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The Effect of Customer Perceived Value on
Social Commerce Usage Intention
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= ) (crowd-sourcing) &
k7] wizell 71999 wAlY Fd sl Al
¥ Z98ltHRad and Benyoucef 2010). &4
HESTIE AAE Zel= Aaiel w2 719l
E3 Agist AnPAo s EAE o k. A
UIEQAE B2 7193 &Anjap 5 EFER
H FES By glon, o AR Q)
A UESZe EgFo] 2007-2008%d Alo]
500%°17¢ =7} st tH(Palmer 2008). webA
A A B2 i8S 7HAtEE 28l
FUES 7HXE ok A2 el 7uke
T AE 71900A v F8 5k
QElQl JdollA AHIAES] Tl QJARA A 2
FE T, 7, TEEENH S Be
olglgt A= LRIAAE FUH @%?_
o 22l A YEYIE A ARIER
< FA83, A &9 g5S 7
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71E9] e-AMEE 920&
s e-7P s Apo|Eof =gy
o]F2 3L Sl WHHO| 2L e-AHAE
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2~(social commerce) 2} g+t
DAAH T ERIFAA AFE
o &2 piste AS ALs] A A&
Aujte] g 28Rl vt <dAste] AH)At
o] g mAIE EEshE e-AHEE A
& Utk 8okl AEAHAE e- AN
Ageld 248 YEYAES olgs= Zojtt
2005 oFFE Fa ANE o]F pEAHAE
w9 wWEA e HA st Aok AnRt
& AF B AL A MEL T &E
stele 7dee] 7e Ao E el el oAt
AN 5\_317494 °F1%7} 71l Z1te] 9

2 Mg

= Ei

ot Aol S}L AOE Ure}kkv}(ﬂ%‘
2011). °]g YEL I thdt &L 427
w2ao o ® yehal ok AW
x4 7|gelet & 4 e 1FE(groupon) ©]
2008 Fgh o]F 2id whol 23uje] wiE S
7V 7158 el E 2010 H1ES A
2o 2 20119 3¥ 7Tl 2 <oR232le] AAEA
W2 JATE A A AAsA it wiE
Tk 2010 10€ 71Eo2 9 9599¢ T‘uﬂw
20119 349 64099 dolaloh(A&3 2011).
SAAME A R e A Azl

A& 7HEstely v AEE 71 7 AR
st gloh I3y e R A F497%
il A o] FwF F F e AEY
H7h vt RS0l B Sl =F
wo] glom, 2AANATL FEste dEe i
SelAl JeHA et e dAolth

DEAAMAEE 71EG] e-AM L9 Adolst W] 7}
A 2] EAS 7142 Ut Stephen and Toubia
2010). AR, Fwzp7E 719l ofbd sile|tt,
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SAANLE eAMAY AELT B BS
F o T 22l Aol ALEA Ao
E tiFEI Qo] oleh AEE ATt &det
A olFolAA G gtk 11 Fek HgE A
AFES U DAL digh a4

T(H&3k 2011 #AZEF 2010: Fisher 2010:
Rad and Benyoucef 2010)4} AAEAHA w7}
Y% (Stephen and Toubia 2009, 2010)3} ##
H Aol
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7P B2 ol9s Tt E g AEE]
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UERE ©]9S & $ttH(Bagozzi, Baumgartner,
and Yi 1992: Fishbein and Ajzen 1975). &2
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Ak AgEo] A FIde 7PN 9 o Aotk 24ade] FHdes 5T

o AolAl ztol7t Wk HEgk 28l FF T ] (group buying), FEzH$A(co-browsing)
e gk g diriet oo Fujapgke] A group gifting, ask-your-network, 44 UE$
ol = UAT DEAMAEE HEYIES A A (social network strorefronts), A4
A4 ZE Fvja JEYJIY} Fujzt YESY FEEIAFO) E(social shopping portals) 7F ATk 3
45 BEF 44 F Qe 5AS 7K 9 7} 2 2R (ratings & reviews)= AF L A

o} AEEH2010) > e-AM G} A2 T H 2 gl digh Ble] H7kE AlgsTe
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o 719 e-7iM2ellM = A4 (collective HJ7h B PR, 2EA R a8 17 A
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optimisation) & 4
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e-commerce social commerce
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SA4< 7K Stk A wiAlE AlE
ARl T WAE THRIZA ol TRl wt
gk zol7} glom, = HAls Avjaksel ofs)
M AREE Ao] ozt aRjAbEol AZshs
7HERE Aolth dwtH o2 A 7kE THA| = A
Folu M| 2ne] g507 wAehE o3 11
of W A Z2 Hlgol i anAEe] 3
7ht Aoz o o 3lth(Lovelock 1991
Zeithaml 1988). Zeithaml(1998)> AH|AF A}
£ 53l 7Hel tigk &R FojE v TR
etk AA, 7 73 4T JiE
S E2A Y2 7HAS gt EA, e Al
wollA &HAbEo] daA} st Aow AAls)
oA Aol AdH LT NEoE 5T
T Atk AA, LEA7E A= 7HE tie]

mjE AlEe] FAolt ol &M|RbEel Aed
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A F29
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oty A, 7HAE LHIARPE 2719 A
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Zeithaml (1988) ¢] g ejol] w=m 9] 7px|=
Hele] @Al He s Azsl He A

5
7ve) Wl Aot wehy o] A

w3
FoAol3 QA Algeltt slolel FALL
& auAEe] THERE oA HE ACEA

Aspt Aulze] AzkE FAT A el

e EFEa vk gAY FALAE 2703
= AR 34 A2 28 ARE CuA
w8, 99 2 NFAH M TP Uk
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d
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TARS FE37] 98t AAEHAT oAk
A FPNICEA 7= YRbH R F 7HA
Ao g FEE F gl shie Z
oj3L E ThE v AAA F2
oltty, 7154 a2 /e #EA, BAA H
7I2 A9 & & Atk 7154 Ads sk
8eloz2= 7k4 div] 7Fx¢] H]&(Sweeny,
Soutar and Johnson 1999), #|& = AMu]>x~ #
A (Anderson 1995: Sweeny and Soutar 2001),
7VA (Sweeny et al. 1999: Sweeny and Soutar
2001) 5= & F Utk A AL AF 2
Au| el oal frdElE 2oy e o]
St ZCE ol oA FAA A ALSA
ez 78 4 Qlth(Roig, Garcia and Tena
2009). XA AL WA Aol Aot &
He PN, AFSA AR el e] AL
gt AEE Zlolrh Mattson(1991)
A7t 7S oA de R ek A
AAH W A FHOE TR
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MNaS A4, AAA, 7154, 284, AR A
7kl oA 7R o2 A 9] 81 tH(Sheth,
Newman, and Gross 1991). AF8]& 7}x+ A}
313 373 At WA e A Ao
AR FHRelth A A JHAE 4M] A

#8E sl /158 AHE AFelt
Hulze) &9 K440 HE N oJole

o ARE e SUE AEE Rl 2
Wae 274 T2 4gH 2% BA )
Aoltk, w2 QX% e AF 2 A
Mo Mg RAA HE Ay 879 3
Fol} 57149 R S AW Kol

o
o

I8y Sweeney 9t Soutar(2001)= PERVAL
2 4l 190 58 FEES sl 4
7t 7INE S48t 15 PERVALE ¢
&3kl Sheth F(1991)¢] AAISH xFollA A
G4, 9AA Apde] FEde] "olxvy By
ol AL AL 71FA THA, AEA 7HA
AAH 719 Al 7HA] Ao 2 ISt it

F o= Sanchez 5(2006)°] Azt 7HAE
67 Lo R Aoy, olE 437 95t
GLOVALZ EI& 247 5L /Mt
(Sanchez, Callarisa, Rodriguez and Moliner
2006). 152> A7t 7HAE 67 APLem T
A=, o F vl 7= 715 A AFel s
FEl= Aolal ywA F 7HA] A FA A
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AA, AelA, AZE 7Rl H

Rolg 4 gk

g2 TteAE

2.3 &4 FEolE

2 E A7l 7P T2
© %k T stue HEs dF

2otk s #dd
1 Tl e B

g Fol ML ATH o8,

% 2000). 2BAF FF Aol AHAF FF
29l Adske 7MY 9¥E e A

= & Fishbein and Ajzen(1975) 9]
217 3F°]2(TRA: Theory of Reasoned
olty. ¢El3 FolEel WEH s

= "é‘?}@gi FHely od gPFs sl
PFE] AHE F AA 1

e E‘ﬂrb ZAolth(Ajzen and Fishbein 1980).
SHAES HAY AFAE HTEE 5
Aefstzlol] Aol g5 Aol wE W& 1
PeoBZHH AA He oS aHsA He.
FYH PFoledd M FF AA o=
g5 xe] 75 Agsta Aok PFo AH
Al AAQ AFel digk HErt ol
P5< FastE= 9=olth(Norman and Smith

o

1995). 9= A5 FdtHT F71oH, 3
S 871 s iRlel 71&1 =¥ A7k
85 onsi

Ajzen3} Fishbein(1980) 2 3214 dFol&S
EQE AEA #dde] e Y] P
ApA SA| st A o] Folx] 7] wjFel SEE
53 B2 AT F Aty FAL AU

2H|RL] X2t 7Ex|7F AEFHHA O

a3 o] o]BolMe #EA gle B2 29
5o =9 Al FFe mIA7] Wl
Aot gF 7k WA= F A 21l ofE
gk B ginh AA, e F4L dF
7|l FeEolop gty EA, ke FEol
#FE7] Mol WeA fethe Aol EF
FFoAee FFol e B=st a5 el
&Y HEs Pdso FPske Aol
ARkl 7R A Bl ek st okt
FFo A W Her & F A
A gt A "”394 %Qiﬂ"lﬁk Ajzen3}

o}&l =< o}ﬂﬂr % a4 ke 7 B4
H Aotk

e gEoledd med F34 e F
A JHRle] 7 Qe 7 A AdE #
ARl =sdtEe F719 7 7 29em
ojFot. ol& Tt 54 B FA
Peol=oll o) 2AHH, FFlee T
o] F& Aol e et T34 el
ZhA] DPE}X]E}‘:_ 740]1:} a8 =9l 5

ik
| ol valM ek FAH B
455 YuE P5o) urh o po
HEe) @44 93 5FRA B4, A
4 873 Wl FAPe FuA A4l o

i,
Ir

.
gae wasgrh AM, FEolwel 5l
Wat 7iQle) A exg EFHATE Mol

tHHoyer and Maclnnis 1997).
olgigt el PFolE2 AHA Al ¢
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& woFe] FES ARA AFdA AR gttt
(Ajzen and Fishbein 1980: Bagozzi, Baumgartner
and Yi 1992: Shimp and Kavas 1984). 12|31
2ol SojoiMe 2xghel Aola AnH|A} 3
Zmu ollg} e-coupons(Fortin 2000: Kang
Hahn, Fortin, Hyun and Eom 2006), S1E]ul
W7 35 (Yousafzai, Foxall and Palliste, 2010),
e-commerce( 84y, ¥4 2001: Hansen, Jensen
and Solgaard 2004) & pQIAdelAl AH]A}
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(Sherman, Lawrence, Mathur, and

Smith 1997).
HEYA ¢FA(Katz and Shapiro 1994) 2]
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o2 SAAE o5 'E" + Yang@} Jolly (2009
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(E ?) Eo|A Q0|8EM H1}

= — — - =
Constructs Item Estimate SE AVE CR Cronbach’s a
. ECO 1 840
AR A .
AR A 714 ECO 2 877 078 737 849 848
PSY 1 796
A 714 PSY 2 87 057 679 864 863
PSY 3 .886 059
TIM 1 901
A7 714 TIM 2 839 067 683 865 862
TIM 3 731 069
ATT 1 .855
HZ ATT 2 869 072 695 872 871
ATT 4 73 072
SN 1 843
T34 SN 2 906 059 754 902 902
SN 3 .855 055
INT 1 91
EeNe) .
|89 INT 2 786 077 737 849 850

Model Fit Indices

X:=115998(p=.024), df=88
X2/df=12318, GFI= 948, AGFI=920, CFI=.990, TLI=.986, RMSEA =.035

dhe Az Fr9oldow veht e ik FAvIde) wEeee
o] gHFth e o] XA AF9 CR a FAiE 7 A g3 AVERS vl
4 J

(construct reliability) %kel 8401302 =4 slo] Faalich AVE Alg2ol +AME 7+
el wEbd 2 AgolA Abgd 74 A AAIA S AE)skE Al® yehd shdE
MEE HALE52 HAFEIIAo] = ALz FAdol SR

Variables Mean(S.D) 1 2 3 4 5 6
1 AAA 71 547(1.02) .858
2 Ag4 71A 4.08(1.23) 423 824
3 A 7HA] 4.58(1.14) 391 404 826
4 B 4.95(1.09) 538 618 337 834
5 F44 9 4.99(0.92) 414 428 362 562 .868
6 o]&= 4.56(1.42) 538 122 409 695 A87 .867

ooz 32 AVE Ale2 w3
RE "JJ&JﬂL p<001
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A CE?LE?‘%OH
gt A s HAFakoh WA Ao A
A X (173558) 9] freldol 05ETH YA U
EREAIRE ol AlLst BE ARE AFES
ol AedlA AABIL AT VTS T

AR veygth FAHCR BHH GFI(.925),
AGFI(.889), CFI(.970), TLI(.960),
059) } LA ﬂ] Ueht Bgasies g

[e]
bl Xﬂ’“ 7le7} 7%D1i B el 5
FFS MAYE Aotk AEEN 24
g el 3A dATE G4 b
A 1-10] AAXEAH A =A== 416, t=6.02, p
<.001). wepA 2HAbEo] AP A 0]§o]
A A E AEHL Azshd, 28
2ol thste] 344 HEES IS due
e & drk 7 12 iﬂlx}gl A7k

il Eﬂ'ﬁi FJJEOH A e WA= AR
et 7hdol AAEATHABZA T =494, t=
7589, p<001). ¥ AFelre= AR 7L

2H|RL] X[ZHE 7Ex|7F 2MF{HA 0l22|=0f DXl= &

xohe Aoz yeht 7Hd 1-32 AAEHA X

stATH A=A = 031, t=.568, p=.570).
7Ha 29 32 @A PsolEe 27
o] L3t 7pdo|t)t a7 FgdEo|E A or
o) Al ehsh =4 o] o] do=
o mA= YFAAE 287 Al
’é 71

sle] AZeh A s ME} 7hd 2=

M orie o
N

44 HES ML QB ANAES 24
W2E ol§F 5ol E7] MR 247
2~ = -

A
2o o Eo)H HES AFIE Qo) £
& SAloleh, 7ha 3 F o] 24
2:9] ool ze] G Ak oleh #A
A3k o149l A7k veht hdel A5
tHAZA4 =193, t=3501, p<.001). 7Hd
9 30] AAHAYTHE AL Feld Aol 2
How aaAvZ UF ol§EE 49T
F gtk R HelFE Rtk

M 4E 28R BES olgelE 7o)
AN FEAD oo 2AEAE A5
7l A% Zolth TEAS =

BAE] skl FEYD =S 23] 9
ol ST PBEY FYPS NFOE TE

|
oel
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Standardized
Path Fetimate SE T Value Supported
Hi-1  ZAAA 7HA-8= 416 072 6.024 | A
Hi-2 AgA 7H-8= 494 053 7.589 A|A]
HI-3 A7+ 7HX-E| = 034 055 570 712+
H2 L-olgow 608 095 9.309 A A
H3 T qp-ol g x 193 092 3.501 2| A]

Model Fit Indices

X>=173558(p < .001), df=91
X/df=1907, GF1=925. AGFI=889, CFI=.970, TLI=.960, RMSEA = 059

Azl AT I Ak 7RI MR A4 oo B 9 MAE A
FEE 19 Aol vtk ¥ Rz BaAse 2 7ML 47k AR Ege

Aol thee] (E 5)sh 2tk AR GolA

wEE Xgat 49 7 AFAR BDs

Aokt R AEE gk 7k Ael(axd) VI Asbok 8l A
7HAARE et T HW 7 AEASFY Aol

At 7+ \A ¥ (unconstrained model) ©1th 6.1 A A3} @oF vl =9
A 2F2 ¥ (constrained model) = 25 A= 7]

ol Fobote AR Ueisith FEAS Y 2 A7e FHE SHER ofye} s 2ol M=
of ek Azke] y A mE ARAF] {9 ANz defel 7 5 stuz FAE 3
e AT 23 FENE 2o g AF T 2AATZ g LHAES] A7t 7HA
of meh ARAGTE FH9 Aok YE R § Lok, ol /AL auAR2zel
oF Uehdth T A9 7 AEAF %S A6 BE olgowd vXE gL sz
(E 5 FELH| OHE ==en 43 21t
High effortt Low effort )
Path - - AY Supported
Estimate(SE) | T Value | Estimate(SE) | T Value
Hi HZ-o]89% [726(.129) 7877 .340(.143) 3.658 4.488 A1A]

152 SHEOIAEME ®Mi3 H3s 20114 102




54¢ T3 ANsdY FRPENS B8 7
234 2348 295 thesh Pk 287
~g ol§PORM FFHE 2945 A7
g 7RIE AAE, 4PA A7E AR A
) A9 A et olF Al 7 A

»}E}w 2 2
FEL 88 FE Feol WFHL
SIS Lol Eol oA

oX > ¥ ot
52 4 e
o,
N
=
o L
Aui
Ir
poy
il'e3
rE
o
_o|L|
]
%0
_ﬁ
EL
Au)

PR

oL rlo
41
= I
f>
ied
N o
)
[
>
o
1o
o\
ko
r U
o,
o
(R

o2

k-
A
N

2 o
[
lo,
o> M
o
i
N
~
k-
e
N
i)
[
2

fr
)
:Jd
™

3\_’,
B
%0,
o

2H|RL] X2t 7Ex|7F AEFHHA O

1:!] 2] 1:]-;1_ 7]-7(4 3 A Uk

ga Wl ARE BT oleld RS
vpeo 2 Tul7} ol RelA Rolth Tyt %
g aAANE e SNSe dgel w A
;:‘l_zj'?_]_ 37,].7;‘”§ ZJH_Q] /\1}\]7]-23_7,]. §]—)\]—/HO] O]
FolAA) 3 9tk olgd ol FE 28| A7
4 ARt BE 7ke) BAT ANHA G A
o% Pk,

Hela ABolES Aol HEsh Fo4

el olgolEe] MAE GRS AFE 7
4e BE AAHYT olde Ads TE

(Bagozzi et al. 1992: Shimp and Kavas 1984),
e-TE(Frotin 2000: Kang et al. 2006), Euld

T3 (Dickinger and Kleijnen 2008) 5 F& A}
&3 A" old AFAHRE AA S Uk

T3 FEYE o] o 2945 A2
o) 27z WE HEst olgelw el
WG 29T AR AF Mol AXHY
o & FES AASE Aol o84 Yri 4
e SARd 2 dpdut o
w7 vehdt FEGR) B ko] B3
G Ae goR 27Y 4 Atk A4
2 gaAFEe Age] e ud, Ad

Hol AQFH T 2AAHAY 71A]7

b EolE
A E el Butd FE FEE o)H AT
AME AHAENA 27HE o] 7w

s AaAFIt= A7Z2 3 (Dickinger and
Kleijnen 2008)o14 & 4 Qdxo] FEAFS|

ol=of DXz 2&F 153



27T SNSS B4kt Qe &
ARHOR Qs 71Ee e-AREE A
AT olol T3 A7 7]
A 9T v B ApE 287
ATH A7 ARHE Ed) A
e thest 2t W, &
A BEsE NS B
3 ol ZPse et
F 247v 0] B4 westel B aAol
He 28AVAE o)§FOoEM FEHE A

o,
X
ol

o
Rl

[ L 2 1
2
-
2 =l
2
N,

ot
P
N

>
]
5
32
rir
>

>
>

N

¢

Mo
U
lo =
[ >
N

748 g 73%%—1 414, A e A
[e)

7HA] #A

4 A9AE ﬁxﬂﬂ A, 2AATIAE o8
oK 28R F1ele] AZkske B4 89

BEE AYF 74, 283 AW AL e

HAE FEdFE A 77 2501k, 9]
S 2 A FEE 2A7MAs ddd
FEATF 7124 AR 289 5 Ut
A, FelA Peoleg B 287 L
A&Pve dolth o= 3 AA o] dF
s Asked 7P Widsl ARgEe @
g4 Pgolgs ASTFeRA AL o
kel FFs v APHsES A6
o ol Ads 2A7HE QA 287
Hzol thek aHREe] BoF HEE o]
g g e A= Ak B S8
el T8l AU ATz g
o84 s ZEst] 28R s

154 SHEOAEXME mMi3d H3s 20114 102

°191°ﬂ AANze B4S weE

A (risk) #E W ZHE

A7
=
g % 9 Aotk

PO
[\
_>|J_Al

do 4 oy o
O}Ll, Oﬁ ‘D’
1SN TISANN iS4

o
e

P
N
re
-
N
A
N
N
D)
)
N
x
o,
)

Am o] th3k s Bk A AY

2011. 09. 06,

: 2011, 10. 01
: 2011, 10. 107
: 2011, 10. 11)



17-32.

. AEFAZA AT, 23(11), 41-63.
AAEH2010), 2EAM L S)9] 31 AkEleF A
1t DigiEco Focus, 20104 109 28,
FAH(2011), 28AHA o872 63% &

| 78 =2, 201149 8¢ 3¢

o ehda3] o] A (2011), 7199 AEAM L &8
Ae B S Ank A

o] 732 (2011), 9] 2EAH X Ao] A AHT
9 &% A e-Commerce, Social Com-
merce & U-Commerce, 28AMA & &
2l &= A3 conference, 2011 4

9 274,

(]

gsolEe Hriel tiqha Hall-Amjak
w5 Wetel A AR AE, 11(4),
21-47.

LGZAA+(2011), 2011 Ax¥]A} lifestyle.

Ajzen, 1. and T. J. Madden(1986), “Prediction
of Goal-directed Behavior: Attitudes, In-
tentions, and Perceived Behavioral Con-
trol,” Journal of Experimental Social Psy-
chology, 22, 453-474.

Ajzen, 1. and M. Fishbein(1980), Understanding
Attitudes and Predicting Social Behavior,
Englewood Cliffs, NJ: Prentice-Hall.

Anderson, E. W.(1995), “An Economic Approach
to Understanding How Customer Satis-
faction Affects Buyer Perceptions of Value,”
in D. Stewart and N. Vilcassim, eds. Pro-
ceedings of the VI AMA Winter Edu-
cators’ Conference. Chicago.

Bagozzi, R. P., H. Baumgartner, and Y. Yi
(1992), “State versus Action Orientation
and the Theory of Reasoned Action: An
Application to Coupon Usage,” Journal of
Consumer Research, 18(4), 505-518.

Bawa, K., S. S. Srinivasan, and R. K. Srivastava
(1997), "Coupon Attractiveness and Coupon
Proneness: A Framework for Modeling Cou-
pon Redemption,” Journal of Marketing Re-
search, 34(November), 517-525.

Davis, F. D.(1989), “Perceived Usefulness, Per-
ceived Ease of Use and User Acceptance
of Information Technology,” MIS Quar-
terly, 13(3), 319-340.

Dickinger, A. and M. Kleijnen(2008), “Coupons
Going Wireless: Determinants of Consumer
Intentions to Redeem Mobile Coupons,”
Journal of Interactive Marketing, 22(3),
23-39.

Dodds, W. B., K. B. Monroe, and D. Grewal
(1991), "The Effect of Price, Brand, and
Store Information on Buyer's Product Eva-
luation,” Journal of Marketing Research,
28(3), 307-319.

AH|Xte] X|ZHEl JIRI7F AMFH0A ofg9l=o DXz ZgF 155



Fishbein, M. and 1. Ajzen(1975), Belief. At-
titude, Intention, and Behavior: An In-
troduction to Theory and Research. Rea-
ding, MA: Addison-Wesley.

Fisher, S.(2010), Social Commerce Camp-killer
Social Commerce Experience. http://www.
slideshare net/stevenfisher/social-commerce
-camp-Killer-social-commerce-experience.

Fortin, D. R.(2000), “Clipping Coupons in Cy-
berspace: A Proposed Model of Behavior
for Deal-prone Consumers,”. Psychology
and Marketing, 17(6), 515 - 534.

Gerbing, D. W. and J. C. Anderson(1993),
"Monte Carlo Evaluations of Goodness-of-
Fit Indices for Structural Equation Models,”
in Testing structural equation models, K.
A. Bollen and J. S. Long, eds. Newbury
Park, CA: Sage, 40-65.

Gipp, N., S. P. Kalafatis, and L. Ledden(2008),
“Perceived Value of Corporate Donations:
An Empirical Investigation,” International
Journal of Nonprofit and Voluntary Sector
Marketing, 13(4), 327-346.

Hansen, T., J. M. Jensen, and H. S. Solgaard
(2004), “Prediction Online Grocery Buying
Intention: A Comparison of the Theory of
Reasoned Action and the Theory of
Planned Behavior,” International Journal of
Information Management, 24(6), 539-550.

Harris Interactive(2010), Speak Now or Forever
Hold your Tweets, June 3, 2010. http://
www.harrisinteractive.com/NewsRoom/
HarrisPolls/tabid/447/mid/1508/articleld/

156 SHEOIAIEME ®Mi3 H3s 20114 109

403/ctl/ReadCustom%20Default/Default.aspx

Homer, P. M. and L. R. Kahle(1988), “A St-
ructural Equation Test of the Value-
Attitude-Behavior Hierarchy,” Journal of
Personality and Social Psychology, 54(5),
638-646.

Hoyer, K. G. and J. MacInnis(1997), Consumer
Behavior. NY. Houghyoa Mifflin Co.

Kang, H., M. Hahn, D. R. Fortin, Y. J. Hyun,
and Y. Eom(2006), "Effects of Perceived
Behavioral Control on the Consumer Usage
Intention of e-Coupons,” Psychology and
Marketing, 23(10), 841-864.

Katz, M. L. and C. Shapiro(1994), “Systems
Competition and Network Effects,” Journal
of Economic Perspectives, 8(2), 93-115.

Lovelock, C.(1991), Services Marketing, Text,
Cases and Readings. Englewood Cliffs, NJ:
Prentice Hall.

Marsden, P.(2009), The 6 Dimensions of Social
Commerce: Rated and Reviewed. Social
Commerce Today, http://socialcommercetoday.
com/the-6-dimensions-of-social-commerce
-rated-and-reviewed.

Mattson, J.(1991), Better Business by the ABC
of Values. Lund: Studentliteratur.

Mittal, B.(1994), “An Integrated Framework
for Relating Diverse Consumer Characteristics
to Supermarket Coupon Redemption,” Journal
of Marketing Research, 31(November), 533-
544.

Norman, P. and L. Smith(1995), “The Theory

of Planned Behavior and Exercise-An In-



vestigation into the Role of Prior Behavior,
Behavioral Intentions and Attitude Vari-
ability,” European Journal of Social Psy-
chology, 25(4), 403-415.

Palmer, M. (2008), Social Shoppers Find Goods
Well Recommended. Financial Times. Re-
trieved March 5, 2010, from http://www.
ft.com/cms/s/0/349calba-c7c3-11dc-a0b4-
0000779fd2ac.html?nclick_ check=1.

Rad, A. A. and M. Benyoucef(2010), “A Model
for Understanding Social Commerce,” in
2010 Conisar Proceedings, Conference on
Information Systems Applied Research, USA.

Ramaswamy, V. and S. S. Srinivasan(1998),
“Coupon Characteristics and Redemption
Intentions: A Segment-Level Analysis,”
Psychology and Marketing, 15(1), 59-80.

Roig, J. C. F., J. S. Garcia, and M. A. M. Tena
(2009), “Perceived Value and Customer
Loyalty in Financial Services,” The Service
Industries Journal, 29(6), 775-789.

Sanchez, J., L L. J. Callarisa, R. M. Rodriguez,
and M. A. Moliner(2006), “Perceived Value
of the Purchase of a Tourism Product,”
Tourism Management, 27(3), 394-409,

Schiter, D. E. and 1. Ajzen(1985), “Intention,
Perceived Control and Weight Loss: An
Application of the Theory of Planned Be-
havior,” Journal of Personality and Social
Psychology, 49, 843-851.

Sheth, J. N, B. . Newman, and B. L. Gross
(1991), “Why We Buy What We Buy: A
Theory of Consumption Values,” Journal

of Business Research, 22(2), 159-170.

Sherman, E., J. Lawrence, A. Mathur, and R.
B. Smith(1997), “Store Environment and
Consumer Purchase Behavior: Mediating
Role of Consumer Emotions,” Psychology
and Marketing, 14, 361-378.

Shimp, T. A. and A. Kavas(1984), “The Theory
of Reasoned Action Applied to Coupon
Usage,” Journal of Consumer Research, 11
(3), 795-809.

Stephen, A. T. and O. Toubia(2010), “Deriving
Value from Social Commerce Networks,”
Journal of Marketing Research, 47(April),
215-228.

and (2009), “Explaining

the Power-Law Degree Distribution in a

Social Commerce Network,” Social Net-
works, 31(4), 262-270.

Stern, P. C.(2000), “Psychology and the Science
of Human Environment Interactions,”
American Psychologist, 55, 523-530.

Swait, J. and J. C. Sweeney(2000), “Perceived
Value and Its Impact on Choice Behaviour
in a Retail Setting,” Journal of Retailing
and Consumer Services, 7(2), 77-88.

Sweeney, J. C. and G. Soutar(2001), “Consumer
Perceived Value: The Development of
Multiple Item scale,” Journal of Retailing,
77(2), 203-220.

. , and Johnson, L.

W.(1999), “The Role of Perceived Risk in
the Quality-Value Relationship: A Study

in a Retail Environment,” Journal of Re-

AH|XRe] X|ZHEl JIRI7F AMF0A ofgQl=o DIXl= ZgF 157



tailing, 75(1), 77-105.

Yang, K. and L. D. Jolly(2009), “The Effects

of Consumer Perceived Value and Sub-
jective  Norm on Mobile Data Service
Adoption between American and Korean
Consumers,”  Journal of Retailing and
Consumer Services, 16(6), 502-508.

Yousafzai, S. Y., G. R Foxall and J. G

158

Pallister (2010), “Explaining Internet Banking

SHEOIAIEI 'S M3 w3z 20114 109

Behavior: Theory of Reasoned Action,
Theory of Planned Behavior, or Technology
Acceptance Model,” Journal of Applied
Social Psychology, 40(5), 1172-1202.

Zeithaml, V. A.(1988), “Consumer Perceptions

of Price, Quality and Value: A Means-
End Model and Synthesis of Evidence,”
Journal of Marketing, 52(3), 2-22.



(F5 1D

o

S}

AAA 713

Mittal(1994), Dickinger

2AAHAT olgam FAH o Aok 4 sty Az ’
2AAHAT olgdE AS ARHLR A} sitkT Azt and Kienen(2005)
FEERS

UE 287028 olgale 7o) Bt

U 2470 A2 o) 8ahe 7o) 270 Yang and Jolly (2009)
UE 287028 olg el Aol Ant

A7 A4

2 A B Ao AFl R e RS 22 5 o

AT A FE A RS BE Tk AuE 23S 4 Yok Gipp et al.(2008)
27U AE olguR AE B QA BUE B NS BokE 4 ST

2ANAE olgan BATES BE A0S Aokt 4 T

HE

2 AT ol 8aE RS E0T Az |

2AAR 2T o5 ol olelo] Hrky Azttt e & AL
237928 olgats Aol talN SRH o2 A7HaTh*) e

2AAY2E olgals AL Adatin Azkad

e |

e 28782 A o8 |t e o I
Ue U] 5248 98] 28ANXE o4 Reltt avis

eee

AU 2ol PR FEE o1& a7] AAAE BE ALE 2110k Sk | Mittal(1994), Dickinger
a /‘3 7+ghet and Kleijnen(2008)

HAv 2ol PR TEE AREHE AL B3t Azt

#3374

A EREEE LT |

988 o gast Shimp and Kavas(1984)
ATl
* geln 2o AAY g8

2H|RL] X2t 7Ex|7F AEFHHA O

o|=0f 0|Xl= F&t

159



The Effect of Customer Perceived Value on
Social Commerce Usage Intention

Lee, Kyung Tak"
Koo, Dong Mo™*
Noh, Mi Jin™**

Abstract

Social commerce is a more recent phenomenon and growing in number and size with the diffusion
of social networking services. But it has not been studied as extensively. The purpose of this study
is to investigate consumers’ social commerce usage intention empirically. Using the theory of reasoned
action suggested by Fishbein and Ajzen(1975), this study tests that perceived value created by
social commerce affects social commerce usage intention. In this study, authors e identify to the
conception of perceived value as a multidimensional construct, economic, psychology, and time value.

This study is to analyze the effects of the value perceived by the consumer on attitude toward
social commerce and the effects of the attitude and subjective norm on social commerce usage intention.
Additionally, we examine the moderating role of coupon redemption effort in the relationship between
attitude toward social commerce and usage intention.

In order to evaluative the validity of the model, 258 questionnaires were collected from college
students who frequently use SNS and accept new trend and technology using internet survey. All
the instrument items used in this study were adapted from previous research and the data were
analyzed using SPSS 18 and AMOS 7. This study proposed several hypotheses and conducted an
experiment to test these hypotheses.

Based on the data analysis results, it was found that economic and psychology value has significant
effects on attitude toward the social commerce but time value had not the effect on attitude toward
the social commerce. And the present study has also shown that both attitude toward the social
commerce and subjective norm significantly influenced usage intention. This finding suggests that

the theory of reasoned action effectively explains the social commerce usage intention. The result
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** Professor, School of Management, Kyungpook National University
*#% BK21 Research Professor, School of Management, Kyungpook National University
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regarding the moderating effect of the coupon redemption effort has shown that the attitude
toward social commerce and usage intention is moderated by consumer perception about coupon

redemption.

Key words: Social commerce, Perceived value, Theory of reasoned action, Coupon redemption
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