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Abstract

This study aimed to categorize consumers using super app functional characteristics
to identify demographic differences, and analyze shopping orientations by consumer
type. This data can be used by fashion and beauty companies for product planning
and marketing strategies. To categorize super app consumers, data were analyzed with
SPSS v.26.0 software using frequency, factor, reliability K-mean cluster, and
distributed analyses, one-way-ANOVAs, and Scheffe verification. Cross-analysis was
conducted to correlate super app consumer types with demographic characteristics.
One-way-ANOVAs and Scheffe verification were used to analyze the differences in
shopping preferences between super app consumer groups. As a result of our analyses,
super app consumers were classified into four types: the ration type, the low-use type,
the multifunction type, and the habit type. There were statistically significant differen-
ces between these types in age, occupation, marital status, average monthly household
income, and shopping impact factors. Five super app user shopping orientations were
identified: brand pursuit, pleasure pursuit, trend pursuit, risk perception, and economic
orientation. The differences in the preferred orientation between super app consumer
types were found to be statistically significant. The majority of respondents were
multifunction type consumers. This group used the super app most frequently and
effectively. They also demonstrated the highest scores for all five of the shopping
orientations. The classification of consumer types in this study will allow the fashion
and beauty industries to utilize super apps for more targeted product design and
marketing.

Keywords: super app(775 <), app user( o] &P, app function( 7|5, consumer
classification(2 ][R} 282}, shopping orientation(£% &hH
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I. Introduction

&2 A& HAS AFHRAL oH, &
Tty smartphone?] 7|53 &Alof| A HE
d e HYA ZE HAd 7lso] JE5E ¥
AAE SAI7HA 87149 W37 dojutal §
(Philippines, 2023). £3] t}st =2 smartphone
stz A2 4+ A 2 ¢
W2 HIE THASS £ ofet A2 ASE
Al st 719ES Aol A4 wAT]s
S 3= appe E9 smartphone Al 7iEe] Uale
o OFe AHIA AJFZ s ABREY uhEE A
227] A8 23 A Appe2 FHA 71l HH)
A =, 4, T 5 oMoF A9S SHCE super
appo] A=l o= 71E app] H71ASE, sttt
o] <fof] trgst M| A0t 7152 A Edt= all-in one
mobile applicationo]™ AREA}7} oy Th2 oz A
iAo stel o ol che e @ 4
QJ= Ao|th(Prud’homme, Chen, & Tong, 2023).
Pincovski(2022)+= super app? 7|5 social

feature, embedded finance, marketplace ride hailing,

delivery & Al 714 §3d0 =2 ER3S}9}. Social
feature= AHYEY I AU AS} 22 AFHES AE

L0 2 super appD FAOZ o|FR &= ALFE A

HY¥E 7152 £33, embedded finance:= &84
MU AR AHE 2HY] Sh|we, AAEA 24, °
224, B 5°] st YoM 7hssHAl e

7]%5-0]t}t. Marketplacer= iR} AH|AHE AA5|
Z=3 AA7A o|Zo]AA & ride hailing 0|5
2=} o] 8 AHIAE AL, deliverys 3412 H|ZE3
thokst Holo] HjgAu| AT} AFHE AL Eich
super app> 7| 2H 02 o]t R F @ 75
7|20 g Meslo] utEolA] AHAES FHF 3 o
£ 7lseS FUIEL RN, 7IEY &vA HolHE
8ol ohkst Bopz FAARA FE sk Aol B
H Bt QAR W&ot YubHo g AHR; &
E 27191 HA1A] Ao} o]F Stk 95k Au|A
ool 7% oz A & 47, o4 o A
AF AA, A A, setoly 95 9 =2t AE
27, 24YEQZ] 5 theFat Au|A 7]50] 27t

of

o,

- o] 55

I lom of2fgt MH|AE 9%t 75 A EIF A&
s} o]0l 3 9ok A% super appE AEHA|
ok9] Gojek, ¥EO] LINEF} H|WEASH Momaya
(2022)=, U= 9] Tata Neu2} Mylio”} chatZ 7]H¥tO

& QF LINE, ElA] A2 7189E] Gojeko] ®Is &8
MHIAE 7|0 R SAH|A, &F AHA o8 B
A= ek oA Apol7h ltkal ArgshiA,
super app®| &34 G| floiA= aH|AEC
FREE =Y & U=EE Aoty ASH A
MU AE AlFSjoF shaL, X522 44 f18) 471
Q) Hol aAt sk

“What is Super App”(2022)+= super app®| ©FA]
of Ao A G 8RICE FoS AgolH,
smartphone ALE9I1T7 FHE ALAFRCH BE I,
ot Q1FF vefet w3bF EAshE Aol Hish
sfuel Ba 78 ol2n ol 5T ABlAg &
2 A AAof|A] AFLE 2 9ok A, 23S AR
Qe AT B AEoMIo} 13v%), B3 H37H
WeChato|u} AliPay AM8-S Fi5t7] 93] 0|82 &
St AH)A AlFE ok JokE FS FHUTE Steinberg
(2020)= ofAJo} AJAO| A super app WA o]F=
T3 2QE EWA F9 WeChat, g9
KakaoTalk, ¥ LINEQ] AZS AF5HH LINEQ]
AT 991 EAMJET|, texting 7|5o = AJASH
LINEo| d2°] &3t 7 e #3k5 4 &E5to] LINE
o Bt MEHES el AR Hidt uf AHES
Al Fo=H 59| kS nlH o, o]F 7]}l
U Zi7iQle] A whEo] AR, A Ste AlAES
Agsto] AUA] a¥E o|FUttL stk 7 E
ot Ade Aosh= w35 7 429 544 LINE
o] 7}11_’ 01% Hﬂﬂa e%@- ticker 7]5°] °ol&

o] grolgolA ol
5"} ohgRt *}‘Q "'01: %L 1ok &= Ad AZIE vt
Agk Aojrt.

OFAJoF A7) super app®] WS AARY v]=,
Huli oyt F-HOA = super app2] TR A
o] A 5% HAH 7FeAdS HEAL U AAl=
20229 w]= AH[RE AR AT 72%2] AH]AE7L super
appo] M- ZR|FIL o]0l FAHARI WS Hch
1l SFHTH(Prud’homme et al., 2023). o]|ZE% &
super app Al OFA[OFE HolA {7, vl AH[A
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56 Super app marketplace AT Y3t AB[A}F 535

S 5 WA super app AH]|

A 24 59 71yl Aula F5o gt ofair}

A7-2] EA2 super app 7|

=A0] EAL B3 AHAES 95ty 9FE 9

3, Pincovski(2022)2] ThAl

742 super app 7% % WA, 18 7Y S 93t

marketplace A& Y3l Av|A FFE £ JFS

2aelo] TRl 71900] 48719 9 ol ek 7]
ZAREHN ZEStES B

fo
-
i
m
el
il
)
%
e

Il. Review of Literature

1. Super app

BAEGAT

Super app°|@ &0+ 2010 BlackBerry?] AHA}
Mike Lazaridis”} Mobile World Congresso| 4] <1435}
1= B9k “Super App'olek BolE AL wHE] A8
s 700 4127} 519l 15 51 BackBorye] 7
20l super appol Tt §olS AL&3ko] Tiokst o] A}
= sjupe) Al AaEA o8] Astol gl
7, TRt 7)50] AR AEEo] B3 aeHel 7]
5 & AlgEo] MY AHgsHd Yohe AR
HAFSF H(Philippines, 2023). Choi, Jeong, and Choi
(2017)2} Je(2022)= super appZ} multi app= 54|
o super appo|s 2t Y oA AHIAE AlEdh=
9 @ FEHE S5 WeChatg A= S31oH,
multi appo|¥t 3 710l o W& 7HAAL Q= B
2 YEO] LINE, #|=9] FacebookS o= Eitt 1
Ut w8l super app2] o] AEFSHHA o] BAT}

Super app(7+8 §)o]# Super?} Application?] gt
SZOIA o 7HA] AHIAE AlS
L3It} (Chen, Mao, & Qiu, 2018). EFa Q=T
Yotol 29
do-everything appS.

Kol & sftel
She Shtel 4g
el Uapp) I 12

HL 9y nE A T & g
2 parent app®|2tiE dH=d], FEZH(Google)T 7ol
She] H(super app) Well 24249 & 7|5 7}x1
Jt Pz LJHI|=

o1& 7] WY(mini app)©]

7 158 53

oL

[

od A&

7‘|1_O

l, o123t o]

2EA I Qo] RS Ffel APATENNE
o] 2 5§30 super appolgt XA sH= Aol Lt
fE 7Idolu AnjAHEo]
AFE-3f|oF 5= multi appX T} super app2)
o XA3sl7 Q17| gEoz Holtk (Table 1)
ol & 4= 9ol super app FFPoIU W=ET} of
Alop Ao A FEHA HHS Hol1
0 %39] WeChati} AliPay, Q1%9] Paytm, A7}

AoT, HE

C}(Steinberg, Mukherjee, & Punathambekar, 2022). X2 9] Grab, QIE=Y|Alo}e] GoTo, HIEWES] Zalo, 1
<Table 1> Representative super apps
Super app Company Country Main service Founded
WeChat Tencent China Texting 2011
Jio Reliance India Texting 2007
LINE SoftBank Japan Texting 2000
Grab Grab Singapore, Malaysia Transportation 2012
Gojek GoTo Indonesia Transportation 2010
Taobao Alibaba China Shopping 2003
AliPay Alibaba China Payment 2014
Paytm C(f£$3n222i1 s India Payment 2010
KakaoTalk Kakao South Korea Texting 2010
Naver Naver South Korea Web portal 1999
Tata Neu Tata India Multi 2022
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3 SO A= Kakao, NaverZ} SQITH*“What is
Super App”, 2022).

kAl super appl] TE APAT EZF T2 oA
of AZ W2 ® o]FolA1L Ql=H ol= (Table
2)0] 25k eh. Ko(2023)= A&=U|AoF] Gojek
BA%H 23, 122 dA38), /st A HA gol
o 7199 AFE P Y8 mEskal G641
A5 AlE, AASHe} - GEUHS B7 A
AT H5 QAEE FUTE Jia, Nieborg, &

Poell(2022)&

23 WeChat9] R3]A} Tencent A&

B_o]: o H/qu],n:]/k‘] ;(Htﬂ-‘:' OO] U}'o chat«] 7] © E

74 WeChato]] txd F89 7152
TOoZ AFE RS H

SO W e-commerce

gk ojJgt I2u LA o]F delivery services® E3F

|

= d3f "ede

F

T 5 AFEPd Ad2fo] Tencent?] 52 olEUT
3L 5, obA] super appo] AL QYA 9F2 THE

et 7195

ol ol vluE4 ¥ Bt Uk 5

r}. Steinberg et al.(2022)2 ©ofFA|o}o] super app=

<Table 2> Previous study on super app

< AStHEA ol5S B8 Hr] 7gEHe] A%
4Bl ofxlo} Aozl AAL TRsaA Brii
o5} 2™, Roa, Rodriguez-Rey, Correa-Bahnsen, and
Arboleda(2022)= F=+9] super app & 22 F 3}
4ol SBL AHESHA Fe Q177 B hlobe]
7} R goA] WeChat¥]® AH|R}o|A| 2]<3t super
app= 5l FEAILES B35 st Yok AlAls
tt. Salehi, Miremadi, Nejati, and Ghafouri(2023)
= Al T& 7|54 AIASE o]=9] super app?l
Snapp!®] AIEGS SAeA FFe] WeChat, A%
Aok} GoTo® o2 E0l, Alul2 Fo] 4nlxjel
ARG o8 7|4¥} AHAF 450 HElAo] &
Aol gPon ety s

=9 7%, Han and Hwang(2023)2 Naver©f A
ABSe ANI2Y) 2UAE WR4UY, ST,

A9, 14489 £99 U Ao BT BE

52 2R 23 AR TSP BEE)
=011 SFAT Ko(2022)y= =W o9 W 9] super app

Study Super app Main function Country of use
Han and Hwang(2023) Naver Web portal South Korea
Ko(2023) Gojek Transportation Indonesia
Gojek Transportation Indonesia
KakaoTalk Chat South Korea
Pack(2023)
Daangn Market E-commerce South Korea
Toss Banking South Korea
Salehi et al.(2023) Snapp! Transportation Iran
Jia et al.(2022) WeChat Chat China
Ko(2022) 12 Travel Apps Travel South Korea
Je(2022) Banking Apps Banking South Korea
Gojek Transportation Indonesia
Momaya(2022) Tata Neu E-commerce India
Mylio Chat India
Roa et al.(2022) Latin American Super-App E-commerce Latin America (Colombia)
Steinberg et al.(2022) Golo Streaming Sweden
Huang and Miao(2021) WeChat Chat China
Steinberg(2020) LINE Chat Japan
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58 Super app marketplace A

ATHS AT MR @ FRAPA, AH| ALY THF
3} oA et &Hk ook ob= TP AAA, F A
A 7159 ABA}F 5 He g A AHRet of 7H
9o e ATAE AEFTh Pack(2023)2 W] of
THr0] o] super appC 22| EoFZ Skl QIthil
5} KakaoTalk¥: ofuje} 22101 A AARI &
2o, S84 49l TossE super appo|ztal <
o=t ©l= super app g0l ThEFEE Fofof A
FEER o]FojA 1 US5S FAT 4= glom, £
Toss®t -2 23 AFE HYHA s A= =
oFo] Tt} g2 Ag239] 3¢ H ol AA|
71581 A%t Pay =T 3 wig7]6& F7HL
], AM371E EE ZA| A AAEHS EQloh HA
AAHNE F7I= ST Je2022)= 23 d=0l
super appl.Z FAA TS kAl ol 5t o] &
o] S 710 et Au|A AFT A &
H|zpeke] gt A4S A 5ol 45 8<lol#kal st
k.

[e]

2. Shopping orientation

Shopping orientation(/\rﬂ AAgholdt AvR7F &
Bg sk HHoN AES Aol Ano) BEE
S5} (Biittner, Florack, & Goritz, 2013), £33 774
oA o]F317}t St EHES; 43 AHO|A Zoh=
ERE oA AFtEo] 231 Stk iﬂﬂ Aol
M avAEEo] 43 23Sl ) AlES 7IEo=
EREAHS ddohs A0 2 UEGTtH(Babin, Darden,
& Griffin, 1994; Kaltcheva & Weitz, 2006). O] 22
AH|AEC] AFE A¥ste £40] 159 &30
BT ARG HAGE AZe oolAT, £
SV 4BAE Aol BEAD ) o 2
AEE A8H S Frhstte 4B RE A
S} 2 HAE Feisete 4B B AUS

225 th(Kaltcheva & Weitz, 2006). 0|39
T-(Baker & Wakefield, 2012; Biittner et al., 2013;
Biittner, Florack, & Goritz, 2014; Biittner, Florack, &
Goritz, 2015; Fan & Jiang, 2016)= £ ZAIE 7]|&
O % A A AFeh= gl &7 oA £
gl Aol7h UL Aolte Azl 71xsAH. 9

F

£ 5o, ¥ Aol RUsH: AEE At Aolett
e 4o A7AQ ERE A £ YA &7

iy
X,
o
flo

E
2
N
i’l
b B o o g

oA AUE Fostele 2
B P Aol2 s T
A Fol7} 9o &

ZHE= iﬂ]x}-g.g AYAQ &£ AJgfo| =11

2 59

Es?‘
19
P
I
2
i
==
o)
0
A

o ot [o T

oo o ofl ¥R

7}A]
(Baker & Wakefield, 2012) H]Q—Eﬂ’ﬁ I =22 =
of ¢ # whg3stchal s} th(Biittner et al., 2015). ©]
o T2 A= 7oA A AvjAte] £3 571
Rolg 93t T B4 Tejsior Aot AL 9]
o} (Biittner et al., 2013), £33 A3 7149 AEA
Sol} oARE SRS o o] ABHRS At
ofefofl Am|Ate] Ftuf A7 Aol gtk olsi7t T8
st 7102 YERGTE Fan and Jiang(2016)2 AN
O] A A AptA| e AtolA £ Y] £ F
YA o] %o ARELS TR FHL 3437 9
g T2 ZA APAE AAsk= viAE HA Aol
o] AEEQIL o|Q} gJFRZA O &, activity promotion©]
2 AREL promotions 7] %3t HAI RO FLujj&
ol o EolthaA auABo 47 4E 48T
HA|Z] 7} AB]R; Ao 527 Q48 AR
ﬂt}i Sl9ich. Biittner et al.(2014)2 7R7]Q19] 43
FE AZ A B4 7Rk Tl 1o, A
o] Aol ujz} WOl T QFEH O R ehdeh
0w, olAL Aol 43 AN 4 ol
g dold Roldon 4% 4 g Aoz B
tk(Shen & Wyer Jr, 2010).

F:L 04.4

Rt o

. Research Methods

1. Research question

B AFoAE APATLE B3) super appd] THF
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7154 8R150] 0]&9 F7|HAE Sl US2
meotstal, ] A, v§ IR 7|YES] super
app marketplace I&LZ QsfAs Auja} o) 24
A £ AGF ofsf7t A foF S
TS A4St vt &2 AFZAE A
k.

ATEA 1. Super app AHA FPE dopRct
AFEA] 1-1. Super app 7|5 E 291 Thofsict,
ATLEA] 1-2. Super app 7|5E 2210 9% AH]
]’ ‘(l')r‘cg‘é‘ T‘I'r‘ ]":]'
AT-EA] 2. Super app AH|Z FFE ATEAT
# 2ol dokirt.
ALEA| 3. Super app AHAY] 41 AF3F Q9
< YopEoh
AT-EA| 4. Super app AHA 9¥H 41 A3 2}
ol mejeitt.

(r

2. Measurement tools

B 7o) AT 84 2¢ 93 58 24 &7
L, BE 59 PAE RS 294 %
o IghE SYshenh 3 AR app 447}
PSS I3 (Table 4] app 7159 S40] B3t
BYOR 2927} appg AHBIRA L7l AnlA
EAOog FA5}% 2™, Han and Hwang(2023)9] A
ToA 29 BEge EdiZ B 7o WA 7, B
Aokt F WA super app AH|ARS] £
shobe 18 BP0 (Table 7)0] 2 Hlo] oM,
Yu(2020)9] AFNA 291 B3 FRato] B
o gA A7kt

3. Data collection and analysis methods

1) Data collection

2 A1 ddA = = 20th~50TH super app At
8 A¥ol Y= Ao AYotT Lotol ARRA
AARA FOlMHo|E Fo APk, HE %
super app®l] ot /gtﬂ-g- Eﬁﬂ Ao A s =9
o} AR ALR3F EFEL 2022 3Y 27¢RE 4
g 2U7HA] ofu]z /\F— EOH AF=g 45
20224 49 4Q9HE 20229 49 119714 BRA

G

d= 59

AAISt] % 30790 SE g BAlol AHgISIT.

2) Analysis methods

2 AF= ASEAS #I5h SPSS 26.0& ARSI
o, FA A FAZIME 23 Z

2, gl ATEATNA S4E AR 9
o MERSS AP

=AY, super app 7|54 220 U &3 A 991 1t
of} g4 o 2l 18] varimax IAHHS
=35 QQIBAS A5}, Cronbach’s ¢ AFL=E
AFE B4 AASH . Kaiser-Meyer-Olkin S
0.5, communality 0.4, factor loading 0.4 ©]A}o|™H oF

S35t =02 W5} Cronbach’s ¢ A4 0.6 0]
Aol Agkst £F o7 Wokslgich(Han, 2022).

A, Super App AHA SF3= 9 K-Bo +
HEAS AAEIE T BAHEA (one-way-ANOVA) T}
Scheffe A5 AA|stY T}

QA super app AH|A FPZ 3 JAFSAH T EA
of Aolg vlmal7] S AEAE AASISA.

AU, super app AxH[AF HThE &3 3 2olE
E4517] ol EAMHE A (one-way-ANOVA)T} Scheffe
AS5S AASHA

4. Characteristics of respondents

2 AT A AFEASHE E/d2 (Table 3)
I 2ok AHO B FAF 14778(47.9%), 917t 16078
(52.1%)0.&2 ofZ7} golkth A" 50~594] 88
(28.7%), 40~49A] 87'8(28.3%), 30~39A] 817(26.4%),
20~29A] 5175(16.6%) <=°]%Jal, HEsH 3¢ 1
S Z9 oI5t 707 (22.8%), 2\9A] HiSh EY 46
H(15.0%), 494 Histi 9 1667 (54.1%), St
A o]AF 24H(7.8%), 71EF 1H(0.3%)0.2 4dA] tf
Tl E9o] g2 A0 & Yeth 29 FS 3
A 19278(62.5%), AHD Y 3278(10.4%), 5 397
(12.7%), 52 257 (8.1%), Y 15 (4.9%) <=0|2.
o U]E 143%(46.6%), 71 16178(52.4%), 7|Et 378
(1.0%)°o.2 7]&o] Walth F& AR&3l= super app
9] 7% dlolH 1997(64.8%), 7IF% 61%8(19.9%),
T2 16%H(5.2%), F% 16W(5.2%), 7= 11(3.6%)
=02 UYlo|HZl Btk 8 &£PEES FEEE
109%(35.5%), A1 100%8(32.6%), 215 5175(16.6%),

{

_|01A
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60 Super app marketplace AZFS A5t 4AH|X} 83+ EA &Rt
<Table 3> Characteristics of respondents
Variables N % Variables N %
Male 147 47.9 Clothes 51 16.6
Gender
Female 160 52.1 Beauty 20 6.5
2029 > 166 Daily supplies 109 35.5
30-39 81 26.4
Age ' Foods 100 32.6
40749 87 283 urIc)}rl;nsl:r?tem Electronics 17 55
50-59 88 287 |P
Travel 4 1.3
Under high school
graduation 70 228 Ticket 2 0.7
College 46 15.0 VOD 1 0.3
Education University 166 54.1 Others 3 1.0
Post graduate 24 7.8 Myself 287 93.5
Others 1 03 | Purpose of Gifts 18 5.9
shopping
Student 15 4.9 Others 2 0.7
Employee 192 62.5 Under 300 161 52.4
Own business 32 10.4 Monthly 300-500 100 326
Job income
House wife 39 12.7 Above 700 46 15.0
N 1 2 1
ot employed 5 8 Average Under 300 83 27.0
Others 4 1.3 monthly
00-500 1.9
| household 30073 %8 3
Single 143 46.6 :
£ ncome Above 700 126 41.0
Marriage Married 161 524 Introverted 174 56.7
Others 3 1.0 Character Extroverted 48 15.6
Naver 199 64.8 Mixed 85 27.7
Daum 16 32 Media 13 36.8
Kakaotalk 61 19.9
Most use Myself 172 56.0
super app Google 11 3.6 Influence on Y
shoppin,
Coupang 16 5.2 pping People 21 6.8
ssg.com 1 0.3
Others 3 1.0 Others 1 0.3
Total: 307 (100%)

o L
B _Ii ﬁ
A rlo o

20%8(6.5%) =22 YERTE Super app 4278
Q08 2877 (93.5%)°] @eH, dH+t 7
7005+ 91 o]A} 1268(41.0%), 300~500%F

.‘

98%(31.9%), 3003t ¥ ©o]3} 8378(27.0%) <O & L}
o] A% 7009t ¥ o]}
126™8(41.0%), 300~500%F 9 9878(31.9%), 3004+ ¢

ehdth UBE TH FA5
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oJs} 839(27.0%) =2 UENHTE JA9 A Wi
FA 1749(56.7%), AFA 48 (15.6%), A 85
B(27.7%) 0.2 WA o] woton, Eel A 1723
(56.0%), THA] 11375(36.8%), AA HHA 2175(6.8%)
o7 ZEol o] &yl 7MY B2 IFES FU

IV. Results and Discussion

1. Consumer classification by super app charac-

teristics

1) Factors by super app function

<Table 4> Factors by super app function

. o]oO:]

=
T

Super app 7|50l gt Q18 9 A= FF
A3} (Table 4)9} 2t} 187k 1.0 ojitog &5
2912 F 4719] 8Rlo g FLHEsIlom, ‘AR, A
R A i M = i RS o L R 2 )
2 wosks KMOZHS 8495 LFEREOM, Bartletto]
T4 A4 23 2AFARO] 1767.7912 2§
£ 1209 o, §2)52 5% olyolA] SOl 0000
2 Ueh} 2R HaskA Uehdth Eat
7 aQld 2HqEe] $AAT QAL 04 of
A0] 5218 Hol1 glol ZHFRo| ey e T
olg o, AFE A A3} Cronbach’s eZto] 0.6%

o ot W4 Avkie] i FBAS L 5 ATk

Component
\% Questionnaire
1 2 3 4
Obtain information regardless of location 0.792 -0.003 0.000 0.149
Obtain information regardless of time 0.762 -0.013 -0.031 0.123
Check immediately of any information 0.730 0.103 0.115 0.058
Various types of content 0.697 0.018 0.185 -0.005
I Available anytime, anywhere 0.687 0.053 0.141 0.009
Get a variety of information 0.659 0.100 0.012 0.195
Various types of services 0.658 0.011 0.178 -0.097
Various functions 0.576 0.024 0.383 -0.306
Get enough information 0.446 0.202 0.214 0.310
Communicate with others 0.016 0.830 0.191 -0.011
C | Share various information and contents 0.182 0.827 0.015 0.107
Talk about various things with others -0.039 0.781 0.248 0.145
Having fun while using it 0.121 0.164 0.784 0.246
E | Service is new and fun 0.243 0.197 0.768 -0.017
Feel better when I use it 0.073 0.251 0.599 0.525
H | Use it even when I don’t have a particular purpose 0.130 0.099 0.157 0.864
Total 4228 2.186 1.979 1.393
Variance % 26.425 13.665 12.372 8.706
Accumulated % 26.425 40.090 52.461 61.168
Cronbach’s @ 0.842 0.779 0.746 -

Note. V=Variables, I=Information, C=Communication, E=Entertainment, H=Habit.
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2) Consumer classification based on super app
functional factors

Super app 47}4] 715290 st +3-& Els}7]
sl 223 2 AA ASH 2HRAS AAIsH
Rk HERIS FRIet A3 4714 o] AE
SHA WrolAle AS EQlstal olF g HAS
3 —TL@‘“* % K-Bat #7242 AAISHT o]of

T #79 E4E dotEr] sk —Er (one-

way-ANOVA)% A O, AFEHZL Scheffe
H5S AASHRH. AEAF=91.121, p<.001), NS
A(F=74.331, p<.001), A (F=115.880, p<.001), &5
T (F=118.747, p<.001) 2% SAHOo=R {o|3t 5
ZolA Aol7h Q= AoR vpEkiith B AT
(Table 5y} Zth.

FAReR Aunw wWx Yryel A F4
3(M=4.16, SD=0.38)°] Bitglol 7V &7 ek,

22 3 4M=4.14, SD=0.32), &3 1(M=4.08,
SD=0.40), &3 2(M=3.28, SD=0.39) <=0 & U}EMt
t}. Scheffe AFFEAZS AAISE A 23 1, 2, 4=
FY 3BT BAMCE folgt sl Bl &
° Aoz yehgt)

2T A% 3 3(M=4.02, SD=0.49)°] Htgt
o] 71 =A Yebda, g2 #+3 1(M=3.66, SD=
0.48), &4 4(M=3.09, SD=0.54), Z3 2(M=3.04,

:L
FEZ

Super app marketplace AT 93t AH|A {3t

BAEGAT

2, 74 4Hh BAZHORE fogt &
o] ¥& Ao ehget.

oA AL 24 3(M:4 06, SD=0.44)2] W7k
o] 7P¢ =A Uehetal, the2 3 1(M=3.45, SD=
0.42), 273 4(M=3.20, SD=0.38), ZJ 2(M=2.89,
SD=0.45) <=0 & Vel Scheffe AFEZAZS AA]
3 A% 24 32 F4 15tk 23 12 27 4nth
A 4= Y 28T BAZHOR Jofgt EoA B
Tl ¥ Ao ekt

ST AS 3 3(M=4.19, SD0.62)°] Bk
o] 7} &Al Uehtal, o2 2+ 4(M=3.76, SD=
0.56), &4 2(M=2.96, SD=0.68), &3 1(M=2.48,
SD=0.59) <=0 & e}ttt Scheffe AFEZAZS AA]
o A A 32 T 4R 2] 4= F 2K
24 26 Y 15 BARHOE Jofgt fEoA B
Fgto] B A0 Uehgt.

olet 7o Aol wet 2L The Lol Y
sty Th #A 1(;1:62)2 super app 4H|A §3 F
20.2%= ¥l ¥4 HSe st FEOR, FEA
(M=4.08, SD=0.40)0] BFzto] 7H &7 Yepd
2B (M=3.66, SD=0.48), Q2H4(M=3.45, SD=0.42)
o] BAgE A HEhgoy STAAWM=2.48, SD=
0.59)9] Hgto] @A ¥ 2jolE HojF=0], super
app |&oHA & AFESH e shv Bad wgk &

FEOIA Fatgk

SD=0.46) =02 UEIHTh. Scheffe AFEHSE AAl B2 Aot 328 Y AMgP oleta ¥ st
St Ay 24 32 24 1EY BAFORE {og £ At
oA Bl w2 AoE YEhgoen, #4812 & 3 2(n=67)%= Super App £:H|A FF F 21.8%
<Table 5> Consumer classification based on super app functional factors
Cluster
v n=62(;0,2%) n=67(§1.8%) n=96(§1.3%) n=82(;6.7%) F Scheffe
Ration type Low-use type Multifunction type Habit type
M SD M SD M SD M SD
I 4.08 0.40 3.28 0.39 4.16 0.38 4.14 0.32 91.121™" a,b,d>c
C 3.66 0.48 3.04 0.46 4.02 0.49 3.09 0.54 743317 c>a>b,d
E 3.45 0.42 2.89 0.45 4.06 0.44 3.20 0.59 115.880"" c>a>d>b
H 248 0.59 2.96 0.68 4.19 0.62 3.76 0.56 118.747"" c>d>b>a

Note. V=Variables, I=Information, C=Communication, E=Entertainment, H=Habit.

Hk

p<.001
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= Al HA HES AASte FELeR, HEAM=
3.28, 5D=0.39)°] BFZro] 744 Eou} o] e
£ Jol v ZE 75281004 Batgtel WA v
Ehut super app?] 7|5 7H & E851A] o= 7E
o2 ALY oD FFA

T3 3(n=96)2 super app AH|AF 8 F 31.3%%
74 2 H)12S ARk S0 o] AT thE g
ool Hls} e 758l Hatgto] =A yEhd
super app 7H A5 A8SHI 2 BEHL Ui
Jom lsA8g ol Fystatt

T3 4(n=82)= super app AH|A 58 F 26.7%Z
T WA BSE AASe LR, FEAGM4.14,
SD=0.32)9] Hago] 71 =11 S/ (M=3.76, SD=
0.56) B4 = super app2] HE 7|59 HHikol =
< 557382 AQdstd 7MY =4 YEhd, super
appS B3 Tl YRE SU B Qlolw Po}
HE 9902 wWH A8Y 02 Yusir

2. Demographic differences by super app consu-
mer type

447§ e ATEALH 549 Holg
H]i 24 A} (Table 6)} 2t} o, A, 2T
of%, AW 7H & z
o7 ROt #FAA AolE HAL, 4,
g, 2 AMESl= super app, T8 &
app £BEH, D7 LS, 44
o8l gk Aog ekt

LA AREF Y BF Yol 30~39A17F 37.1%%
M B AoR Uehta, the Wgute] ulmolA
T 30~394]9] H]Fo] 7HE A YETh YL 3]
o] 64.5% VY BT, A9, T, 7Y &
oz Yeth 2E of= vE 51.6%, 987 7H
FAE0] B 7009 9 o} 46.8%FE w2 ASTE
= B3, &3] I vA= A9 F5 £l
o] 67.7%2 EA YEr

AAFEE 9] 2 Hol= 30~39A17) 34.3%, 40~49
Al 28.4%, 20~29417} 20.9% <02 =A YElY o
£ ArEd) g Fe AYEo2 F4E0l AUt
A9 AL SAMY 53.7%, T2 16.4%, AFIY 13.3%
H]Fo] wokor 2E ofF9] AFL uE 56.7%, HB

F 7MA) $2:52] 49 3005+ 9 |5} 43.3%, 7005

= AE AL
FAE, &7

. 997
Ao

3

NIC-ES 63

A o]} 32.8%= UEtHTH 4o TS
9] A% ER19] FHo] 67.2%E 7HF =2
EbtTt.

) sAHEB 9 A9 UolE 50~59A4] 39.6%, 40~
494] 26.0% w=2& YEY JATE F 7MY 2 A%
s Hoom, AL A 68.8%, AT R 4
9 71% 68.8%, BHA 7HA A5 B 7008
o] 51.0%, £330 FFES v|A= A H¢ £
A% 50.0%, WA 42.7% =02 =A UEhyth

S AFEE Y S Hol9] - 40~494] 34.1%,
50~594] 28%, 30~39A] 20.7% <02 =7 UERIT}
A2 A 61.0%, AE 5] B4 & 52.4%,
A+ 7H FA5Y S 300~5008F A 41.5%, &
B FIFE A= AY A wAL £ Bl &
UstA UretETh

S, &EH AR 9] A9 30t v 34t
o] FE5 o|FH F4 2 THASE 7ML 9
= 54E Holy, AAEEY A d¥dir 2 &
A& Hol 7H| F4EL 7P A Uehgon o
£ Adholl vls 21 FFo] 4o FFE vA=F
oA =A Yttt 7 sAHE3 Y] B SEA
9] 71 2 H&E A sh=d], 504 o]4] 7]& H]
£o] B2 Ao ety Y A F 7H w2 dF
4E BgoH A% 7MY =9t 534 AHE3 Y
735 40~49A419] & IAHY H]Eo] =YL THEe
AP F FASLS 300~5008 o] 7MY W2 EX
Hoth 534 ARSY o] 49 o2 doof ¥
&7} &80 FFE wA= F=rt A YERY
£ Ao zolg Brh

0%5

B
¢

O

o9 fo Lo

3. Shopping orientation factors of super app

consumers
&3 Ao dist &4 9 AFx AF A7
(Table 7)T} Zt}. 1S3 1.0 oj}oz 225 99l

< & 5789 ajlem FESleH, ‘HAE 2,
S 2, R 0, A"EAD, AT o=
H3tdtt. KMOZES 883, Bartlett®] T34 A%
A ZAFolAIE] 1,767.7912 AL 2109 o,
ol 5% olUlolA FojgHE 00022 2R1EA
of Agetglct. Bt 7 QAAA7} 0.4 olFo R
Z2A& 2 0] BlFAL R} Cronbach’s A4
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<Table 6> Demographic differences by super app consumer type
Ration type Low-use type Multifunction type Habit type
Variables 2’
N % N % N % N %
20-29 8 12.9 14 20.9 15 15.6 14 17.1
30-39 23 37.1 23 34.3 18 18.8 17 20.7 .
Age 17.950
40-49 15 24.2 19 28.4 25 26.0 28 34.1
50-59 16 25.8 11 16.4 38 39.6 23 28.0
Student 2 3.2 2 3.0 7 73 4 4.9
Employee 40 64.5 36 53.7 66 68.8 50 61.0
Own business 8 12.9 9 134 7 7.3 8 9.8 .
Job 25.987
House wife 7 11.3 7 10.4 15 15.6 10 12.2
Not employed 3 4.8 11 16.4 1 1.0 10 12.2
Others 2 3.2 2 3.0 0 0.0 0 0.0
Single 32 51.6 38 56.7 30 31.3 43 52.4
M Married 29 46.8 29 433 66 68.8 37 45.1 18.063"
Others 1 1.6 0 0.0 0 0.0 2 2.4
Under 300 11 17.7 29 433 21 21.9 22 26.8
AMHI | 300-500 22 35.5 16 23.9 26 27.1 34 | 415 19.792"
Above 700 29 46.8 22 32.8 49 51.0 26 31.7
Media 17 27.4 18 26.9 41 42.7 37 45.1
Myself 42 67.7 45 67.2 48 50.0 37 45.1 .
IS 17.355
People 2 32 4 6.0 7 7.3 8 9.8
Others 1 1.6 0 0.0 0 0.0 0 0.0
Total 62 100 67 100 96 100 82 100

Note. M=Marriage status, AHI=Average monthly household income, IS=Influence on shopping.

T p<01, T p<.05

B 068t} o] Yehdoms |
FEqle st

dEAol e

4. Shopping orientation differences by super app
consumer type

Super app 4H[ZF HTHE &3 ] AolE A4
517] Y3l EAFHEA (one-way-ANOVA)S A A5}
™, AR HS2 Scheffe 74’?? & AAISHTE &4
= (Table 8)3} Zth HA:AT F=Z(F=18.997, p<
.001), | Z2F(F=13.165, p<.001), 93 ZF(F=

°
&

19.945, p<.001), 93X ZHF=6.381, p<.001), HA|X]
FH(F=11.783, p<.001) ¥ EAZ o7 {oJ5t &
olA Zpol7t = AL E UElth B =t
715 88 (M=3.38, SD=0.78)] Htgtol 7 &7
UERE L, oh22 AAREF(M=2.88, SD=0.56), 2tz
A AFF(M=2.77, SD=0.82), 5T AHF(M=2.63,
SD=0.63) <0 & UE}GT}. Scheffe AME ASS Al
o A3} 7| sARE B EEA AR, AR R, &
WA ARG RET SAXCE {7t oA Btk
o] ¥ ZoE YElth

ol
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<Table 7> Shopping orientation factors
Component
SO Questionnaire
1 2 3 4 5
I tend.to buy brand-name products that can be 0.748 0.069 0.443 0,045 0017
recognized by others.
1 feel comfortable when I buy similar products that my 0.698 0.185 0.005 0262 0.121
friends usually use.
I buy products fr.om famous brands even if they are 0.680 0.085 0472 0.033 0,075
somewhat expensive.
I think people will ignore me if I use cheap products. 0.679 0.018 0.182 0.315 -0.041
B
I tend to buy one famous brand rather than several 0.675 20013 0413 0,091 0011
unnamed brands.
I hope people around me will recognize me if I buy a 0.670 0.300 0.190 0325 -0.109
well-known brand product.
I prefer famous brands to have a good view of brands 0611 0.192 0210 0251 0.064
or symbol mark.
I buy products that are mainly used by people in my 0.559 0.240 0,058 0.167 0433
group.
I like shopping. 0.144 0.854 0.214 -0.052 0.129
F | I feel refreshed when I go shopping. 0.155 0.842 0.110 -0.019 0.021
Shopping itself is a pleasure to me. 0.213 0.752 0.339 0.056 0.140
I tend to buy new products earlier than others. 0.331 0.159 0.728 0.144 -0.012
T | I am well aware of the products that are in trend now. 0.200 0.227 0.713 0.024 0.060
I tend to be very interested in trend. 0.267 0.347 0.694 0.142 0.063
I am worr1ed tha.t I will get tired of the product soon 0.249 0.037 0.064 0.810 20,067
after purchasing it.
D | T tend t.o worry that T will not use it well after 0.079 0.082 20.107 0.784 0225
purchasing.
I’'m worried if it’s too trendy when I buy it. 0.176 0.027 0.238 0.740 0.011
Even if it takes some time, I find and buy cheap 0,077 0,021 0,026 0.028 0.786
products.
I tend to wait for the sale period and then buy the 0.081 0014 0.199 0.005 0.779
E | product.
1 190k around sever.al.shoppmg malls to choose the most -0.158 0326 0.021 0.062 0.542
suitable product within the budget.
I tend to buy products that people choose a lot. 0.425 0.278 -0.314 0.067 0.491
Total 4.188 2.626 2.610 2.251 2.086
Variance % 19.943 12.505 12.430 10.721 9.932
Accumulated % 19.943 32.448 44.877 55.598 65.531
Cronbach’s & 0.883 0.868 0.815 0.749 0.633

Note. SO=Shopping orientations, B=Brand pursuit, P=Pleasure pursuit,

E=Economic orientation.
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<Table 8> Shopping orientations by super app consumer type

SO Consumer type N M SD F P Scheffe
a Ration type 62 2.77 0.82
b Low-use type 67 2.88 0.56 o

B 18.997 0.000 c> ab,d
c Multifunction type 96 3.38 0.78
d Habit type 32 2.63 0.63
a Ration type 62 3.27 0.82
b Low-use type 67 3.12 0.68 "

P 13.165 0.000 c> ab,d
c Multifunction type 96 3.82 0.76
d Habit type 82 3.25 0.87
a Ration type 62 2.81 0.90
b Low-use type 67 2.81 0.66 e

T 19.945 0.000 c> ab,d
c Multifunction type 96 3.46 0.79
d Habit type 32 2.63 0.73
a Ration type 62 2.90 0.86
b Low-use type 67 2.96 0.61 -

D 6.381 0.000 c> ab,d
c Multifunction type 96 3.30 0.85
d Habit type 82 2.82 0.81
a Ration type 62 3.63 0.55
b Low-use type 67 3.34 0.51 "

E 11.783 0.000 a,c,d> b
c Multifunction type 96 3.85 0.58
d Habit type 82 3.72 0.54

Note. SO=Shopping orientations,
E=Economic orientation.
** p<.001

B=Brand pursuit,

et 23 7S5 AL-3(M=3.82, SD=0.76)2] T
wgkol 7P A UEi, o2 EEE AEE
(M=3.27, SD=0.82), £%Z AM&FM=3.25, SD-
0.87), AAFRF(M=3.12, SD=0.68) &=C 2 L E}SIT]
Scheffe AF HES AT A3} tF7]5AMEE
23 A3, 1/\}0 3, 584 AR FEY FAHL

%ﬂﬂ Fo|A BHgo] 2 AR YERT

o = ,] AL T 5AMR- G (M=3.46, SD=0.79)
o] gatgkol 7Y A Yehs L, o2 EE 4 AR
F(M=2.81, SD=0.90)7} AARF(M=2.81, SD=0.66),
o4 *}%%(MZZ 63, SD=0.73) =2 & UEFETh
Scheffe /\]-_?_ 7‘:'4 /\] 3 o]— 7:1_,,]_ 1:]-7]1:& QF O o1-

O OoO1-

o =
2 3

P=Pleasure pursuit,

T=Trend pursuit, D=Danger perception,

A8, FTA A PET FAHS
FEoA Bdgho] =2 Z o= YERyit)
71 5AR B (M=3.30, SD=0.85)2] B
EA dEa, AAHE- (M=
2.96, SD=0.61)7} 3 A AFEF(M=2.90, SD=0.86),
&3A ALY (M=2.82, SD=0.81) ¢0F et}
Scheffe AFE AZE A5t 23} 7| 5AM gL g
24 A, AAEY, S84 AR BAHC

2 00]5} S04 Hitgo] =2 Aoz vEhtt

BAA TGS 7 5A-EF(M=3.85, SD=0.58)2]
ol 7HE A UE L, o2 538 AEY
(M=3.72, SD=0.54)7} &2]& AL (M=3.63, SD=

o0
= 1o
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0.55), AAFEE(M=3.34, SD=0.51) %0 & UFelyr},
Scheffe AFF S-S A|PeE A7} 7] sAHEH2 &
2 A AMEE, AAEE, S AHS PR BAHC
2 YTt oA Betgtol 2 A oE YEk

V. Conclusion

1. Research summary and implications

2 A= super app?] 7152Q1 S4S B3l 4]
AS5S F33etr A4, ul& 7199 super app
marketplace2 38 AIAZYLS ol ABF &
FE & AFZ B JE719 9 viAR A
9] 7125 E AFstaA st

& A5+2] A% super app £2HAF FF2 LA A
|3, A, t715AREE, 848 AR S
79 2BAF o E EREACH, Yol A4,
AT ofF, gy TH FAE, 4% FTF 8400A
AACE Y%t AFo]7t QIS Super app ©]-&A
o] &7 AL vt 2L g 2, {7 2L,
AARAZ, BAAF & 5719 20107 EREUoH,
super app AH|Z} FFE &£ AT Zol= 574 29
% BAZCE §I3t FEA o7t A= AL
2 et

Super app &H|A FFE JATLEA Y BT} &7
A Apolo] wE B4 t33 Zrh

A HA A AHE P2 super app &M F
A7l st 8 Witk AMESte RECE,
3007 A~700%t & °4fe] 7HAASE 71 304 v
29| Ato] FE o|FH &7 HFE AA Aol
7P A YEE I BRE 2, 53 2, 94
7+ o g Ady} Blus) WA YerEth oot &
AIE v]Fo]Ho} Baker and Wakefield(2012)9] ¢
54 4 A%FE AYe FFLE, olE2 ]
A3 A= Pincovski(2022)2] embedded finance 7%
< FHCE #HE AFFMoIu Hgt ZA AlAF
= =St Zo] arAo g Helth

) A AEHE super appl 715 VY B
G854 Y= FPLE, H|E H[Eo] 1L A7t
7 @om 9] vjgo] il 7HA FAEL 7P
A ettt &3 A2 AARAZ] MY =AW
B A AR AR ARS Blou, QI
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o
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)

ARl AiE H|Fojkol o] A A5
o} AA| HUst= AEFZ st ]oll= ool
HEO = super appell 714 H|IEA S ot
FYT & A ANE ABHE WeFo bt
AL A}ttt

Al A AL SEA F TP B2
AR YO super app 7HF AF ARESHL F &
St e FBLE, 401 ol 7MY w2 AgHe
71&olw EH 7008 ¥ o] 1AEE Th
SOl 28 OlRUT TPISAEES 4u%
B 47 AJF ZololA 57 82l BT THY A
Ehgom, A F A Ry = AAA el 7t
& EA ekt B71sARES AP A Baker
and Wakefield(2012)9] A3l &4 AFgo] =&
Fgoz, Bdcy 39 S+
7MY AES Y9 + A=

super app £ AU EALE LA 50| o]
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2. Research limitations and future research

2 A7t 2= AT & AFE AbSHE o
= 2 AA, sU AHARE e R Y E
Aol ol vl=9] super app =S F1%F 280l
A7} QI “What is Super App”(2022)3} Steinberg
(2020)0] 4 BY&{ %l HRe} o] oprfore}t F3l7h thE
A FoNA19 super app AFE YiA= Uehd 4]
Aol Tt vl WA o] S-AA] Hof & Ao g Hlth
=4, 74 super appZ TG AA| A ATLE Y
o 2N st Au|AE 7|HEo 2 3t super appQ)
S48 Zo|7F REGHA] ot & AT ArE dF
Aoz #HE3p7|oe 727t Ao 42+ super app
of I3t FAHR] A7/ FUHE 8= AA,
super app AR&-] Q=310 o] B3 A4S AT
SHA Gk AHIR AFE B 71€9 super app
marketplace29] 7]5< 7JAlsta HYsto] EAdsls)
= A71E utsjor & Ao Hch YA, B A
o] SEAE2 super appe T BZ-EH(35.5%)°]
H 524(32.6%) Ftufol HIsh sjAH(16.6%) w|-&
(6.5%) AFTHE F2 HE&S H=d, olo] gt
ARl BEAS Bof FA-Q B}t wiHo] @5 H
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