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A study on the growth factors of social commerce in the
COVID-19 situation

Dong-Heui Choi
Professor, Dept. of Hotel&Tourism Management, GwangJu University
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Abstract The purpose of this study was to find out how the importance and satisfaction of social commerce
selection factors perceived by social commerce users differ, and how social commerce selection factors
affect repurchase intention. A survey was conducted for 17 days from September 1st to September 17th,
2021, and 316 copies were used for empirical analysis. As a result of the analysis, the selection factors of
social commerce were divided into six factors: safety, convenience, economy, informativity, collectivity,
and SNS relevance. IPA results were in the order of convenience in the first quadrant, relevance and
informativity in the second quadrant SNS, collectivity in the third quadrant, stability in the fourth quadrant,
and economy. In the relationship between social commerce selection factors and repurchase intention,
convenience, economy, safety, and information among social commerce selection factors were found to
have a significant influence on repurchase intention. As a result of this study, it was confirmed that if
existing social commerce was important at an affordable price, convenience is more important for
non-face-to-face commerce in the COVID-19 situation. It is considered important to have a system that
can continuously identify and preemptively respond to users' shopping trends through IPA.
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1. M2

FHZ 2g9lAtof A SNS(Social Nrtwork Service)
£ WO AuA B AFY 9 wilE B9 &
H|IZpeke] AAHE st M2 APIAH vz
YA HEQl AEAMAL] AgApo] FHEA QITH1]. &
AAMAE SNS&H] g v E AAstr] AR
Stglom, SNS 7]&9 Wadt 53tz o84 1t
AR A7 YA EIL Adzto] AW A olF &
S AH|A Ee AEZ sty o&Ate] i 5
< X5t 2EE sl w2A st ot
[2,3].

2AAHAE uElel iR FHjotd ARAEE
210 E Fojso] &390 HA, &gof s A4
S} ], A 7HES Be 22 9"E £ Stk
a9 emeel mids 7

rok
5 ju)

AaRE oo wj& 5t A v ARE HH
Al o] 8RS}t AP BRE WEATE M2 ALY 3§
B2 Wt QIoH4] 183 AEAHA AR 77
AL} 27359 FEF Fofl AHRE] AE&EE E°I
1AM A =o]7] Yloto] dYT 4] ¥ B
olHA ol delo] gt AHRY] 428 Z71E A4A
WA AR BE SEYTH5]

Y & AEAHAL F219 SAEOE 15t
sfejef o] E7FETE AT &ollA, Al&et bAE %
< Bl AW AFole w8 F A, AlA AA=
S 24 FHoghe S Boto] WiE 4%
7} gdole] AfjMolehz FTE ol Fiet k3 A=
192 v FEA 9] 28191 £%-& ASsHHA F
AstA AdAstAcHol.

SEyehs Z2Y19 HAFES gEst F7o] A
A =9 70%E HolAHA 20219 118 1Q+HE
e Z2WY Ao R9 BEAE FH[5t= TA 9 0|2
k. o] Al7jof| 7P FEE Gl o] HEE A
olct. EdE HE 7HIst I7t29] of PArE wf
7b F450taL QL S4go|A9] oPFEE =2 T
&S Helch o]gh A% Kolli AEAHAL] &Ht
AAANAY] Yok floto] AR 4 &ollA
AEAAMA o]8AFE0] AEAMAY ojmgt HEEA
THEoto] 2|44 o 8otal QA A&AQ1 Atulo
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2. Mgein

2.1 A8HHA

AAAMAE 22RR1F0A AlFoIU AHIAE At
= PeolA Aduto] Es 2EQlH|HolE ol &
Sto] o] &A1) QWS ulAg o] HFHoE Fgol=
-commerce® AT & QITH7]. EIF AEAHA
SNSE 7|5t & o 8AE 719 AN AEE 3+
FO B A o] 8Ak] o7t F7tet L, A FEt
ZRIARE QmeRRIZIA] JHo] A= FIrHS].
AAAM AL SNSE Boto] F9 Aoy 22 #
FUE &3 AFEClA RS FRoHEA A7t
o]FojA|= of2] 7] EAo] JTH9l. AFAMAY] &
4L A 7170 U 7R HYgte] wES
Stistots, 1A A3t 7HA 0 R o83t 4= Sl=
408 AEAHA AEo] FE9] F7Iske olfTh
7129 APALE vlgto g APAMAL o]] E7]
= 54 8108 FRAY, AE o, BA4, 1Y
3 52 AN 4= SieH10L
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2.2 IPA

IPA(Importance Performance Analysis)= A&
Ee AHIA7E AW SAE] et 149 Q1AE ot
H7] SIRE EAZIRIOR, 7Y $49] A S8kt
TEEE Ao SA5cH11] & 140] A AE
o thaf 7l= wEof tigt 1A 7} AFE &4
9] &-gof w3t whetof| wet AT 14 ofHRA
of ofgt A G woke] YA SHAA Hoto] o84
o] WEEE wolsy| 95t HH0E ARREE A W
Ho|t}H12,13].
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Fig. 1. IPA Matrix
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Fig. 2. Research Model
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4. 24 21}

41 QFEAN EM

B o7 AR Su3t 3169 AFEA A EAS
AuEE FES U=l 1739(54.9%), 994 14343
(45.1%) 2= b, A% 30007t 8578 (27.0%) 2
2 7P worom, theo = 40t 71%H(22.5%), 204
70%8(22.0%), 50t 56%(17.8%), 60t °l4 169
(5.1%), 200h w9t 1598(4.6%) 0.2 Ueyth 2oz
ot 2 thE 1498(47.3%), FEHE 948(29.9%), th
St o4 38%(11.9%), I1& 34¥(10.8)22 eyt
3, AP A 7878 (24.7%), A 708 (22.2%),
SR 4779(14.8%), MY 4179(13.0%), AEZ] 359
(11.1%), 5 257(8.0%), 581 1578(4.6%), 7€
58(1.5%)9] o2 Yetgth vpAgto s did A
£2 5000 ¥ olA 649(20.4%), 1005 ¥ Tt 59
5(18.8%), 2005+ ¥t 579(17.9%), 4005+ YU 52
5(16.4%), 3005 Ao} 487(15.1%), 1005+ Lt 36
8(11.4%)9] +0& et

42 =g o Efdd =4
2 79 AHE $4E Folo] ATRAS vke
2 vy Afos T4 A vold Agsisen,
AFHFo] E&H HrES 2 MEer B4
918 oo o] AgERonR Z2 24g 9t
Y& 7kl HH#FQ TAE AWHE Cronbach's
Alpha A%l 9% Ua Qg B4 Austerh
Table 1914 He= A} o] A8AHA A& Q9lw}
A=+ 2]&29] Cronbach's Alphas 0.838, 0.8932.
2 e

=)

Table 1. Repurchase Intention

Variable Number of items. Cronbach's a
Social Commerce
Characteristics 2 38
Repurchase Intention 4 .893

TheoE, Ty BAS flsle] WaEo] /17l ojuig
At A B e 5o 89102 Qopl B
% QU AWSL Varimax SAES AH3IGIch

Table 2014 Kol 2 2ol ofeldl gto] 10 °]
o e vHd, WO, AAN, ARY, Y94,

SNS & 67HAZ Yehdt. A4t Uk 60%E
Y 72.246%2 e 8208491 Fo2 sM=9
t}. &St KMO(Kaiser-Meyet-Olkin) Z+ 0.922,
Bartlett®] F+3XASE 3 4112.427 (p=0.000)Z A
o] Fagt AoE Yyt

Table 2. Factor Analysis of Social Commerce Characteristics

Cronb
Factor . Factor .
name Factor variable. loading acotms
Safety System secunty.. 885
Protecting the privacy. 814
(2.937, 826
2.147)" Payment method, safety. 783
. Transaction safety. 722
: Convenient procedure. 833
Convenience Fast connection 761
(2.670, o . 74 818
Convenient information search.
17.7%6) Easy Untact
v : 639
Economic Cheap price. 778
L 74
feasibility Reduce purchase costs
; " 652 7%
(2.366, Price competitiveness. 611
10.643) It's cheaper than other places :
Information Detailed information. 820
Accurate information. 764
(1.922, : 787
9.915) Quick update 696
i Readability of the product. 631
) . - 827
Cdlectiveness | Happiness of joint purchase 755
(1.371, A sense of belonging to a group : 795
6.807) Relationship with members. 661
Relgt’\e‘g o Communication with users. .788
(1,082 Product review on SNS 727 769
3.939) Help to purchase on SNS 644

1) (Eigen value, Variance explained)

thog A el IAAE QRAEAS Table
37} Zth. KMO(Kaiser-Meyet-Olkin) 2 0.887%
=4 UERL,  Bartlett®] F3AATE #
3733.116(p=0.000)2 33| 25t AoZ Lfepyict.

Table 3. Repurchase Intention

Cronb
Factor . Factor ,
name Factor variable. loading acotms
Repurchase Continuous use 837
Intention Reuse intention 813 8%
(2.391, Better than other services. 733 :
63.006)" Recommendation for others 702

1) (Eigen value, Variance explained)

4.3 22704 £d 2010 tfet IPA
AEAHL 54 2909 diste] HEAHA o] gt
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Table 4. Social commerce characteristic factor IPA

o SHHSE obdA, wol, AA, AR, Jd
4, SNS #HA 67 891 st FHHFRE A
T 9% AAsYch EYRee] 8910 67fo|ng
53449 BA ddS Hoto] FARRHACE VIF %
< gRlotgiet. ZAFA9] Fhol 1.0 olsto] i VIFgtol
1.0 oo tsgAgole BAVE Qe Aoz o4

At 24 A= Table 58 A¥HE, A7t 9=
of S "R AEAHA A a0 gt 3|74
2 F=17.952 (pC.001)E BAZHSE fofst 27+
BRIl R*E 37.5%2 ABES Helh 394
HEHE AR AEAMA AR 219 3| AA S
et ¢ A4 At wWoly, AAA, R4, FEAol #

- | P I-P 9% .001 oJstoflA], SNS #HAo] R-olk 05 o]s
Sortation (Ranking) (Ranking) (Ranking) t —4 ] }q] -1’ =0 ] Tr—’] 5 ] }
EAA oz 005 Amla BAg o]
Economic 39129 3.1067 0.8062 0.265 o EAHLR ROt AHE EHHAH.
feasibility ¢ ©) (1 -
. 39803 3391 0.5842 .
Co 5.912 . . .
rvenence ) Q) ® Table 5. The Multiple regression analysis
Information 3?1)9 2 3%:1)9 ! O?S)O L 7.358" Repurchase Intention
Social commerce Toleranc
Related to 38680 32443 0.6237 5613 8 tvalue VIF
SNS () 7] G) : -
Safety 241 4634 812 1232
. 38501 32171 0.6330 .
Collectveness ® @ @ 534 Converience 43 | 938™ | 78 | 1142
Safety 3—%22)12 3 g)59 O-é‘)& 6.248 Economic feasibility 273 | 4% | 619 1558
Average 39020 3.2266 0.7866 Information 225 4331 433 2257
*p(0.001, I=Importance, P=Performance Collectiveness .0%4 973 741 1.073
Related to SNS 127 2191° 835 1219

3.4000 (Onvsnlence

3.3500

3.3000

Related to SNS
32500 N

. .
32000 | Collectiveness Information
* Safety
3.1500

Economic

3.1000 feasibility

S

3.0500
3.3400 38600 3.8800 39000 39200 3.9400 3.9600 3.9800

Fig. 3. Social commerce characteristic factor IPA
Matrix

Fig. 37 o] 1A 192S 4wud, 1EEL
o, 241 SNS AN JuA, 3AEE He
4, 4R Q3T HARY Sog v,

thgo.2, £87u4 HEgelo] A 2w vl
At %S W] A BEIAARAS APk

R?=.375, Adjusted R?=.352, Fal=17.952""
* pC.05, ** p01, *** pC.001

5. 28

AEAHA AA 50l ZEU9 SHiE FFOE Fo
Ze A JAAE BRIt 7oA BE HAEE 0]
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A AZF7IZ QT Y2 AAshs A A SllA
APAHASTO] ESF FE1L QU] WiZe|th ZE
197F SAE et vtfH o] dsoidl A8 A
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&to] 2HAREo] 145k A acle] gt AolE
gRlgo 2 Ao e vHAg dFe 9 2AS
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tigt o249 o] oAl QoA of2fet F2]
et AR HobEt S5kl thEo] ol 84S
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