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Abstract

This study aims to analyze the effect of service quality on e-commerce utilization performance in
B2B market. Measurement factors derived from the survey were examined, and whether they had
a positive effect on the performance of e-commerce utilizing was examined. The survey period was
conducted on the Likert-5 score scale for about four months from November 2021 to February 2022,
and 2,200 copies were distributed online and offline, and a total of 268 copies were used for
empirical analysis. The moderating effect of the research methodology was analyzed by using
multiple regression analysis and PROCESS MACRO. Three factors of service quality were secured
and the influence relationship on e-commerce utilization performance was derived. Study results were
as follows. First, interaction, logistics and economics have a positive effect on the level of
e-commerce utilization. It means SMEs can increase the level of use of e-commerce as they produce
and deliver goods with high economic contribution from the perspective of foreign companies,
accuracy of goods transportation services, and purchasing companies. Second, It was confirmed that
the effect of service quality on the utilization performance of e-commerce varies depending on the
degree of corporate image. Therefore, it will be important to plan a management strategy first to
improve service quality in order to increase e-commerce activities.
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Fig. 1. Global Export E-Commerce Logistics Process(Only Export-side Considered)
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1. — Means Cargo Flow, «—+Means Forward and Reverse Cargo Flow
2. 7" Means Information Flow, - —» Means Reverse Cargo Flow

Source: Researcher Rewriting Based on Zhao(2019).
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Table 1. Prior Research on Service Quality Dimension Analysis
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Fig. 2. Research Model
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Table 2, Variable and Operational Definition

Variable Operational Definition Reference
Problem-solving ability and usefulness of HanseSOanng_—l_Ii_(l)n (gadz)Lee
Interaction communication for all processes from product Park B 9 i d Park
roduction to delivery ark Pyung=in and rar
P : Ki-Sung (2017)
Logistics service that identifies order information Homlund and Kock (1995),
- . : ; Lee Seong-Ho (2016),
Logistics and supplies goods to purchasing companies Park B | d Park
safely and accurately ark byung=in and rar
Ki-Sung (2017)
The economic benefits of the purchasing Homlund and Kock (1995),
Economics company according to the amount incurred in Hwang Joong-Kook (2014),
the process of purchasing, transporting, and Park Byung—In and Park
delivering logistics Ki-Sung (2017)
Performance . _ Kim eun-dJin, Park Jae-Jin
of Utilizing Achievement through the use of e-commerce and Park Jung-Yun (2014),
directly exported by domestic companies . X
Global Export overseas Kim Chang-Bong and Min
E-commerce Cheol-Hong (2018)
. . . , , Park Sang-Min (2016), Park
Enterprise thal perceptions, impressions, t_Jellefs _of__ Byung-Ki, Yoo Jae-Wook
Image suppliers in the process of purchasing activities

and Jeun Sang-Taek (2019)

=22 AAdAY Z8-ol An|
U FastA aAEtaL EAE AuE Aol
o s SHHSE A5, 277154, 4B
A, FEUFE 22 AAIAY S84,
ZAUTE 719 oA R AAE e, Park
Byung-In and Park Ki-Sung(2017), Ahn Byeong-
Hoon(2021), Park Sang-Min, Kang Sun-Ah,
Lee Soo-Bum(2018) 59| d4& 7|22 A+
RS AAsn. 53], Sy e,
EF7154, AAAE 299 222 B AT
#xlo] == Holmlund and Kock(1995)# Homburg
and Garbe(1999) T2 AF-oA A= F4

Q0le =AAow uHse] =259}

[»
i
S
o
12
k)

2 3% B9 SRt
ol %o Bl E(validity) S A= WY
= ZA WEEFE = (content validity), 7
B} (criterion-related validity), e} =
(construct validity)7} Sxjs}=d], dukzlo gz
2 gapde Waetuel PHETE
ZHAA alF2e B EE YFstaAt 3t
= 2 olt}, Guilford(1956)8] A7
= 20074e] ERe FAslofol s Ry
I} Comrey & Lee(1992)9]] 23] & <IFol|A
FHE A FE 2080 AA% dow A
& Aot
£ AT E FulddA 28] 224 A=}
AN FE EFE FHALE FY3e T2
FEAZGE e 3iged 719 v A
GEAEANA &SI ATEE A
S A3, ek, SmmAlE
T3] T A B2EE
e 224 AY, v
Al FES T5% Il SETFEHES T
=

A)o 2 EXCEL T2 B23}8) o]F =7

il r

e o

B

oj

y

% (
\

it

o



162 F933]A) A47d A% (20229 44)

a9 W) B4 BED FRYFIYOR

AFRES S gk AEFAF 7Rk
20213 11¢€~20223 297HA] <k 371 Qo] 2A
ZAE(likert) 58 HEZ HEZALE A5
o B2 & HEAE 2,10080]1 3]5H A
A= 3057358 14.52%) 0|3 -2 A3 A

77 Sl 37HE Aldjste] HFH o
268%71 HF ASEN O &8N ASE
A apie = gE AAAT egAdS
B3] Y3 7| 2EARAY g g9l
A ABDA B 5& Y5k ASEA
H, a3 ARA S 5l 2y 9= 2 7}
A=, 28]al Process Macro EA#7]A]
model 1& H&3te] 7|oln|A] 2HEaHE
EA4 foA dHo g fAEste] =3kt

o Mz o

.

J
=

) o] ZXpE| Mo

E A7 &89 SAHHTY =22 Iy
9 3)9] MY AFE T3l B2B AH|= FHe
AT @7, 22 A4l 58 Fe
sugitt, olf EolE SHusEA 455
A, BR715A, BAo]l Fagh Anj= £
Qelow waHglen, Favsny Fuv
AAIA Y 4843, 2EHFR 7199 v
A7F ATl EEEQ 2 AT E8E 5
Ausel FANS 2 Aol ol
(Table 2)9} 2t}

2. g57H2 4%

1) 43xEHN 22 HRRdHH

x|
2G| et 7te &3

2 Aol 248 45REA0] Bk Al

T2 Bl Mg, BRI, AR, A B

S
A, T84 52 BAE ATA] AAELS T+
wi71dell slel TH7195 el s 3
7Vsh=d) 431 2 & 9t (Holmlund
and Kock, 1995), ¥E3}F Sharma and Patterson
(1999 284 77| dFelA =
Al Mu| = F2& Hrislhet] Fa% AR

f
N
My
-

olglxr ¥ty o, Park ByungIn and Park
Ki-Sung (2017)¢] ollAE B2B A 7te
FTEAALANA A= FHE Aae WSS F
XA F8E =9 Aozt B JsAE-
FAY AAJansE ol g AAE 243}
o 71 2k A EAA3E fIgh Wbl A
Aok, A=, e As FHL ™8 L X3
B Mu) s Agalgo 2 olsf|ed 4= ¢lom(Han
Sang-Lin and Lee Seong-Ho, 2012), 7] 2+
ol At71d=e] HARRYH B IS
whA €

gHA, FEAQ] Aot 2 EF A A
= AdiAiel FuiR) 7ke] ATz BAE
Z3te] 7E5E AAE T3 22 A
E A8 vt olME FEAg 4 ¢
To| B2 V|HUSE 22 AxPEAY &8
of tigh Feto] g Flolw AdxHA 2=
H ARG AY e FEo] FuE 229
AAIANE By 28402 883 & 9l
Zoltt, wEbr AsAgFHe] 22 [
A GEFFd dFS A=A ERlo] B8
sto] ofe} Ze AFVMEAE At

it

i

<

H1: 45A84e 228 AN 284
shol frolg Ae] J%e w12 Aol

2) 2R7Isgn S2E MR
24| gt 7K 23

Holmlund and Kock(1995)¢] <A7-dl ule}
T4 4 F & oE shie dE, ARevt
| Aoz Hdu=Aof gk R AJHl=
ol FH4E vd 5 Sl ol AH|= gt
A9 HIAe TR A Mujxe Ag
= ek F g ol
TS FAANFES GRE AL g
(Han Sang-Lin and Lee Seong-Ho, 2012),
Holmlund and Kock(1995)-& 2k AH]2 A
T e T FAHFHo] ofd, Ao A
ERAu s FAEAES AAskaL ot
53], AEAu| 2B FFAQlelA ] 7]
HGolAl BrAES Agste Folle T A
Hjzo] Hdo] opd BFo HA, Ag=E

N



LU S FEA27I99 AElA FEaddo] B2B 22 AAAN 284 nXe 9% 97 163
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Kyung-Hyun 2005; Yoon, 2002). A3, 71¢
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T4 olnAE ZA HUH, FF7Ygol
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WolEd 7Aool wig- EUH(Kim Jae-Jin, Ju
Seon-Hee, Xu Ying-Zi, 2014), 3FH, 7|¢] o]n]
A7F A= go] SAAQ JFS nA=
Aoz Yebd A9} A (Yoom Kak, Suh
Sang-Hee, 2003), Lee Sang-Bin(2007)7} %
gk nke} o] 719 ofm|A|e} BAlE At 7F &
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7] W&, 71 SHAAE 3E71Y ol
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Table 3. Descriptive Statistics

L Freque A Freque o
Division ncy %o Division ncy %
Direct Sales Mall 68 25.4 Under 1 5 1.9
Own's Under 1-3 37 13.8
Independence 73 27.2
Mall Under 3-5 65 243
Overseas Global .
Utilization ©Online Shopping 79 29.5 Export Pgarlod Under 5-10 7 28.7
Mall by Online
Platform (Year)
Live commerce 27 10.1 Under 10-15 46 17.2
Direct Sales 15 56
Shopping mall ) Under 15-20 18 6.6
Etc. 5 1.8
o Under 10-20 20 7.5
Missing 1 0.4
Under 10 million 1 59 CEO 9 34
won
Under 10-50 :
million won 39 14.6 Director 16 6.0
Under 0.5-1 Department
Billion Won 5 2.1 manager 3 14.2
Sales by _ Responsibility
Online ~ Under 1-12 64 29 of Deputy general 49 445
Billion Won manager
Export Respondents
Under 12-30
Billion Won 39 14.6 General manager 58 21.6
Under 12-100 Assistant
Billion Won 14 5.2 manager 72 2638
Upper 10 Billion
Won 44 16.4 Etc. 36 13.4
AR ATelAE 719 oAk Aula 2 [y AISEA
3 229 AR Bedtel ARelN =
A mae] Qg shA Auwung obus 1, 7| ZEH2AN
Ze AT/E AR
2 AFE T3 HAE TE2 B2B Aol ot
H4 : 7] olnlAE Aulx Fdacls Z2d =& T & 5EUIYe) AU 39 2
AdAN 2843 FF BA A of wg 22 A 2843 1o &
234 93¢ 713 Aol Ag sttty g8l s
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A, FF202017E okE
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Table 4. Factor Loading's Result

Division Communality 1 2 3 4 Cronbach's Alpha
perfor3 0.678 0.771 0.261 0.078 0.094
Pert perfor6 0.622 0.749  0.075 0.197 0.130
of Utlising  Perfors 0613 0728 0080 0125 0.2
Global perford 0.639 0.697 0365 -0.016 0.137 0.913
Export perfor7 0.582 0691 0170 023  0.143
E-commerce
perfor1 0.531 0.684  0.004 0.232 0.098
perfor2 0.590 0.644  0.331 0.17 0.191
mutuality1 0.721 0.274 0.779 0.113 0.162
mutuality? 0.675 0176 0.769 0.204 0.103
. mutuality6 0.538 0.043  0.640 0.252 0.253
Interaction ) 0.901
mutuality3 0.524 0.165  0.625 0.257 0.200
mutuality7 0.513 0127  0.618 0.262 0.214
mutuality4 0.509 0.221  0.609 0.232 0.189
transp3 0.723 0.222  0.233 0.733 0.287
. transp4 0.660 0.207  0.376 0.685 0.084
Logistics 0.933
transp2 0.587 0.169  0.308 0.652 0.196
transp5 0.486 0.274  0.316 0.542 0.131
econofl 0.688 0.166  0.242  -0.037  0.775
) econo3 0.651 0.201  0.174 0.333 0.685
Economics 0.874
econo? 0.635 0.192  0.304 0.224 0.675
econo4 0.486 0259  0.17 0.273 0.561
Eigenvalue 8525  1.976 1.161 0.988
Variance 40.59%  9.411 5.529 4,706
Cumulative Covariance 40.596 50.007 55.536  60.242

KMO Bartlett test

0.829 (2”=518.031, df=10, p-value=0.000)
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Table 5. Descriptive and Correlation Matrix

Performance
E:g'ri]s Average SDt:’ril;ii?):]d G?Jbglt "Ii:‘z)i:grt Interaction Logistics Economics
E-commerce
1 3.8198 0.56265 1 - - -
2 4.0759 0.55347 0.321* 1 - -
3 4.0373 0.59217 0.448" 0.376™ 1 -
4 3.9412 0.57982 0.334™ 0.201* 0.388™ 1

Notes: 1. The optimal lags are provided in parentheses.

2. *Correlation is significant at the 0.01 Level(Two-tailed)

120~300% w|gto] 39%.(14.6%) 52 +£o =2
SE=HY. Ao Afoe gy 72%
(26.9%)E 7} o HEg =2EHen I
7 58%(21.6%), 27 394H-(14.6%) 5] o
2 e
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2F3Istal glo] WM 2 AFd ol
et #3844 A4 23 =3 ¢ (p)=.0002
2 ye} B dojE= 8208AE slr)o A%
stk & 4 itk o g 2JdAG S B
3 JFEI =g M. ditde s HE
Bz A9 addAgke] sHRkd A9 €
F=7 A @iz 2123} (Choi Chang-Ho
and You Yen-Yoo, 2017), & d|o]E]2] 821%
Agko]l ER7I559 BAG4IE AQlstae
B 6 oo V|55 HFSEH BTt &1
=Yoo s/ ] Y 61,7380 2
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r!I,

FAQl 7]El 60%E 333t ok
o] Swgre] T el (Discriminant
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A=, 22 AAPIAY 447 ade
e d(=.321, pl0D), EF7]15(r=.448,
p(.01), AAA(r=.334, p.oDF A+l 4
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Table 6. Model Summary*

R R? R Std. Error F-Value p-value
0.619 0.384 0.377 0.444 54.799 .000
Notes: *Predictors: (Constant), Interaction, Logistics, Economics
Table 7. Result of ANOVA Test
Division Sum of Squares D.F. Mean Square F Sig.
Between Groups 32.436 10.812 54.799 .000™*
Within Groups 52.089 0.197
Total 84.525
Notes: 1. Subordination Variable: Performance,
2. Predictors: (Constant), Interaction, Logistics, Economics
3. *™The Mean Difference is Significant at p(0.001.
Table 8. Regression model
Unstandardized Standardized Collinearity
Model Coefficients Coefficients t-test p-value Statistics
B Std. Error Beta Tolerance VIF
(Constant)  1.023 0.222 - 4.606 0.000 - -
Interaction ~ 0.178 0.071 0.175 2.51 0.013™ 0.479 2.086
Logistics 0.258 0.065 0.272 3.94 0.000™** 0.491 2.035
Economics  0.261 0.062 0.269 4,233 0.000™ 0.578 1.731

Notes: 1. *Subordination Variable: Performance
2. *p0.1, **p{0.05, ***p0.001.

4 ATINS 2B

1) 71 85

AR 2E AT AA) gAY 8447 7he] <
HBAE AF3] A8 s AR S A4
sl9on, AP (Table 8) 7 2}, Au|x =
A ZF F3Ae ATHB=.0175, p(0.13)°l <]
n)g A(+)9] JFE v AE Aoz Yept 7}
A 10] AAHAY, EF71ES H2HB=.272
p<0.00)9ll F2lmdt H(+)e JFE mzlon
2 FA-eR fojsl 71 271 AR =AY A
AL (=269 p(0.00)ll F-2ln|g H(+)
o] JFe A= Aoz Yeh} 7 30] A|A|
A o|ZH AMujx FHo] 22dW WA
A GgAd7e] BAHeR FoleH JFe

=

AT
ol Aahsh FAHOR Feolat ol
A7} ok, SQUE F BF15A B
#kol 0.2722 A7l 7V Be L A0

9es % 5 3

F3U4E v QA Al Sl
Ao} VIF kg Fls1oleh. ¥ BARSS @
EHHSTE U8 BE SHuTE o8 A9
He AE delFe 9 v Ak g
Zguse] 2 F 08 SPNSE o8l
AEA e REg ovlshs Ao FAk
o] g% BT SHse) B 5 e =
guisrol ofs) AW Rito] Avks ofujo]
B2 A4l B 344 g A9 2o
1ol 7l gla A7) FaH o2 Aol
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Table 9. Moderation Effcets of Enterprise Image

Variable B Std. Error t-test p-value
Constant 3.8151 0.0265 144.1486 0.000
Service Quality 0.3601 0.0553 6.5161 0.000
Enterprise Image 0.4671 0.0430 10.8596 0.000
Interaction 0.0263 0.0768 0.3419 0.003
Adjusted Model fit R’ F P
0.0102 5.1169 .0031
oondtional B Std. Error LLCI uLcl
M-1SD(-.3119) -0.0126 0.0430 -0.2166 0.2368
M(.000) 0.1047 0.0343 0.0085 0.3193
M+1SD(.3119) 0.4512 0.0490 0.2276 0.3773
Notes: 1. Boot LLCI= Lower Level of the 95% Confidence Interval
Boot ULCI= Upper Level of the 95% Confidence Interval
Table 10. Floodlight Analysis
Moderator B Std, Eor  t-test p-value  Boot LLCI  Boot ULCI
—2.4134 -2.1297 0.2285 -1.9421 0.1594 -0.5233 0.0044
-2.3671 -1.9886 0.2177 -1.8543 0.2074 —0.4654 0.0207
-2.2235 -0.1482 0.1953 -1.7348 0.2531 -0.3211 0.0448
-2.1864 -0.0943 0.1876 -1.2684 0.3772 -0.2774 0.0738
-1.5098 -0.0423 0.1818 -0.8786 0.5011 -0.2254 0.1086
-1.4974 0.0556 0.1766 -0.7543 0.5344 -0.1654 0.1224
-1.4962 0.0618 0.1603 -0.4211 0.5873 -0.1381 0.1581
-1.367 0.0687 0.1137 -0.1319 0.6102 -0.0814 0.1677
-1.2653 0.0715 0.0631 0.4296 0.1284 -0.0754 0.1685
-1.2079 0.0883 0.0545 0.7811 0.1172 -0.0129 0.1722
-1.1781 0.0949 0.0432 1.1178 0.0038 0.0000 0.1791
-0.1075 0.114 0.0421 1.9863 0.0015 0.0035 0.1854
0.0887 0.1244 0.0386 2.0786 0.0000 0.0081 0.2929
0.1876 0.1805 0.0217 2.1761 0.0000 0.0286 0.3247
0.3017 0.2374 0.0353 3.8125 0.0000 0.0727 0.4809
0.5385 0.2877 0.0422 4.7746 0.0000 0.1542 0.4994
0.6454 0.3447 0.0501 4.8621 0.0000 0.1678 0.5066
0.8308 0.3861 0.0724 5.1086 0.0000 0.2402 0.5273
0.9174 0.4108 0.0859 4.8542 0.0001 0.2489 0.6011
1.3486 0.4563 0.1243 45537 0.0001 0.3144 0.6562
1.5571 0.4917 0.1285 43032 0.0001 0.3507 0.7098
1.6838 0.5488 0.1335 4.1864 0.0001 0.4134 0.8541

Notes: 1. Boot LLCI= Lower Level of the 95% Confidence Interval
Boot ULCI= Upper Level of the 95% Confidence Interval
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Fig. 3. The Moderating Effect of Corporate Image in the Relationship between Bis Service
Quality and Performance of Global Export E-commerce Utilization
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