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Many studies have suggested that e-commerce value creation potential depends on four interdependent factors Lock-In,
Complementarity, Efficiency, and Novelty. In order to survive in the recent fierce competition, companies have also secured
e-Trust that strengthens long-term business relationships by reducing consumer uncertainty. This study, while analyzing the value
creation factors (Lock-in, Complementarity, Efficiency, Novelty, e-Trust) of recent e-commerce (online shopping mall) companies
from the point of view of purchase intention, customer value (Functional value, Emotional value, Social value) We present an
academic proposition that can also examine the mediating effect of value). First, through previous studies on value-based strategy
and value creation in e-commerce, various discussions on the theoretical background necessary for effective value-based strategy
establishment and strategy execution of e-commerce (online shopping mall) companies were reviewed. Second, it provides academic
discussion and practical implications by presenting academic propositions on the value creation factors of e-commerce (online
shopping mall) companies, purchase intentions, and customer value, and confirming the basis through empirical analysis.

Keywords : Value creation, Customer value, E-commerce (Online shopping mall)
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3t/ == E-Business A #ollA] FxH F 7HAE o]

Blasi )|
e-AM (LI EFE)E FE5H A ZEA 2o
oE Al A A7t o] Fol A 7] wEo] AR F
7F 919do] suber) @ zeldl %ﬁﬂr% 2 54 n
= 7 e 2] (R o
T4 9
HtEA] g

Ql(Value Creation

jg

2.2 DT

Zeithmal[13]
29 A% =

o 7 A7F vhE Aeln AAEL Wb A2 A3 Wit
Z AL AvrA oz nuste] 7S QA Aolgte=
AbES A

Sweeney and Soutar[lZ]—‘:— o] A FHEe HY
(Benefit) 7} H]8(Cost)] SHellM 7Hx= SAHH= AL
=, o] sfabe FAde iAo wgo] EAst
o uAEE At vgS valste] T S-S 27
g FAY F4 2o HEo] Ui =2 dgoles 1
Aol WHEahA] Fethe &401 k. —%7}; 7}?1—5— 7153 7}

2 7} (Social Value) 52 SL_
A wro g =AM ot

2.3 FOie=

Assael[3] Tl =E AlFolv AH[AE Y6t
= aAY] FgorA 54 AF B Az gk -
A5 efn]atal, ?LUH«]‘:ﬂ Telet P Zbbe e
o7 QA T FEE dScte AA Wdolgta
St Aaker[1]+: ?LUH«]+E uel e PE& oS
ot o uA Ade] v gEow o]Fojd 7t
sAolgta Aoty Ful 2] =(Purchase Intention)
“anate] ddte e AfE nY dsE orlsts A
o8 Hro 4ol PFow A rbeAoE )
g dutyow Aywgr ARbye 497 Bkt

[6].

3. iRy
3.1 A7y
Brandenburger and Stuart[ 1= 7FA 7]¥F A ZF(VBS)ell
Al 71de] Aol SEe ] AL 74X](Customer
Value)E R3}7] 93] 7FX|3Z(Value Creation)E 3}
W ao] AFolu Mulze] sl 7]7 o] A= oAt
= A2 JA7HE (Willingness To Pay) =, 7V
} ebd Zlolghal shgith 2 =R e- A (2
)9 AL AT A Ffele] e
& = Aolgke AZolA AIFE
Ml A3E EU| 2 E-Business(e- 71‘31

-
0]
2

ﬂl}o

)



58 In—Yeol Jwa - Kwang—Ho Park

ol A 7k21%25<Q 1A A (Lock-In), “dHAd(Complemen-
tarity), &&J(Efficiency), F21/d(Novelty), 21=]/d(e-Trust)
5708 Wias SHWsE A4, o #4429l
ojtf 7HNA &= Qlste] 54 AMulzut AlFE ol 2
A =S v E EA o] 34E AA AlFolu AH]
S Hrtsta Fufshe dwe] A s F
fF , LA Q1A Mo Bl Ikl aATMA F, V)
7}2](Functional Value), 7734 7}xI(Emotional Value),
/\}ﬂx—q, 7} (Social Value)E 7HXFZ 249 Fujo = A}
ool A wi/fHFEA HESSA
ol& 93l <Figure 1>3 22 A4y 2 7HdE A
et AFstol AAEE EEetaat g
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H4-8: A4 7= a8 Fujolxe] #AdA  +FA| 25055 Data Codings AH &4 EA4 3tk
w7 &7 A& Aol
H4-9: 74 7HA = AR Fefel=e] Al A
MAEAE e Aot 4. MZEM AN
H4-10: 744 74 A= 3) el i=o] wAellA
w7 &2t 9ls Aol 4.1 EfEd A MY 24
H4-11: AF314 7FA= 43} ool o] wA o A]
AR} 9 Aol R E L ENEE IR SR - I SR Rk
H4-12: A}812 74 A Fojome] Al A), LAZHACIsH 71 - 74 7HA - AL A 71D,
w7 &2 s Aol Tafo el thEk BPgA S gtetelr] flste] aAEM S
H4-13: AH8) 4 7R E&49 Fojwe] @rda  depion, 34 T3] dads HdEsp] 8 A2t
il &7 A& Aot 2 9l(Cronbach’s q)#S S H4E NHAS A3
H4-14; 1314 74X A3 Fujolwe] AA A B34 2 AFY AR A= <Table 2> 2t
w7 &2 9ls Aol T EL L EA, KMO 86802 BFEAdol <l
H4-15: AL3)A 74X A s Fujelme] gAolA  SE QAL Bartlewt®] 79744 A A A Fhol Al ke
/) &3 9le Aot} 1316.539(p<.001) & +2]&H& pko] 0.0002.2 0.05 3}
g FE30] £ RAETE 99 2ol LARHS A4
3.3 B0 FEIK 0| U MEFA} = Pue gow dehton, & 5o edow &
=5o] Zhzhe] aQlw e o 540 s AEA, 584,
ATRY 2L S A s SAMsE A Aud, w44, FAYoR st 2ens o
Fxen, TEHEUFE P, WS E AR g3 AEA 745, B 758, FEA 643, LG 646,
AgSAT AAATE Ba AFH TRES L AT A 482 7 B WHAAEE A dehg
of wA A ANARLLE DAY ABA & AA7FR] B AT KMO 8972 ElFAol dEHS
4, B4, A4 250 &8, w7154 b 3 Bartlett®] 7@ HAAR 2AF oAl g
X, A A TR, AE A 7bA 157] 23 FulEE 5 1418.571(p<001)E 2 8HE pghol 0.000F 0.05 |3}
N EFOZ <Table 1>7 2} & THok] £ 2AHETR fl9k 2ol 29E4E A
RS W eAnAGubl, FE, AWE BE s PUE o tehion, & 379 aqow &
117}, QE3a, SA, AAAE, Fa& 5)E olgs ZHo| 479 a9 1 54 9 A4 7], 3t
of Fufsl 2 Aol A °‘L Aol v 2508 tider  AH THA, 7eA MR skl AEnts dubgtk
APt HZx 407 ou]ZAKPilot Test) AA & A > A3A 7Fx] 886, A 7HA 802, 7154 7HA|
T g BfFAS HFeha o] & At 23 A 758 E yEh b ko] WA LA EE =A UEE
<Table 1> Operational Definition
Variable Q Researcher
Lock-in Creates value by providing benefits and deterring customers from moving to competitors 5
Complementarity| Creates value by providing complementary products or services 5
Valge Efficiency Cre.at.lng val.ue by lowering customer- search-and negotiation costs and enabling 5 Amit and Zotf2],
Creation decision-making through comprehensive information supply Gefen et al[5]
Factors Novelty Creating value by capturing potential customer needs and creating new markets 5 '
e-Trust Creating value by reducing uncertainty and enabling purchasing decisions by providing 5
honesty, courtesy, and competence
Functional Recognition and evaluation received in terms of the quality and usefulness you receive 5
Value from your experience.
Custmer Emotional Recognition and evaluation received in terms of feelings or emotional aspects provided 5 Sweeney[12]
Value Value by the experience of use Sanchez[10]
Social Recognition and evaluation received in terms of utility that strengthens the social status 5
Value provided by the experience of use
Purchase Tntent Evalue}tlon of the intention Fo purchase or repurchase the necessary products from the online 5 Aaker[1]
shopping mall you are using
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<Table 2> Reliability and Validity Test TJujel®= BEA Ay KMO 8172 EfFAlo]l AFHSA
- - 1 Bartlett A AAAI A} FlolAlH S
Factor | Variable | Factor |Comm-| Eigen | Cronbach's A Bartlett] ;L°o° 7 Ejir bo7kelAl S
name |loading | unality | value alpa 279.988(p<.001) & o] =HE pgkel 0.0002.% 0.05 o]s}
T1 0723 | 0.605 S T55 B ZAIETZ 9J9F o] 89FAS A
T E 32% 3?23 2611 0.745 d= e e dEnter], ad@s 2 546 5
o o | A TR B AEE Pt Folel
Ts 0554 | 0459 J69= YER 7F atte] WA LA B A e
El 0782 | 0.676
_ E2 0752 | 0.630 4.2 A 2AM
JEfficiency 53 0597 0.490 2.526 0.758 i (L
E4 0.556 | 0.617 ) .
Comple- &) 0640 | 0493 | oo 0643 H17] ¢4l Pearson-°4 1&1&74]% 28 A3} <Table 3>}
mentarity C3 0.592 0.550 ' ' o] frolgk AA(+)9] ARIA L e Ao ER
C4 0.569 | 0511
L1 0761 | 0.677
&|2| =LA
Lock-in L2 0735 | 0.651 | 1.845 0.646 4.3 2|7=4
L3 0674 | 0.628
NI 0.728 | 0.650 43.1 = IHEAR Ax
Novelty Ei ggzg gig 1.814 0.648 e- 71;,1%(gg} 14298 JINAXQA(LAA - AR
: : A geA] s ZAA - ATFA o] Lol nx]= ok
SV1 0.865 0772 s ;3— i = L-O Li] 027]’ T H—j o ]_ { 8 ¥
Social sv2 [ 0826 [ 0734 | 0856 S Fofelr] e ds IAEAS AN Adges
Value SV3 0825 | 0719 | ™ ' <Table 4>¢} Zt}
SV4 0.801 | 0.753
EVI 0753 0.644 <Table 4> Multiple Regression Analysis
Emotional EV2 0.723 0.659
Val EV3 0688 | 0603 | =%V 0.802
alue : : Unstandardized |Standardized
EV4 0.633 0.556 Variable coefficients | coefficients | t | p-value | VIF
FV1 0778 | 0.644 B SE 5
Functional Fva 0.748 | 0620 C 0.884 |0.234 3.783 | 0.000
“““1“’“3 FV3 | 0576 | 0483 | 2343 0.758 (Constant) : : : :
Value FVa 0562 | 0485 Lock-in -0.008 | 0.044 | -0.010 [-0.174 | 0.862 |1.295
FV5 0.546 | 0.595 Complementarity | -0.045 | 0.051 |  -0.052 |-0.866 | 0.387 | 1.548
PIl 0776 | 0.602 Efficiency 0.397 | 0.061 0394 | 6.533 | 0.000 |1.576
Purchase P2 0.741 | 0549 Novelty 0.148 [ 0.046 | 0185 |3.228 | 0.001 |1423
PI3 0719 | 0516 | 2.610 0.769
Intent e-Trust 0.278 [0.059 | 0285 |4.700 | 0.000 |1.589
P14 0.688 | 0474 ; .
PI5 0685 0.469 R*=.437 Adj R"=.425 Durbin-Watson =1.765 F=37.878 p=.000
<Table 3> Correlation Analysis
Value Creation Facto Customer Value
Variable Comple- Functional | Emotional Social Purchase
=i ; ici - Intent
Lock=-in mentarity Efficiency | Novelty e-Trust Value Value Value
Lock-in 1
Complementarity 327" 1
Efficiency 418" 423" 1
Novelty 3417 480" 349" 1
e-Trust 318" 476" 517 4037 1
Functional Value 339" 4627 649" 384" 659” 1
Emotional Value 326" 4517 486" 3897 5727 628" 1
Social Value 145° 354" 125" 2877 017 3017 5317 1
Purchase Intent 2927 336 5817 409" 5377 626 6507 3397 1

“p<.01, p<.05.
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S|ARY L FAA R oo hESE 01 (F=37.878,
p=.000), 3|#=] é:jﬂé%i—% $37% (53" R AF
42.5%)% YERgFUTE $HH Durbin-Watson S &2

17652 7154k 20 ARG 3he ey 7ol 534 714
L, AR A H(VIF) =
B0 vRreR A e v el S 8l

394, p<.001), FAIA(B = .185, p<.01), AFHA(B = 285,
p<.001)°] F-ujj 2] o
o= L}E} Stk 5, 28 *é, FAA, Al o] Eold s

ﬂtﬂ*(ﬁ’—ako BE) 7%‘1%%&&(323*3 CARA - E
4 - AN - A7 Pl wel] A+)e] S 1
A Rojth e 7 12 8 AEE

IAZA (715 A 7R - A
A 7HA - ARE A 7R 7L el e WA= dFgE Tt
ofsl7] A3l v AR S HAE AI= <Table 5>
2,

=

{Table 5> Multiple Regression Analysis

Unstandardized | Standardized
Variable coefficients coefficients t |p-value| VIF
B S.E B
(Constant) 1.031 | 0.193 5.332/| 0.000
Functional Value | 0.371 | 0.060 0.359 6.189 | 0.000 |1.657
Emotional Value | 0.384 | 0.060 0.421 6.445 | 0.000 [2.098
Social Value | 0.005 | 0.037 0.008 0.149 | 0.882 [1.396
R’=.501 Adj R®=.495 Durbin-Watson = 1.872 F =82.245 p=.000
AANEZ2 SAHLE FolehA e o (F=82.245,
p=.000), 37LFe] AgHL 50.1%FAHE R Aw
49.5%)= ‘/}E]rb%%‘%‘:} 38 Durbin-Watson 57 -2

}?‘{P Y ol Aol 54 7HA
31, BARAF(VIF) =
2 L}EM e A e

ﬁﬂ?ﬂ 4 A4}, aA7EA 249 7154 7}
A, A 7HA, AbE A 7k a9l T 7e A 7B =
359, p<.001), A 7FX(B = 421, p<.001)7} o=
of gk F(H)A FFE MAE Aow YEsth
715 7HA, A AL g } TE TRt =
obAl= Aow HIHH SN T BE “o-Am (el
BE) LA (7S A 7 - 3 @ 7HA - ALE A 7}

A7k ool Aol 9% v Aolchreki= 7h

ity 51)4

Ad2e FE AEEA

4.32 Baron & Kenny’s Mediation Analysis Z ¥}

e_ﬂﬂf_(%ﬂ_o]/\rﬂg) 7} zL}_JoJ__/,:( TAA - AR A

- 2EA R /\]Qﬂ)ﬂ. 7H7].;<](7]‘~x4 7 =] - 7¢
QA AR - A48 H AR wAE G L w7k
TH MR - AR A - AR8A ) A ERE AS

3}

317] 913 Baron & Kenny’s Mediation Analysis 2 A]
A= <Table 6>3 2t}

AR, SR 7HXF 28 A7 AT v A=
oS AHEH(Step 1), 7154 7HAel Fo g H(+)2d
AFS v A= Ao R FTHA(B = 388, p<001)T AFHAB
=396, p<.001)°] WFEREAL, 22 ZEA]e el ek ()<l
AFFS A E Ao LB = .186, p<.01), AP

= 351, p<.001), AHA(B = .141, p<.05)°] UEbEom, A}3]
2 7 Aol ol A(H A FEFE A= AR AFAAR

—%swwn SRA(B = 204, p<01)o] LrERgTE 1ejm
2 e a(LEel et E) AR (DAY - AR
g wEA - A - AR LA A -

3 71 - A4 )] Bs] e

uE Aol

gh= 7hd 32 R AEE A
A, nAACIsE JH) dMAESE ARy
(<Table 6> FZ), 194 7154 7kx19} 29-A 17 o 9]

Toll frojet 9 A= AoR vehd 84937 424
o] 3g AN = FeJstAl vrebutaL, 29 A9 3T Al O] E&
3 Al=de] Baks vlatste] 3919 Bgke] 29hAI Bk
B} s Ve AR (75 H THA) e TR e A
T BEA, A=A Felel e Al A “HEuisp Eat
olthal 3 4= 9tk AAZFX(AAA 7HA) miAE S A
B (<Table 6> #=), 19HA A4 7hx] <} 294 17
Tl el Folgh S vA= o= Yehd a8
Aol 3aA A E FefatAl vrebutar, 29 A 6 397
o] T &4 AlEA ] B HlaLste] 3ekAl9] Bgko] 2%
Ale] Brrrth Sl viehd w7 A TH)E 7R
04 T TEA, A el AN Ry
I Aok & 4 olvk aATER|(ALS A ZRA)) i) Et
Z A B (<Table 6> &%), 197 A}3]% 7kx) ¢} 264
A Fufolwef| frofgh JFFs WA= FO0R YERT 41F]
o] 3GAlN M = frelshAl vrERaL, 29 A9} 3EA €] A
g3 9 Baks vlaLsto] 39A1e] Bgko] 2@ Al ¢] BRrr T
U e 2A7ER(AFS) A TR AR E A F A
3 ol e BAA “FEui Z3E vk &
ot} “IAIIR| (715 A 74R], A A, ALE A 7))
e-AMA(ZERIEDE) THAFZ (R - R

- E2EA 2N - /\]Qﬂ)g} T-uj o) = o] HA oA 1
MEH7E A& Aotk ks 7Hd 45 8 AgEi

= oZ: rir —W
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<Table 6> Baron & Kenny's Mediation Analysis

Variable A
Step Independent Dependent B t R F
(Constant) 2851
Lock-in CustmerValue 0.008 0.159
Complementarity . 0.085 1.629 sax
1 Efficiency (Functional 0.388 7303 0.572 65.337
Novelty Value) 0.045 0.908
e-Trust 0.396 7502
(Constant) 37837
Lock-in -0.010 -0.174
Complementarity Purchase -0.052 -0.866 sax
2 Efficiency Tntent 0394 6533 0437 37878
Novelty 0.185 3.228"
e-Trust 0.285 47007
(Constant) 3.048"
Lock-in -0.012 -0.228
Complementarity Purchase -0.079 -1.371 »
3 Efficiency Intent 0.268 4.182 0.482 37.644
Novelty 0.170 3.086
e-Trust 0.157 2424
Functional Value 0323 4580
Variable A
Step Independent Dependent B t R F
(Constant) 1.834
Lock-in CustmerValue 0.058 1.040*
Complementarity . 0.141 2.299 sax
! Efficiency (Eg‘;?lg;‘al 0.186 3017 0411 34053
Novelty 0.096 1.630
e-Trust 0351 5672
(Constant) 37837
Lock-in -0.010 -0.174
Complementarity Purchase -0.052 -0.866 sax
2 Efficiency Tntent 0394 6533 0437 37878
Novelty 0.185 3.228"
e-Trust 0.285 47007
(Constant) 3.285
Lock-in -0.034 -0.693
Complementarity Purchase -0.112 -2‘047*” »
3 Efficiency Intent 0.315 5.680** 0.544 48.228
Novelty 0.144 2.771
e-Trust 0.135 2326
Emotional Value 0.425 75327
Variable A
Step Independent Dependent B t R F
(Constant) 2355
Lock-in CustmerValue 0.004 0.061 .
| Complementarity (Social 0.204 2.935 0.239 15356
Efficiency Value) -0.199 -2.836 ' ‘
Novelty 0.102 1.536
e-Trust 0.385 5471
(Constant) 37837
Lock-in -0.010 -0.174
Complementarity Purchase -0.052 -0.866 sax
2 Efficiency Tntent 0394 6533 0437 37878
Novelty 0.185 3.228"
e-Trust 0.285 47007
(Constant) 3.320
Lock-in -0.010 -0.1917
Complementarity Purchase -0.088 -1 ‘484*” »
3 Efficiency Intent 0.430 7.154** 0.462 34.719
Novelty 0.167 2.952
e-Trust 0215 3.426°
Social Value 0.180 3331

p<.05, “p<.01, "p<.001.



Effect on Purchase Intention in Online Shopping Malls: Focusing on Value Creation Factors 63

T e- A (eI FE) oA THAFE8A AF w2 99 9 ujEe] AR AfoloA] LG Y B
A(e-Trust)o] =old5E 754 7kA, A4 7kA, AF #4, Anj29] BES44S F9JA4 7154 71| (Functional
3|4 747} ol A Pl EolX = Al 4 Value)7b EobA| o, A atel Fujzte] FEA YK E F
o] At Eet, FAFZ a4 T84 (Efficiency) 3 SH Goll digk Fale] FEEH o] T4 E(Loyalty)E 2
o] moldFE V)5A 7HA, AAAH FFA 7L molbA A 53k I olA] A4 7EA(Emotional Value)®= - 7HeE
o) Em oA = A dF= A 71 o] WA A o -2} HQlS the Zloleke V|

4.4 A3 ol H AIARY

U e-7H (el E) A PR
& (Efficiency), #417d(Novelty), A12]/d(e-Trust)o] 2
QAT oful=y 2 27] 2000 ] AlRbE FAFx L
7b A= ods Tastte AS AgdEiia, A
e-7AM (el ag ) &40 WstE aeste] 71 BHOR e A QeI gl FY FHOR o
A E 23 M FRQ LR T

A7) wZolet Azt 2] &(Switching Cost) 1174
gt o] A, Mu]z WA B Ag-o Bk B golet
AA, e-AM (el w) 7I9ES dE 2 AH AZE 5= ok AR A (Complementarity)©] -l 2] ol

y) 051

—_ o~

ES s 8 =5 3R E e )9l FFS mAA KE o R e AL
AHEs sho] wE oAl AAS frEsok k. 7I]) igelMe A Ee FHAHoE HeHAQl Aol
ol 7Y &&A(Efficiency)s FIAA FERES = U AH2E I AFPS o A tHe] FFR
oja qfie] BA EIE FE g oo, HviAY £ BE ARAE AT ¢ AN, 17 4HB2C)N A =
£ Fol AugE destetar gefd S AT o9 AE 2 MHAE 3 Fulsks A2 AHES
T Ut AL A A i = o] 7T F  FoA 84S AT AoE ey witolg)
7} (Functional Value)”7} olx| i, #He]dt 4oz 7+ wHET)
A2 7}X](Emotional Value)= oA+ 1+H &37) YEl
d 5 ogleh HE gHEzE 230 e agE, F 797
ol F=8 vetdolElo] HA AIQlEAT) 7= 5, AR U sk o4 IHA|

= 7b el A 7HA]

< gsl e ALy 74, $71, HA
g Hol| Fod 4= e WEILF S ekt = o e A A(2H A E) 7I9EY Tt
EA4, e- A (25T E) 719 A (Novelty) = 3 =

A AT 2L ZR=E A Algtete] A ES th e-AMA(ZEIADE) T AE
] 2 Fulet v Z2A~ ota SAHsHHA, H ] WskE aefste] AlEX

i
o] Rl EEAS AAGL, MRS =2 a9 FA  (e-Trust)= 7FAIFZE 40 F718kith 4 743 =

o

i

=

fr S o IN rlo o ox o 32

A Yzg x238k0] 7122 A xeof gt o] 2 el 3] AE 83 7}X] 71wk AZHVBS : Value Based Strategy)
24 de AY E 544 A2 S A FEeta, At 7Ide]l Aol Hdige] kA S g THAF
dEoly AulaE Baste]l Eghsol gtk A5 S ®  (Value Creation)®F 7FX| 32 o] uAM} FFHAE X
Al ATz 9 FR2E EYTFORA APGNA 3 dh= A ] oK Playen)E 1He] A RS A4S E
2ERH 95 v 5 Jojof gtk BE ZElx 7] sk 7FAF(Value Appropriation)E 7]RES. % 8}
H2(os - Bt 5o FrRlxet AujE AAANT= v XA AA def mds Wov4]
22Uz BEhE daAAE o R kAl WA oA 7]l 719 AdelA 4 7R R L AE olalsty] ¢l
it A e-AM (221 YE) 7HA(Value) 2 27714
AR, X dek AAAA o7l eiA 71952 e-7]  (Customer Value)oll theh 224 Shgo] Fasiry AUk
(el iadE) HWAS dHste AFgA(e-Trus)ys Aoz 7 7199 AFFoluh AH|2=e AlFel fis)
zo|a I} AEA A BAE Tk st AlF]  uAY iyt AdEE AR FoT & =, FA
(e-Trust)o] wolAH &4 7tk v 344 S A oulo A8 7HA]= 7ol &uatal &R A7t st



64 In=Yeol Jwa - Kwang—Ho Park

= AE AHlE S5 S8l ¥y e aATEA gka Ao
& Utk d = 719 WellA gAY old], F4%
g, 224 T 22 NAs T8 AATE gRs
Ha =3 HT B VdES AE s A
A-AE FHat7] 918 7hA] 7Rk dEhs 2L gl
ok 2 AFelA AsE AN THAFRLAE FAH L
2 gt o] EdiE AAAR] kA HE £y 2 A
AL S8l A nAs FHASA F5 oldlsta A
tjste] 7FX - Z(Value Creation)E 3] =&l aof dhcf

Tl e-AT (LRl gE) RS oW 20189 100

Z 4 9len, 20220 2002 H7kA] FojE A
ol whet Abdel gk FAH £ o] FasiAa ok
H ALE e-AHN(ZFALEF E) A A T o] v
v 9S24 AgFgozn #d AT gigt 7o 2
ofu] de AAREA R Eetal gHA9F ol & ]
gk F7F A7 dasith

AR T e-AM2(GPH, AL = L DR
7k Qs SA, A, itﬂ 5)E olgskel T
m3] & Ado] 9= Aol U 250H S Ao w F=

HoglA ] AR o Fsle] AEZAE AA s
T, AMEE AR dolErt Adsta FAHeR &
A S A5k b A7 A8 X ]; o] B

v

U e-AM G, T, 9

ZOEE, 117E JA"3a, A4, AAAE, ﬂ% )
A 55 ez &A Oli ALHE AFE3he]
Az 5 AHEHATE B

| 74
o 19 A9l 2 A5 duden vy

%ﬂﬂ, 1 d?b B2C e-AW A 7149 7220 A
22e 9Ft By A3 FdxE B3 B2B e-A
w2 7dEd e TRFZR_AE FelskA] Eat
B2BE 714 ko] AHE Sobe Hl=Us RERA T
g e AFE E AHIAE S5 Aol AY FE ol
Atk= A AW FF L AR~ 59 FR7F 36
ettt Aol S oty MadFolA Sl e- AT
= Az e s AEsted B2C7t obd B2B 71419
Ao A 7FRAZAH (Value Drivers)S 2135}z
A 4 9l dAFE AYstauAt st
Acknowledgement

This work was supported by the Ministry of Education
of the Republic of Korea and the National Research
Foundation of Korea (NRF-2019S1A5C2A04083153).

References

[1] Aaker, D.A., Managing Brand Equity, The Free Press,
1991.

[2] Amit, R. and Zott, C., Value Creation in E-Business,
Strategic Management Journal, 2001, 22, pp. 493-520.

[3] Assael, H., Consumer Behavior and Marketing Action,
Boston, Kent Publishing Co, 1984, pp. 20-39.

[4] Brandenburger, A.M. and Stuart, H., Value-based business
strategy, Journal of Economics & Management Strategy,
1996, Vol. 5, No. 1, pp. 5-24

[5] Gefen, D., Karahana, E., and Straub, D.W., Trust and
TAM in online shoping: an integrated model, MIS
quarterly, 2003, Vol. 27, No. 1, pp. 51-90.

[6] McKnight, D., H., Choudhury, V., Kacmar, C.
Developing and Validating Trust Measures for e-Commerce:
An Integrative Typology, Information Systems Research,
2002, Vol. 13, No. 3, pp. 334-359.

[7] Ministry of Trade, Industry and Energy, sales trends
of major retailers in January, 2022

[8] Mowen, J.C. and Minor, M., Consumer Behavior, 1998,
5th ed.

[9] Park, K.-H., A Balanced Value Strategy Framework for
the Strategy Paradigm Shift, Journal of the Korea
Management Engineers Society, 2015, Vol. 20, No. 1,
pp. 111-146.

[10] Sanchez, J., Callarisa, L., Rodriguez, R.M., and Moliner,
M.A., Perceived value for the purchase of a tourism
product, Tourism Management, 2006, Vol. 27, No. 3,
pp. 394-409.

[11] Statistics Korea, online shopping trends in January, 2022.

[12] Sweeney, J.C. and Soutar, G.N. (2001), Consumer
Perceived Value: The Development of a Multiple Item
Scale, Journal of Retailing, 2001, Vol. 77, No. 2, pp.
203-220.

[13] Zeithaml, V.A., Consumer Perceptions of Price, Quality,
and Value: A Means-End Model and Synthesis of
Evidence, Journal of Marketing, 1988, Vol. 52, No. 3,
pp. 2-22.

ORCID

| http://orcid.org/0000-0002-0723-2918
| http://orcid.org/0000-0001-9418-6026

Inyeol Jwa
Kwangho Park




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


