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Abstract

The purpose of this study was to verify the extent to which customer service, brand value and product
preference affect consumer satisfaction and brand loyalty in the use of mobile shopping apps. Therefore, a
survey was enforced for about three weeks in December 2021 targeting 200 users nationwide. The
questionnaire content was prepared with the independent variable ‘customer service, brand value, product
preference’, the parameter ‘consumer satisfaction’ and the dependent variable ‘brand loyalty’. Reliability and
exploratory factors between each variable were verified, and it was confirmed that internal consistency was
secured. Concentration validity of each item was found to be generally well confirmed. As a result of
hypothesis testing using the structural equation, 'customer service => consumer satisfaction’, 'bread value =
consumer satisfaction' and 'consumer satisfaction = brand loyalty' were adopted, but 'product preference =
consumer satisfaction' was rejected. It was analyzed that the higher the customer service and brand value in
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the use of mobile shopping apps, the higher the consumer satisfaction, and the higher the consumer
satisfaction, the higher the brand loyalty.

Keyword : Mobile App, Customer Service, Brand Value, Product Preference, Consumer Satisfaction, Brand Loyalty
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[Fig. 1] Research Model
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[Table 1] Operational Definition of Variables (Parameter & Dependent Variable)
Variable Measure Items References
The delivery process is accurate and fast. H.R.Kim[4]
Customer The shipping fee is relatively cheap. H.S Kim, I.H.Lee[5]
Service The delivery staff are friendly. H.J.Kwon, D.G.Kim[6]
Refund A/S, and exchange service are easy. J.H.Lee[7]
The brand's credibility is excellent.
Brand I try to buy prz\(]iflclt)srozrlj; rigl-gg;mnazznmlilﬁiceil yc;,ven if they are M.J.Kim, 5.8 Lec[9]
Value . K. KKim, et. al 2[11]
expensive.
I want to buy mainly from famous brands as much as possible.
I always check the things I have done to achieve my chosen career
Product goals employrpent .and hjgher education . J.W.Cho, et. al 4[13]
Preference Performance or functionality will exceed expectations. 1.0 Kweo, G.J Kwon[14]
The product for sale will not be much different from the advertised ’
product.
Consumer I think the price is cheaper than direct purchase. Y.M.Lee, G.C.Lee[15]
Satisfaction Mobile app shopping is smarter than direct purchase. S.AJoo, D.J.Kim[18§]
It is convenient to use this shopping app.
I will recommend this shopping app to others.
Brand Think positive about this shopping app. Y.J.Park[19]
Loyalty This shopping app is reliable. H.A.Cho, H.J.Jeon[20]
I prefer it compared to other hardwood brands.
The quality of this shopping app product is good.
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[Table 2] Reliability Analysis and Exploratory Variable Analysis Result

X Customer Product Consumer .
Variable Brand Loyalty | Brand Value Service Preference Satisfaction Cronbach's a
157 322 267 173 -.066
739 .097 125 .090 416
Brand .693 373 130 181 341 0.910
loyalty .656 519 167 131 204 ’
.640 163 .140 493 152
.630 375 284 301 -.018
235 847 .088 133 148
Brand 184 841 .054 164 136 0.85)
value .387 627 .066 211 158 ’
441 489 408 229 .107
217 104 .804 127 -.062
Customer 163 .044 784 -.005 310 0.758
service -.033 367 578 433 168 '
284 -.066 541 .199 404
Product .146 .196 174 783 .089
rtf’ e 314 122 111 695 348 0.794
prefetence 318 539 070 610 062
Consumer 102 181 173 123 .858 0.689
satisfaction 254 321 172 286 .618 )
Note : KMO=0.895 , Bartlett's X2:13264903 (p<0.001)
(¥ 3] T2 B 24
[Table 3] Discriminant Validity Analysis
. Customer Brand Product Consumer Brand
Variable AVE R Service Value Preference | Satisfaction | Loyalty
Customer Service 0.563 0.947 0.750
Brand Value 0.536 0.954 0.529 0.732
Product Preference 0.760 0.954 0.557 0.700 0.872
Consumer Satisfaction | 0.605 0.875 0.618 0.610 0.651 0.778
Brand Loyalty 0.568 0.963 0.638 0.722 0.774 0.672 0.754

[£ 215 2 Chronbach's Alpha’} 0.7 0|22 =EEQ7] HE0 2 AF0AM 2ES 53Y
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[E 4] PRYYAS S AT
[Table 4] Hypothesis Testing through Structural Equation
Theory Route Estimate P Verification
Hypothesis 1 Customer Service = Consumer Satisfaction 0.23 0.006** Selection
Hypothesis 2 Brand Value = Consumer Satisfaction 0275 0.004** Selection
Hypothesis 3 Product Preference = Consumer Satisfaction 0.141 0.06 Dismiss
Hypothesis 4 Consumer Satisfaction => Brand Loyalty 1.241 0.001*** Selection
Customer
Service Q
1241
Brand 0.275 Customer
Value ) Satisfaction

Product /('
Preference

(A8 2] A2y 24 2t
[Fig. 2] Research Model Analysis Result

426



Vol.11, No.4 August (2022)

Journal of Next-generation Convergence Information Services Technology

-

X Ho oo Rw u_mu_m_oe_uu_mm\wmﬂhuu._nrmu].mmm%
) ﬂzA_,AE_n_x.,mLmMoA_._._%WEAE
mos 5w H WS gDy oM _I._E_E[yﬂxz_o_e
oo o o oo comd DTy Ay
Rox K ao Hool T 53 of 83y o w B S U
ol ~ T ™ HXE e A oo R WT xom oo
B0 Ul - K o 20 gy oo X & Ko x_.W.__;u_W%ao
LY TEES LR M S N )
LR Tl & 2w < ow Tommomom 2 ou 3
B oH N N W R H W 4 = 5 £ %o ul
o R E._Nwlm_..__._._._._.wu._le 7H_._Lpuvx_.o
H 7 ol 9 S ml %o XN N S oy ol s =
o 70 o & ou ko H0 S T W S u| =
- ., 10 ad _._.__|._A_.0LI S 1o s Ul
S S oo ol ] <4 T oF — = 19
ol r o+ i = (0:(0] w_”_.._ . Mm v GA. on _ uu = O 1| ol
Tz R . © I % &m S 1 B o 4™ o5
T X o+ = ol 2 < M o 0 — m B
2T 3 Xy e pa X > 1M
> 2 X Bl iy oo M il T S
%o o xS wnw ST YE Y
< gy W =R o B oo o TG ST K
R EEE T LR R B L
o < - — —_
= g 0 1 = . P Y X0 M o Ko
~ =0 80 Tl gr b & O .- o 4 2w o ol o T U
I TR = or 83 W o Touwmu _ g
T ok -5 W oo ¥IT T T ool B
= N TR m ML TR o f
of T 2 ot g N T R ogor e & H X R g
W o= o Moo = K0T e % B ox Bl B oS
ol .o g T A - o = = M
RO om0 4 o T R B S I B
___Wom_%l_u_ mm%i;;mxm_mwuﬂﬁm_%o_emxﬁw
® g 4= um < mo ob <F xo T =@ % % 2 o 1
Fogp BT oIk = wm B 7 O = or o or Y E s
3 5 RUNE L ko Ol o ol o
S o ) Lo Ta oo HmE D H
- . = = —_ — T _ Ve)
oo W oE N ﬁn_|,,_mu__m_mono|eow go F S xo
%_wezﬂﬂ_f su o oUW mom_mre_eﬂ:_oﬁwgﬂm_
< m T S @ oS o KT = X DMy &
N & = o R .._A|._L|J||_.__._|_n_._ SN w o1 N 0|
3 S5 o or o T T
= Hd 3T % = — %_._._Ix ol & |_.__.H|_”__Mn_._.._u._uu
= © T 1S = & g _ o @0 T © = 7] 3
ST = s TR T T TR S
NN RO R Foo M ok 5w 8 E g
Klo H 5o o Klo ~ Ol m 35 ol S
RO ol oo Moo W ou TR YN T O o~ MM ST
of =l S A oW OE X O Ko o our 2 AR

Zret H
427

b

O
[

HEMEIK] W MEL2=7F B

-

A
HMETHK]. HEMSE, AH[R

it

BUCIHN, HEMSE, AHAUEL, SUCENET} BE QAR 227
A

it

A
AEOIA 7 AfH|

H

(o]

It 2
41

o

=

Z
AFOA ZHHY & N ARZO|A DAY

ES8=0 o

=
ZHY



The Effect of Mobile Shopping App Users' Customer Service, Brand Value and Product Preference on Consumer Satisfaction and Brand Loyalty

]

MEHTENON DAME[A o AHIMEURE A= BESMS 023022 MELD, 2l
HIXIREE = A= EESAS 02752 MEEL, AHAHRE o) BEMESY: o
ol

A BESAS 12412 MEEO MYEIYAOL HEMSE AHRBEE 0| B 7|2EY
ot AS A H HMH|AQ HHUETIK|7} SOIEAE AHKOEETL &

orE zol3, r
MBEI} 5OFE4E SUCSTHEIL SMER Ye o2 FAEUC

DHHY 23 % ABUN SUCSTHES FHH| ML 2HRUSTE FOFUN SA
Of DAMB|AQH HASIIKZ £OIFY| et 20| LR HOICE 0T Sef DANH|A YS
ol iSIPel Het A% MBIl THNOl AL dhs HT Ao HE, $H2. A5 T Al
~0| 80| £2 93} 2stn, BUCSIIKY YR Aol MelEst S451n, M2e HES
A0 Mo, Jhss SBEAUS L B HES AD 40| s Au|Tle] 0he g ofshet
GIA 0|2 M| LZlEs =30l Tash Holt Ci2o] RutY ¥ 4TS NF Aojsls A
O SlEeID 10| o MEelTHs XS de| Yalas = Tas 2ot

References

[11 H. P. Kim, “Mobile Shopping”, daum.net, https://100.daum.net/encyclopedia/view/54XX34200060, (accessed
February 1, 2022).

[2] H. J. Lee, “App Annie, Mobile Market Status in 2021, Worldwide Consumer Spending 3.8 Trillion Hours
on Mobile Apps”, gamefocus.co.kr, http:/gamefocus.co.kr/detail.php?number=12564, (accessed January 13,
2022.).

[3] J. Y. Lee, “Global mobile app spending soared by 19%: Korea ranks fourth after China, the US and
Japan”,  newsis.com, https:/newsis.com/view/?1d=NISX20220113_0001723024&cID=13001&pID= 13000,
(accessed January 13, 2022.).

[4] H. R. Kim, “The Effects of e-Service Quality, e-Satisfaction and e-Trust on e-Loyalty in Online Shopping
Malls”, Korea Research Academy of Distribution and Management Review, vol. 18, no. 6, December 2015,
pp. 5-17, doi: 10.17961/jdmr.18.6.201512.5.

[5] H. S. Kim, I. H. Lee, “The Mediating effect of Customer satisfaction on Relationship between Online
Service quality and Customer Royalty in the Travel agencies”, Journal of Tourism Management Research,
vol. 53, December 2012, pp. 143-161, doi: https:/www.earticle.net/Article/A190367.

[6] H. J. Kwon, D. G. Kim, “A Study on the effect of online distributor's information quality management on
customer experience: Focus on Korean electronics distribution service”, Korean Journal of Logistics, vol. 20,
no. 4, December 2012, pp. 1-20, doi: 10.15735/kls.2012.20.4.001.

[71 J. H. Lee, “A Study on the Effet of the Customer Satisfaction and Reuse Intention of 020 Delivery
Service Quality”, The e-Business Studies, vol. 20, no. 5, October 2019, pp. 125-139, doi:
10.20462/TeBS.2019.10.20.5.125.

[8] G. M. Gang, J. W. Hong, “The effect of Service climate on Customer emotion and Customer satisfaction”,

428



Journal of Next-generation Convergence Information Services Technology
Vol.11, No.4 August (2022)

Journal of Convergence for Information Technology, vol. 11, no. 9, September 2021, pp. 65-74, doi:
10.22156/CS4SMB.2021.11.09.065.

[91 M. . Kim, S. B. Lee, “The effect of the innovativeness of delivery application users on perceived traits,
satisfaction, and continuous usage intention”, International Journal of Tourism and Hospitality Research, vol.
31, no. 1, January 2017, pp. 199-214, doi: 10.21298/1JTHR.2017.01.31.1.199.

[10] J. J. Park, “Effects of Customers' Perceived Service Justice in Membership Discount on Customer’s
Satisfaction and Relationship Quality in Deluxe Hotel”, Journal of Convergence for Information Technology,
vol. 8, no. 1, February 2018, pp. 265-274, doi: 10.22156/CS4SMB.2018.8.1.265.

[11] K. K. Kim, Y. H. Kim, J. H. Kim, “A Study on Customer Satisfaction of Mobile Shopping Apps Using
Topic Analysis of User Reviews”, The Journal of Society for e-Business Studies, vol. 23, no. 4, November
2018, pp. 41-62, doi: 10.7838/jsebs.2018.23.4.041.

[12] S. H. Yoon, H. J. Hwang, “The Influence of Service Scape and Service Provider’s Esthetic Labor on
Customer Behavioral Intentions and Mediations of Emotional Responses in Esthetic Shop”, Journal of
Convergence for Information Technology, wvol. 10, no. 8, August 2020, pp. 250-258, doi:
10.22156/CS4SMB.2020.10.08.250.

[13] J. W. Choi, H. J. Seol, S. J. Lee, H. Y. Cho, Y. T. Park, “Customer Satisfaction Factors of Mobile
Commerce in Korea”, Internet research, vol. 18, mno. 3, June 2008, pp. 13-335, doi:
10.1108/10662240810883335.

[14] J. J. Guo, G. J. Gweon, “A Study on the Evaluation of Emotional Image and Preference for the Infant
Product Detailed Pages of the Shopping App in China”, Journal of Communication Design, vol. 66, January
2018, pp. 104-115, doi: 10.25111/jcd.2019.66.08.

[15] Y. M. Lee, G. C. Lee, “Empirical Analysis of the Effects of Service Quality of the Smartphone App Store
on Users’ Repurchase Intention”, Journal of Information Technology Service, vol. 14, no. 3, September
2015, pp. 1-18, doi: 10.9716/KITS.2015.14.3.001.

[16] H. S. Jung, S. I. Lee, H. H. Yoon, “The effects of O20 delivery apps’ service quality on customer
satisfaction and behavioral intention”, International Journal of Tourism and Hospitality Research, vol. 35, no.
2, February 2021, pp. 193-208, doi: 10.21298/IJTHR.2021.2.35.2.193.

[17] C. G. Kim, J. D. Kim, “Effect of Naturopathy Quality on Customer Loyalty; The Mediation Effect of
Service Value and Customer Satisfaction”, Journal of Convergence for Information Technology, vol. 10, no.
2, February 2020, pp. 146-153, doi: 10.22156/CS4SMB.2020.10.02.146.

[18] S. A. Joo, D. J. Kim, “The Effect of Perceived Service Quality on Customer Satisfaction and Repurchase
Intention of the Food Delivery App: Focusing on Adults in Their 40s or Older”, Culinary science and
hospitality research, vol. 27, no. 11, November 2021, pp. 1-12, doi: 10.20878/cshr.2021.27.11.001.

[19] Y. J. Park, “An Empirical Study on the Effect of Customer Satisfaction and Customer delight on Customer
Loyalty; Focusing on Repurchase and Customer Retention”, Journal of Korea Industrial Information Systems
Society, vol. 24, no. 1, February 2019, pp. 109-123, doi: 10.9723/jksiis.2019.24.1.109.

[20] H. A. Cho, H. J. Jeon, “The impact of perceived service quality on customer satisfaction and continuous
usage intention among delivery app users”, Journal of Hospitality and Tourism Studies, vol. 23, no. 1,
January 2021, pp. 133-151, doi: 10.31667/jhts.2021.2.86.133.

[21] J. W. Lee, J. H. Lee, “An Empirical Study on Quality Factors, Customer Satisfaction and Continuous Use
of Mobile Payment Services in China”, The e-Business Studies, vol. 19, no. 5, October 2018, pp. 119-135,

429



The Effect of Mobile Shopping App Users' Customer Service, Brand Value and Product Preference on Consumer Satisfaction and Brand Loyalty

doi: 10.20462/TeBS.2018.10.19.5.119.

[22] J. H. Lee, M. S. Gang, “A Study on the Attractiveness of Mobile Application in Travel Agency -Focused
on the Moderating Effect of Price Fairness-”, Journal of the Aviation Management Society of Korea, vol.
13, no. 5, October 2015, pp. 119-140.

[23] E. Y. Lee, “A Study on the Usage Behavior and Intention to use for Mobile Application in Airline
Industry”, Journal of the Aviation Management Society of Korea, vol. 13, no. 3, Jun 2015, pp. 19-31.

[24] Y. R. Park, D. Y. Yoon, H. J. Jeon, “The Effect of the Value Consumption on Customer Satisfaction and
Behavioral Intention of Skin Care Service Users”, Journal of Convergence for Information Technology, vol.
12, no. 1, January 2022, pp. 127-134, doi: 10.22156/CS4SMB.2022.12.01.127.

[25] J. H. Choi, J. S. Han, “The effects of hotel branded app’s quality factors and economic benefits on
perceived value, user satisfaction, and continuous use intention”, Korean Journal of Hotel Administration,
vol. 28, no. 5, July 2019, pp. 213-230, doi: 10.24992/KJHT.2019.07.28.05.213.

[26] Y. H. Lee, B. G. Yoon, “The effects of service benefits of a mobile travel search app on customer value,
customer satisfaction, and re-use intention”, International Journal of Tourism and Hospitality Research, vol.
35, no. 6, Jun 2021, pp. 85-101, doi: 10.21298/1JTHR.2021.6.35.6.85.

[27] J. H. Lee, S. G. Lee, “A Study on the Influence of PUI and Interaction of Home Air Purifier on Brand
Preference and Purchase Intention”, Industrial design, vol. 13, no. 3, September 2019, pp. 41-54, doi:
10.37254/1ds.2019.09.49.05.41.

[28] L. S. Lee, J. W. Jeon, “Effects of SNS Mobile Advertising on Product Attitudes: A Focus on
Self-presentation and Media Differences”, The Korean Journal of Advertising, vol. 24, no. 3, April 2013,
pp. 155-172.

[29] M. S. Song, G. M. Jung, “A Study of Effects of Service Quality and Ease of Use on Buyer”s Satisfaction
and Purchase Intention in Mobile Shopping Environment”, Korean Journal of Business Administration, vol.
30, no. 6, Jun 2017, pp. 975-1007, doi: 10.18032/kaaba.2017.30.6.975.

[30] M. S. Kim, D. J. Lee, “Customer Satisfaction and Brand Switching in the ICT Bundle Market”, The
e-Business Studies, vol. 20, no. 1, February 2019, pp. 233-248, doi: 10.20462/TeBS.2019.2.20.1.233.

[31] J. W. Hwang, J. H. Lee, “A Study on Purchase Intention and Buying Behavior Factors of Mobile
Shopping Mall”, Journal of The Korean Society of Design Culture, vol. 25. no. 3, September 2019, pp.
547-559, doi: 10.18208/ksdc.2019.25.3.547.

[32] Y. J. Kim, “Effects of advertisement acceptance according to brand familiarity on ease of imitation and
behavioral intention of mobile payment”, Journal of Convergence for Information Technology, vol. 9, no. 4,
April 2019, pp. 48-58, doi: 10.22156/CS4SMB.2019.9.4.048.

[33] C. Y. Jung, I. G. Choi, Statistical analysis using SPSS WIN, Trade Management Company, 2001.
[34] J. C. Nunnally, Psychometric Theory, McGraw-Hill, New York, 1978.

[35] B. B. Bo, “How much has online shopping and mobile shopping increased?”, naver.com,
https://blog.naver.com/bobae10088/222663151732, (accessed March 3, 2022).

[36] J. Y. Kim, “Increase the convenience of offline shopping”, kpenews.com, http:/kpenews.com/View.aspx?No=
2227523, (accessed March 7, 2022).

430



