Currently, most CIOs are using
social computing for internal workplace em-
powerment. Especially, as a part of a group,
it largely succeeds in encouraging personnel
empowerment. Consumer brand companies
have looked at social computing as an alter-
native outlet and a “must try” in gaining new
customers.

As online transactions become more ac-
tive, the strategy to increase customer loyalty
in Internet shopping is also effective for in-
creasing profit for the company and it has be-

come a method in maintaining its com-

petitiveness. On the other hand, shopping on
the Internet shopping mall provides a value
of experience that the existing offline re-
tailers cannot provide. One example in point
is that the buyer can purchase a product any-
time and anywhere by just a click of a button.
However, it is not easy for offline retailers
to have contact physically with customers
and competition is fierce with many other
companies, because of the large selection of
products. Thus, the company cannot take care
of its customers as easily in order to be
profitable. Because of easy access of Internet
shopping malls, a lot of shopping companies
are competitive with each other, as a result
the effort of a company becomes more im-
portant to enforce the relationship with cus-
tomers and increase the brand loyalty in shop-
ping malls. This study is important in order
to develop and understand the various rela-
tionships between customers and brand which
is actively discussed in history(McAlexander
et al. 2002; Fournier 1998; Price & Eric
1999). With the growth of electronic com-
merce, through the insurance of e-loyalty in
the Internet, the company should establish the
long term relationship with customers, so for
this, it is important to have reliable relation-
ships with customers(Reichheld & Phil 2000).

It is suggested that it is important to make an
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environment for customers that is reliable and
to know empirical factors such as emotion
and trends of the customer in the Internet
shopping because there are various methods
for offline transactions.

Thus, in this study, looking at the existing
research status for trust, cognition and cus-
tomer loyalty in Internet shopping and social
computing, based on this, after setting the re-
search model, it is researched that how trust
and cognition of Internet shopping and social
computing are effective on customer loyalty
in this exploratory theory.

The contents of this study are organized as
follows. Chapter 1 presents a discussion of
research background, objectives, scope, and
this section. This is followed by Chapter 2,
based on the existing literature, which pres-
ents the definition and discussion of social
computing, trust of Internet shopping, cogni-
tion of Internet shopping and customer loyalty
addressed in this research. Chapter 3 suggests
research model and hypotheses. The research
methodology used in this study to test these
hypotheses is then described in Chapter 4.
This is followed by a discussion of the results.
Finally Chapter 5 presents the effect of social
computing on customer loyalty in Internet
shopping, the contribution of this study, limi-

tation, and further research issues.

2. Theoretical Background

2.1 Social Network Service

Social network service(Social Computing)
is the name of so called social networking
ideal among computers and sciences. As the
concept of social networking formed online,
it can be said that ‘through the Internet, the
cyber community provided various types of
social relations by accidental contact that
formed an intimate relationship. A social net-
work service is a field of computer science
that researches about all social scientific is-
sues happening in the web. A social network
service is also known as social software such
as wiki, blog, e-mail, bookmarks, widget, and
so on, and as the trend of information and
communication evolved the uses of these
tools to support the social interaction and
communication. At last, it is meant to create
and re-create the social circumstance and
concepts online using software and technol-
ogy(Wikipedia 2009). In social network serv-
ice, it is provided that social networking anal-
ysis to confirm the transaction procedure on
the web, relation expansion tool to support
formation of relationship through invitation,
recommendation and acceptance without in-

formation editing tool, face to face activity
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and additional comment such as reply, wiki,
information management tool and self ex-
pression like avatar and mini homepage
(Dvorak 2004). Using these functions, as vis-
iting each other’s home page, putting com-
ment and reply, scrapping the information
and sending the scrap to others, over the di-
mension of simply sharing information, it is
to form and expand the relationship. That is,
it is used as more actual relationship setting
tool between people. As a result, recently,
new types of services are continually out-
come using social computing. For example,
in Korea, the companies that open the mini
homepage and make products known well
know Cyworld already. As evolving the
event providing the cyber money as a gift or
company’s advertisement model in their mini
homepage, it is recorded with outstanding
traffic. Such a company as LG Cyon mobile
phone, SK Telecom rainbow mobile phone
and Pizza Hut develops this kind of activity.

Recently, it is known that a company should
recognize the importance of online brand
community and various effects as a contact
to customers, and tries the best to use online
brand community as a strategy tool for cus-
tomer relationship management. As it is con-
firmed in cases of brand marketing successes

using brand community, it is expected that

the online brand community had a bigger ef-
fect to gather customers than the company’s
own website because of its huge traffic. The
preceding research associated with this kind
of online brand community is mostly studied
based on community loyalty and effects. For
example, as a preceding factor to increase the
community loyalty, it can be a community
spirit or devotion, and it is shown that the
positive effect will be given to attitude about
relevant brand as increased as a preceding
factor and the community loyalty(Lee 2007).
However, in preceding research, it is shown
that the relationship with customers is applied
to be normalized for all kinds of users, which
can be effective on the spirit of community
without consideration of online community
user’s individual characteristics. By online
brand community user’s individual character-
istics, the effort of relationship with custom-
ers provide on community sites can be differ-
ent recognized, and it is expected that this dif-
ference is effective on procedure that forms
community spirit which affects on community
loyalty. For example, by individual need for
cognition, preference of information media
type can be different, and it can be shown
that there is a difference of information proc-
ess method when decision making(Cacioppo

and Petty 1982; Haugtvedt et al. 1992), as
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well as this phenomena can be shown in use

of social computing.

2.2 Trust

Trust is an expectation or faith that other
could act with good will(Davis et al. 1998).
In Cheskin Research(1999), it is reported that
the reliability of electronic commerce is
formed by insurance of safety, brand, search,
satisfaction, and presentation. In this re-
search, it is asserted that trust is a result of
experience by time being. In online trans-
action, ‘a lack of trust’ is acted as the worst
obstacle to accept and use online shopping
mall(Friedman et al. 2000; Tan and Thoen
2000). Li et al.(20006) is to realize using a var-
iation as reliability in a lot of researches as a
result of analysis of 31 actual proof researches
reported in well known international journals
for 2000 ~ 2004. The reliability is defined
from the general concept of “something to be
reliable is reliable?”, the beliefs of relier for
specific sub-concept such as ability, benev-
olence, integrity, predictability and so on(Ba
2002).

According to the theory of personal rela-
tionships, it is said that interdependence and
interaction with each other should be well

done in order to establish sincere trust rela-

tionship between users and the website(Tan
and Thoen 2000). Users depend on websites
to satisfy the personal demands such as col-
lecting product information or purchasing the
products wanted, and it is interdependent
with users for websites that are not only sell-
ing the company’s products but also to collect
feedback, comment and review of users. In
the procedure of purchasing the product and
browsing the information on the website, it is
interaction with website for users through
feedback and review from others, partic-
ipation of online community, chatting in time
and so on. Through these interdependent and
interaction, the condition should be suggested
as follows, in order to have positive trust be-
tween the two.

First of all, the communication quality be-
tween shopping mall web master and users
should be high. The communication quality is
“to exactly and frequently share the in-
formation in right time through formal or in-
formal path between two parties.” Commu-
nication quality on the web is done through
recent technology such as FAQ, Help, file
providing, personal information protect poli-
cy suggestion, answer for user’s question on
time, chatting room, writing a massage feed-
back system and so on.

Secondly, the level of social shopping
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service should be high in order to actively es-
tablish sharing of information and partic-
ipation between shopping mall participants.
The interdependent and interaction between
users and shopping mall should not be done
between customers and seller, but as of today
entering the web 2.0 generation, it has be-
come more important design point in order to
improve the reliability of shopping mall that
‘allowing customers to exchange review,
criticism and information to each other about
product information.’

Thirdly, shopping mall manager should not
act as opportunistic behavior. Opportunistic
behavior is pointed as principal offence to re-
duce the trust that “action that offend or
break the proper action required in viewpoint
of others to have a relationship.” In the envi-
ronment of use of Internet shopping mall, the
opportunistic behavior of seller is associated
with safety that Internet shopping mall fol-
lows and stand for as an action that mainly
leaves or leads potential danger of online
transaction(e.g., Disclosure of personal in-
formation, Internet evil intention selling, de-
livery delaying etc.). It is the key factor to
increase the high safety and reliability of

Internet shopping mall.

2.3 Cognition

Among company’s various information
services fields, functions such as homepage,
DM or online community is a type of cogni-
tion service directly providing to customers,
so it can be seen as a factor that is influenced
on customer loyalty and company image, and
the company image can be defined as cogni-
tion for company imagined in customer’s
thinking(Keller 1993). Recently, the reason
of increasing the importance of company im-
age is because company image is applied as
important axis to form brand equity of com-
pany with concept with brand awareness or
brand association about company(Rest et al.
2000).

Cohen et al.(1955) defines cognition need
as “by a meaningful and integrated method,
as a need for facing circumstances to be sys-
tematic, a need of understanding and ration-
alizing experienced world”, and Cacioppo
and Petty(1982) conceptualizes cognition
need as “a propensity that persons enjoy and
think”, and it is adopted in consumer acting
research developing a tool to measure this
kind of research concept. Cognition need
properties are represented to be effective on
consumer action such as personal information

cognition, media selection and a type of
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Internet use. It is shown that people who
have high cognition desire usually do the
center path process, and lower group does the
peripheral path process(Cacioppo and Petty
1982). Haugtvedt et al.(1992) said that people
who have higher cognition form their attitude
more based on the evaluation of product
properties than lower people group, on the
other hand, people with lower cognition form
depended on simple peripheral clues provided
in such as advertisement. On the other hand,
Thompson et al.(1993) has shown that cogni-
tion desire propensity becomes the negative
correlation between high cognition desire and
outer compensation as variance to control
outer compensation effect. Recently, in the
study about effect of cognition desire and
web personalization service web users, it is
shown that personalized recommended serv-
ice effect is increased as higher cognition de-
sire(Tam and Ho 2005). A person with high
cognition desire level forms the brand atti-
tude by the effort to find information and
product information to understand a casual
relation of event and stimulus by oneself, on
the other hand a person with low cognition
desire tends to form an attitude with extra in-
formation or psychological factors other than
product information, and to depend on ex-

perts other than finding information by one-

self(Cacioppo and Petty 1982). In the re-
search of Crowely and Hoyer(1989), it is de-
scribed that a person with high cognition de-
sire tends to be interior aimed but a person
with low cognition desire. It is because it is
shown that a person with high cognition de-
sire tends to satisfy the personal intellect de-
sire other than communication with others.
Thus, it is expected that a person with low
cognition desire forms higher community spi-
rit through interaction with other involved in
community not to satisfy the personal cogni-
tion desire.

As concluded the preceding research asso-
ciated with cognition shows that with desire,
a person with high cognition desire searches
the information a lot in any circumstance in
order to satisfy their intellectual effort in any
circumstance in order to understand different
facts among the vast mass of media. Espe-
cially, the reason is to focus on personal
property variances such as cognition and de-
sire, because it is used to properly maintain
the customer relationship which is established
to analyze the key customers with personal
characteristics which is known as the person-
al variance control effect in the peripheral
path and center path by product and service
information when the customer attitude is

formed(Lee 2007).
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2.4 Customer Loyalty

In the early 1900, the concept of customer
loyalty academically dealt in Harvard is re-
searched as key preceding factor to decide
the consistent financial achievement and
growth of company in the field of all of cur-
rent business management(Agustin and Singh
2005). Customer Loyalty is a “deep devotion
using and repurchasing favorite service and
product consistently in the future”(Oliver
1997), and “various kinds of action tendency
to improve the relationship with supplier con-
sistently”’(Agustin and Singh 2005). Oliver
(1999) defines loyalty as a customer’s com-
mitment to repeatedly purchase the certain
brand or product in the future without chang-
ing to another service or product despite all
circumstances around. The loyalty can be de-
fined on the aspect of action. Because the as-
pect of attitude is very personal, it is usually
measured with re-purchase intention, recom-
mend intention, amount of purchase and fre-
quency, and sometimes it is measured by on-
ly re-purchase intention(Reichheld 1993).
Customer loyalty is a status for customer to
continuously use the Internet shopping mall
with love. Loyalty is composed of degree of
possessiveness, repeated purchase and visit-

ing associated with brand, product, store or

company(Griffin 1996).

In the literature of marketing, customer
loyalty is researched in integrated viewpoint
with both attitude and behavior viewpoint.
Viewpoint of behavior is seemed as “a ten-
dency to repeatedly purchase for certain peri-
od for the consumer in certain retail store” and
is measured by re-visiting frequency, repeat-
ing purchase ratio and purchase frequency.
The viewpoint has a merit that customer loy-
alty can be compared, on the other hand there
is also a disadvantage that it is hard to ex-
plain how the customer loyalty forms and
changes(Raj 1982). Viewpoint of attitude de-
fines customer loyalty as “a favorite attitude
for certain retail store” with preference for
retail store and psychological devotion. The
viewpoint is possible to explain how custom-
er loyalty forms and changes but there is a
disadvantage that cannot be sure to be con-
tinued to purchase in the future(Oh 1995).
Also, viewpoint of attitude is very personal
and projective, so it can not be measured
realistically. Thus, customer loyalty is meas-
ured by re-purchase intention, recommended
intention, purchase amount and frequency on
practical aspect(Reichheld 1993). Integrated
viewpoint is to combine these two viewpoints
to emphasize to consider attitude and behav-

ior at the same time. That is, purchase behav-
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ior that is not influenced on attitude is differ-
ent from customer loyalty. Bloemer et al.
(1999) analyzes customer loyalty into behav-
ioral, attitudinal and cognitive in concept.
Behavioral access method is measured as tra-
ditional re-purchase or continuous purchase,
on the other hand customer loyalty of attitu-
dinal aspect is shown as a degree of recom-
mending to another, and cognitive access
method is expressed as product or service
that firstly occurred in thought.

The problem about how it can be meas-
ured and definition of customer loyalty also
become important(Kim et al. 2008). Cronyn
and Taylor(1992) used only “re-purchase in-
tention” as loyalty measuring variable, but
Boulding et al.(1993) adds ‘recommend in-
tention” with ‘re-purchase intention.” Also, it
is found that using measuring category of 13
kinds of behavioral intention in 4 kinds of di-
mensions suggested by Zeithaml et al.(1996),
as a result of positive research, customer loy-
alty for service is composed of 4 dimensions
of ‘orally informing activity’, ‘purchase inten-
tion’, ‘sensitivity of price’ and ‘dissatisfac-
tion behavior.” Concept and measuring meth-
od about customer loyalty are different by
scholars, but it is known that there are
‘purchase intention’ and ‘orally informing ef-

fect” mostly in all researches(Kim et al.

2008).

In the reality with extreme competition, in-
surance of new customers needs 5 times more
of cost than to maintain the existing custom-
ers, and it is asserted that 24~85% of profit
increased is caused for each company by in-
creasing 5% of customer loyalty(Reichheld
and Sasser 1990). Customer loyalty is beco-
ming more important as a concept online
with characteristic of online business that

could make the customers lose easily.

3. Research Model and
Hypotheses

3.1 Research Model

Based on literature research until now the
model of research is set up shown in <Figure
1>. This study analyzed how effective social
computing and trust and cognition of Internet
shopping are on customer loyalty. In the mod-
el of study, customer loyalty as dependent
variable is divided into the sense of social
computing, the trust of Internet shopping, the
cognition of Internet shopping, customer loy-
alty, and effective factors are analyzed by fac-

tors through 5 different kinds of hypotheses.
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Trust 1

Trust 2 The Trust
Trust 3 of Internet
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Of Social
Computing
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= The Cognition
Cogni 2 of Internet
Cogni 3 Shopping
Cogni 4

H2

Customer
Loyalty

H3

{Figure 1) Research Model

3.2 Research Hypotheses

The online community is defined as a
group of people who interact each other with
common interest and experience composed
on the network by new information technol-
ogy different from concept of community
(Rheingold 1998). Also, as seen online com-
munity as a computer media place integrating
with contents and communications created by
members, this kind of online community can
be used as a marketing tool for business
(Armstrong and Hagel 1996). As seen recent
research associated with this, it is positively
shown that the content of online community,
reputation, quality and size can be influenced
on the devotion of customers, trust and loy-

alty as positive effect. In the research of

McMillan and Chavis(1986) about commun-
ity spirit, it is thought as divided into 4 kinds
of sub-dimension of community spirit such as
involvement, effective power, unification and
satisfaction of desire and a share of emotional
relation, and the community spirit is ex-
pressed as a sum of each factor. Through this
community spirit, it is shown that it is pos-
itively influenced on community loyalty such
as frequent visiting of community users, oral
activity as community advertisement and sub-
scribes recommend, positive active in the
community, and continuously using intention
for the community(Kang et al. 2007). Cus-
tomer loyalty is a status for customers to use
Internet shopping site continuously with pos-
sessiveness. Loyalty for the company, retail

store, product or brand is composed of degree
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of possessiveness and repeating purchase. In
the Internet environment, it is hard to main-
tain the customers for long term because of
easy entry and exit(Rosenberg et al. 1983).
Loyalty with are valued closer for profit
within the company which is defined as cus-
tomers having the tendency to have pos-
sessiveness for certain brand name, retail
store and company(Kotler 1997). As com-
pany insures loyalty of consumers, in advant-
age obtained, there are 6 factors such as fail-
ure cost reduction, more positive oral effect,
brand name sale success increased, consumer
turnover cost decreased, transaction cost de-
creased and reduction of marketing cost
(Griffin 1996). In the existing study of mar-
keting, it is represented that the existing cus-
tomer management is more effective than
making new customers, and customer loyalty
as quality achievement index is more asso-
ciated with company profit than quantity ach-
ievement index(Zeithaml et al. 1996). In case
of Internet site, customer foundation has to
be insured by increasing loyalty of customer,
it can be survived under very competitive en-
vironment(Reichheld 1993).

As brand loyalty is increased, customer
can not be led by product of competitor or
price change. In brand loyalty, there are two

factor purchases and attitude. The loyalty of

website is considered because the cost is
much spent and acquirement of new custom-
ers is hard online. Here, the stickiness of
website is suggested as a concept. That is, it
is ability for customer to stay longer, travel
seriously and visit frequently. Thus, it is sug-
gested that the degree of stickiness includes
3 kinds of factors such as the stay time, visit-
ing depth(quantity of this webpage) and fre-
quency of visits(Hanson 2000). The existing
customers with high loyalty frequently pur-
chases more amount, and it is big role to in-
crease the company profit incoming new cos-
tumer by positive oral effect and consistently
re-purchasing even in high price with less sen-
sitive for cost induction of competitive com-
pany(Aaker et al. 1990). Based on argument

above, the theory can be set up as follows.

HI1 : The sense of social computing has a
positive effect on the customer loyalty.

H2 : The trust of Internet shopping has a
positive effect on the customer loyalty.

H3 : The cognition of Internet shopping
has a positive effect on the customer
loyalty.

H4 : The sense of social computing has a
positive effect on the trust of Internet
shopping

H5 : The sense of social computing has a
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positive effect on the cognition of

Internet shopping

3.3 Operational definition of

research variables

In the study, based on already verified
measuring tool in former researches, the
measuring tool is developed modifying sur-
vey categories suitable to the study. There are
involvement, effect, satisfaction of need and
desire and intimacy as measuring question of
sense of social computing(McMilan and Chavis

1986), there are belief for shopping mall,

trust for product, delivery, insurance and ca-
pacity for site operation as measuring ques-
tion of the trust of social computing(Ba and
Pavlou 2002; Mayer et al. 1995). Also, there
are good will and quality of product as meas-
uring question of the cognition of social com-
puting(Keller 1998). And it is said of in-
tention to advertise to other, intention to use
and consistent visits as measuring question of
customer loyalty with dependent variable of
the study(Rusbult et al. 1998; Oliver 1999).
Measuring question and technical definition

are shown in <Table 1>.

(Table 1) Measuring Question and Operational Definition

Variables

Operational Definition and List

Literature

Sense of Social Computing

The Sense of
Social

. this community.
Computing

Sensel: [ think I involve in this community.
SenseZ: I think I am affected by this community and am influenced on

Sense3: This community satisfies the need and desire of members.
Sensed: [ have intimacy relationship with members of the community.

McMilan and
Chavis(1986)

The Trust of

Trust of customer for Internet shopping mall

Trustl: This shopping mall is reliable.

Trust2: I believe the product selling in the shopping mall.
Trust3: This shopping mall is clearly operated for important policy such | (2002)

Ba and Pavlou

ISHIESS;iertlg as collection of bills, delivery, security and so on.
Trust4: This shopping mall site management capacity is high. Mayer et al,
Trust5: This shopping mall company is honest and straight forward to | (1995)
customers.
Cognition of customers for Internet shopping mall
The Cognition Cognil: I have a favor for this shopping mall.
Cogni2: I think the quality of product from this shopping mall is
of Internet .
superior. Keller(1998)

Shopping

Cogni3: I prefer the shopping mall than others.
Cogni4: I will use this shopping mall if it is under similar condition or price.
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Variables Operational Definition and List Literature
Degree of intention to consistently visit or use the certain Internet shopping
mall
Loyall: I am prior to use this shopping mall.
) . o . Rusbult et al
Customer Loyal2: T am prior to visit the shopping when I purchase product
(1998)
Loyalty through Internet.
Loyal3: Whgn I need m.f(.)rma'tlon for .prodlllct, Oliver(1999)
I will always visit this shopping site.
Loyal4: I will advertise this shopping mall to other.

4. Research Methodology

4.1 Data Collection and

Measurement

The information collection of this study is
to collect 335 surveys of 400 surveys dis-
tributed to 200 university students and 200
people who have experience with the online
community and Internet shopping. Among
them, except 9 of the surveys were unavail-
able, 326 surveys were used for analysis.
Information research is executed with method
of surveying over 3 weeks from Oct 26" 2009

to Nov 15" University students completed

the survey during break in class, and the gen-
eral survey was completed from the general
education trainee and members of online
community. General education trainees from
the culture center did the survey, and we re-
ceived the survey results via email for online
community members. We tried to have the
survey age distribution consistent in order to
avoid the disadvantage of focusing on certain
age groups.

Among 326 surveyed, men is 229(70%),
women is 97(30%), under 19 is 14(4.3), 20s
is 155(47.5%), 30s is 26(8.1%), 40s is 66
(20.2%), 50s is 65(19.9%). The results of the

survey collection are shown in <Table 2>.

(Table 2) Survey Collection Status

Category Number of survey Survey collection Absence Analysis
Number of survey 400 335 9 326
Survey collection ratio for
survey distribution(%) 838 23 8L
Survey analysis ratio for
survey distribution(%) 100.0 27 91.3
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As a unit of analysis of the study is certain
Internet shopping mall and community, In-
ternet shopping mall and community should
be selected by answerers, afterward opinions
of user are measured as 5 points for Internet

shopping mall and community.

4.2 Reliability and Validity

In the study, Cronbach’s alpha is used to

verify internal consistency for variables in or-
der to analyze the reliability of materials
collected. Cronhbach’s alpha value is to in-
form how the sum of extracted variables from
the standard is reliable for the true value of
assumption in certain group as a statistic
value to how reliable, it is an official appro-
val for the question of that various kinds of
variables measure all same candidate. There

is no regulation about the significance of

(Table 3) Results of the Reliability Analysis

Construct N of items Cronbach’s alpha
The sense of social computing 4 0.839
The trust of Internet shopping 5 0.868
The cognition of Internet shopping 4 0.820
Customer loyalty 4 0.845

(Table 4) Factor Analysis Result of Dependent Variable(N=326)

1 2
sense 1 151 826
sense 2 129 867
sense 3 235 798
sense 4 -018 757
trust 1 830 124
trust 2 789 095
trust 3 780 034
trust 4 .766 177
trust 5 689 081
cogni 1 837 149
cogni 2 .766 044
cogni 3 746 151
cogni 4 623 135
Eigen value 5.307 2.172
% of varience 40.822 21.325
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{Table 5) Factor Analysis Result of Dependent Variable(N=326)

1

loyal 1 891
loyal 1 887
loyal 1 839
loyal 1 078
Eigen value 2.947
% of varience 68.672

Cronbach’s alpha value, but generally based
on 0.6, it is a level to be satisfied in social
science. In the study, it is represented that all
factors have reliability of measuring category
as the alpha value is more than 0.6 as shown
in <Table 3>. Also, the factor analysis is exe-
cuted to confirm that survey categories to
measure each potential variables of study
model statistically binds as the same factor.
Extracting method by a factor uses principal
component analysis, and rotation method uses
varimax method. At this time, the factors
with more than 1.0 Eigen value as a standard
of evaluation to confirm collecting validity,
and if factor loading is more than 0.5, it is
regarded as significant(Joseph 1979). In the
study, factor capacity of all questions are
more than 0.50 as range of 0.623~0.891.
Factor analysis result of the dependent varia-
ble is shown in <Table 4>, and Factor analy-
sis result of the independent variable is

shown in <Table 5>.

5. Result and Finding

In the study, SPSS 16.0 is used to analyze
the validity and reliability of variables, and
AMOS 16.0 is used to verify the fidelity
analysis and theory of study model. AMOS is
used to verify the relation between the sense
of social computing, the trust of Internet
shopping, and the cognition of Internet shop-
ping, customer loyalty. Also, it is verified
how the sense of social computing, the trust
of Internet shopping, the cognition of Internet
shopping are effective on customer loyalty,
and then how the sense of social computing
is effective on the trust of Internet shopping
and the cognition of Internet shopping. AMOS
describes the study model covariance struc-
ture analysis is needed through path analysis.
Path analysis is to set up relation with some
direction between the variables and to sup-
pose the linear regression method between

variables thought as having relation, as impact
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on the path linked to each variable is qual-
itatively assumed. That is, the number of rela-
tions and same amount of description equa-
tion are made. From the data, path coefficient
is assumed and by the value, strength of cor-
relation is assumed.

Based on the reliability and validity ver-
ification result of measuring tools, fidelity in-
dex as <Table 6> and path diagram as <Figure
2> are yielded as a result of executing AMOS
which is structure equation model program for
former set-up research model. The fidelity in-
dex of the study model as shown in <Table
6> is evaluated as a level of acceptance.

Generally, the evaluation of goodness of
fitness to evaluate the proper set-up structure
equation model uses the whole evaluation
standard. In AMOS analysis, it uses X*(Chi-
square), GFI(Goodness of Fit), Adjusted
GFI, RMR(Root Mean-square Residual),

NFI(Normed Fit Index), AIC(Akaike Infor-
mation Criterion), RMSEA (Root Mean Square
Error of Approximation) to evaluate the
goodness of fitness, and then first of all, it
corresponded as a smaller value, as Chi-
square value is used to evaluate how study
model corresponded to material, and if it is
more than 0.8, it is regarded as well model,
and if it is more than 0.9, it is regarded as
superior model for both GFI and AGIF.
RMR is different for recommended accept-
ance standard between the cases of input cor-
relation matrix between the variables and us-
ing covariance matrix as input matrix, and it
is regarded as well model if it is closer to 0
(Chin 1998).

The result of path analysis through AMOS
is shown in <Figure 2> organizing structural
mode with customer loyalty as result var-

iance, former variables such as the sense of

(Table 6) Fidelity Index of Research Model

Fidelity Index Level of Acceptance Research Model Index

Chi-square(Xz) X? critical point on the diagram: smaller 720.476

d.f The larger the better 114

X/df Less than 20 ~ 50 6.3

GFI 0 (no fit) ~ 1 (perfect): the larger 0.815

AGFI 0 (no fit) ~ 1 (perfect): the larger 0.752

AIC The smaller 798.476

NFI 0 (no fit) ~ 1 (perfect): the larger 0.797

RMR Closer to 0 0.197

RMSEA < 0.08 better 0.172
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social computing, the trust of Internet shop-
ping, the cognition of Internet shopping.
As a result, it is represented that the trust
of Internet shopping and the cognition of
Internet shopping are significantly effective on

customer loyalty, but the sense of social com-

puting is not significantly effective. Especially,
as the factor mainly effective on customer loy-
alty is the cognition of Internet shopping (.80),
through advertisement and public information,
it is interpreted that reputation of Internet

shopping is largely effective on the customer

Trust 1
Trust 2 & The trust
Trast 3 371* of Internet
Trust 4 3 Shopping
——— 62+ .35+
Trust 5 H4 |37 H2 Loyal 1
.88%
The Sense Loyal 2
) _03* Customer
of Social 84+
: Computing H1 Loyalty &2 Loyal 3
Sense 4 [ 49*
Hs | 40t e Loyal 4
:& 83* The Cognition H3
Cogni 2 652 of Internet
Cogni 3 | Shopping I P00
Cogni 4 6>
{Figure 2) Structured Model
(Table 7) Summary of Hypotheses Verify
Hypothesis Path Standardized Estimate S.E. C.R. Result
pp | >ense of Social computing 0,032 0045 | 0656 | Rejected
> Customer loyalty
pp | Trust of Intemet shopping 0.351 0045 | 7.832 | Accepted
> Customer loyalty
p3 | Cognition of Intemet chopping 0.804 0058 | 13836 | Accepted
> Customer loyalty
Sense of Social computing
H4 > Trust of Intemet chopping 0.372 0.059 | 5.886 | Accepted
py | Sense of Social computing 0.399 0060 | 6.147 | Accepted
> Cognition of Internet chopping

S.E. : Standard Error of means
CR. : Critical Ratio

(CR. Is a value from Estimate divided by S.E,
if it is more than 2, it is generally significant as it is represented statistically significant.)

—228—



HEHI|HTE, vol.42, no.2 2011, pp.211-234

loyalty. Afterward, the trust of Internet shop-
ping (.35) is effective. It is represented that the
sense of social computing (-.03) is not sig-
nificantly effective customer loyalty because
the social computing is not mature to be effec-
tive on loyalty. However, the sense of social
computing is significantly effective on both the
cognition of Internet shopping (.40) and the
trust of Internet shopping (.37). Social comput-
ing is not mature to be effective on customer
loyalty yet, but it is effective on trust and cog-

nition of Internet shopping.

6. Conclusion and Implication

In the Internet shopping, this study is veri-
fied by survey data with customer loyalty as
a result of these variables which are the sense
of social computing, the trust of Internet
shopping, the cognition of Internet shopping
as former variables, and organizing e-loyalty
mode. As a result, the trust of Internet shop-
ping and the cognition of Internet shopping
are significantly effective on Customer Loy-
alty but the sense of social computing.
Especially, the factor most effective on cus-
tomer loyalty is the cognition of Internet
shopping. Through advertisement and public

information, reputation of Internet shopping

is significantly effective on customer loyalty.
It is represented that the sense of social com-
puting is not significantly effective customer
loyalty because the social computing is not
mature to be effective on loyalty. However,
the sense of social computing is significantly
effective on both the cognition of Internet
shopping and the trust of Internet shopping.
Social computing is not mature to be effective
on customer loyalty yet, but it is effective on
trust and cognition of Internet shopping. The
implication is provided for Internet shopping
site what to do to increase the customer
loyalty. That is, it is important to enforce the
trust and cognition of Internet shopping in or-
der to increase the customer loyalty, and for
this, it is known that participation for social
computing and consistent management are
needed.

On the other hand, as seen in the results
of this survey for customer loyalty, it is
shown that the path coefficient is low in the
recommendation for others but high in pur-
chase for oneself. Thus, in case of recom-
mendation to others such as friend or family,
it is needed to offer proper incentives to in-
crease customer loyalty.

Another implication of this study is that
the concepts of social networking services

and social computing which is combined with
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Internet shopping, the basis of this study is
prepared as a future of social shopping. Now,
Internet shopping is not meant that customers
are satisfied to buy products desired through
shopping, rather shopping as an interaction
which is enjoyable with people rather than
displaying shopping as an act of doing, a
means to purchase products for use. Through
social computing, social shopping is defined
as the one word that shopping is meant to
share with others and with wisdoms from
others(Umeda 2006). That is, the basic con-
cept of web 2.0 standing for participation,
disclosure and share is applied in shopping.
In short, the users are to share the in-
formation and participate in all procedures
for shopping as registering interesting prod-
uct, seeing other’s comment, writing a re-
view, getting a recommendation, seeing be-
hind the story of product buyer and to know
what is popular these days. The importance
of social shopping is suggested in theory as-
sociated with interpersonal influence early.
Interpersonal influence is said that the ten-
dency to study for the product/service based
on information obtained by other’s behavior
and other(Bearden 1989). In the field of mar-
keting, interpersonal influence is regarded as
a key factor to decide the customer’s behav-

ior(Bearden 1990). In the psychological base

depended on other’s opinions to purchase, the
motive of validity to give is placed for pur-
chase behavior.

The limit of the study is a problem of a
survey candidate type of representative. De-
creasing the bias of case, it is trying to organ-
ize the age group to be various, but if the
type is changed, it is to have anxiety to be
effective on the result. Also, to increase the
accuracy of data, it cannot be specifically an-
alyzed for each of detail factor as simplifying
number of survey questions.

In the future study, reflecting that the in-
terest of customers are increased for social
computing, it is needed to re-verify with
same topic how social computing is effective
on customer loyalty and how the relationship
between the trust of Internet shopping and the
cognition of Internet shopping is changed.
Also, it is needed to develop study in various

angles for social shopping.
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