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Effect of Quality of Curation Service on User Satisfaction, Trust, and Persistence Usage
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Abstract: This study tried to investigate the effect of the service quality attributes of the curation on the satisfaction,

trust, and intention to continuous use of consumers in that curation services are derived in various forms and being
greatly activated, there are not many academic discussions centered on them. Besides, differences between curation ser-
vices by each service provider were also verified in this study. Data collection was conducted for one month in August
2019, with 373 men and women in their 20s. The results of the study are as follows. First, according to the result of inves-
tigating the variables that make effect on user satisfaction of curation service, it was identified that satisfaction has
increased when figures of fulfillment, responsiveness, personalization, design, ease of use, and safety were higher. Second,
among the variables that influence the reliability of the curation service, trust increases when user satisfaction, design,
ease of use, and safety are higher. Third, satisfaction has a positive effect on trust, and both satisfaction and reliability
affect the intention to continue use. Fourth, as a result of examining the difference in quality between the curation ser-
vices divided by Curating subject, it was found that satisfaction, ubiquitous connectivity, and responsive quality were mea-
sured higher in the business operator service than in the user curation service.
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Table 1. Classification of curation services

Researchers Classification criteria Classification of curation service
Ju(2013) Curation provider Specialized mall, subscription service, open market, consumer
recommendation system, e-commerce, social curation
Purpose Information service type, product brokerage type, combined type
User’s attitude Participatory type, subscription type, combined type
Curating subject User, business operator, user and business operator
Cho(2013) Curating subject Business operator, user
Jeong(2014) Form of service Image-centered curation, shopping curation, magazine curation
Lee(2016) Types of curation services SNS linkage to shopping mall, shopping mall on sns, subscription

commerce, crowd sourcing commerce, social curation site, curation
service of open market

Park and Kim(2017) Curation types classified based on prior research SNS expert recommendation type, subscription type, social commerce
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Fig. 1. Research model.
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Z=7} A&siA WAE, AMElE ARG A] A e] gl S
ZHA 0 2 g gSfErt, AHlS AR Al o] gl] 7170 &
=)o 3Ee g AT /1S E Van et al(2004)3)
Wolfinbarger and Gilly(2003)2] 75 vlEOZ AH|2e 1}
o] UYzE Ags] olsfistaL ., AHlas UE 93l 2%
3 & g e 7IsE AU Uk, AMElAE v AEER
£ Astal 2 ARl wet skeshe AR e AHAE A
Ttk o] TR FAEATE TIRIRIS Montoya-Weiss
et al.(2003), Van Riel et al.(2004)3} Wolfinbarger and Gilly
(2003)°] ATFE HiROoE AMu|ZoX AFEH= P T
o] uhol £, AlFEe AH|=e] TrRRle] wig el
AFEe Teze AZHoR Tl Tl MuiE 1Y)
o Frhoe] 4EFew FsISIth ARE-&o]/dS Montoya-
Weiss et al.(2003)2} Van Riel et al(2004)2] A+E HlFO =
AMujae o] &sl7] fA A Ak, AMHlae FejF e
2 17 A AFEh, AH|IE AR Al W25 HA] it
7Fsettt o] 43k 2 dsigint. P32 Van et al.(2004)
3} Wolfinbarger and Gilly(2003)2] A2 vlgfo g Mn|2~S
%SH Adehs Ao] FdsA M), Au|ze 487t=

HE AFshe 3lo] FHsAl =AY, Au]2 o]gol] 9}
01 AHeE BRPEX7) ZHA lrhe] 3o s AT A
42} V== Kim(2014), Szymanki and Hise(2000)2} Devaraj
et al.(2002)9] ATE vIRO R AlFe AR Aulzel dis]
A es W5 Aolrt, AlFgske 7Ho] REAHE A
oltt, A& o]go] Hnkxog Hed Aolt},, Ak Al
W°l A3 7HdsiA AlgE otk g A 7zt o &
5 3ol th=A] Got wELEE Aolvk, TRk AlF 4
H7F AlFEe], U B AFE Y vt AEE JF
US Aok, 4y AFyo] EAE Aok, HFE Ao
28 Zoltk, Ue] IaE wEAY Aok, ¥ Y
o] IAAY Folth o] 103, 41Zl= Wu and Chang(2005)

2

o
& Nlﬂl

Table 2. Factor configuration variables

o] A5 vigoR A st A&sHA o]Foid Folrt, X
Aol A& Zleltk, AT 4 Y& Aolrk, A= FHo]
A&H o2 AE)d Aolthre] sEFoz FABIATE R EHAME-
°J%=E Cho(2012)¢} Jarvenppa and Todd(1997)2] G2 u}
o F ZhaL A gk AlEe] Ak, ek A
AF-L dollA F9e 7RIS 7T & Aojtk, ThE AlolE
of #stal e WA AFelolEts, v o] AH|EE o] &
slo] ufe Aoty A AF FlE T 7FsA0] A
< Zlojthro] sEgo g AT ATEAITE EALS Lee
and Kim(2004) ©] 972 wigoz e 2oz A
AEE F aNEdes 4 s, Likert 58 HA=, BE
Aol A A= SASIAT AEAY 742 Table 29
2t

33 B 4+ g sy
£ e falold Aula F4o] Lnjrte] v, AlF gl
AEAME 0o R E FES Yol AFEA] Hnpde] A
o] B2 AdE e A5 19 st vt
A Al & 200 1Y H 2rkd o] gA7ke] 4A)7ke]H,

Rl BEEo] 99.87%= RHld o]go] 7 =& Agjeltt
(Jung, 2019). ©]° 20t W43} A& TRz A4 st
Apge] 52 20199 89 197H 89 31U7HA] FeEolA
A =E *F%H—“i Z4glol Sle HAtM AF <l 2000 &
Lﬂ 373 S tideRm 2Ekl AEAbE AAlesith 7= A
A 5“16}@1 2 siglom, A AlZ} sojAlel o]
A wﬂv ARG fell oigk SRS Bl FeElold MHIsE
Aol 1 o] Adel 2 2 U= AFES A7l BEeR
A&t
FH¥ AF= SPSS TS s
=R slelen, Aus 4 A £7E 98 5

S|
=" (principle component analysis)© 2. -4 }‘}53'_, el

2%
ol
o &
o N
&
X
ey

oL
ML

Q.

l

S
(varimax) F)23]d WS AT AT Hel 7k mRE
FEgS dolrr] sl HEA (regression analysisyzH A1

Variable n Researchers
Fulfillment 3 Van et al.(2004); Wolfinbarger and Gilly(2003)
Ubiquitous connectivity 3 Lee and Kim(2004)
Responsiveness 3 Li et al.(2002); Wolfinbarger and Gilly(2003)
Personalization 3 Van Riel et al.(2004); Wolfinbarger and Gilly(2003)
Design 4 Montoya-Weiss et al.(2003); Van Riel et al.(2004); Wolfinbarger and
Ease of use 4 Gilly(2003); Montoya-Weiss; et al.(2003); Van Riel et al.(2004)
Security 3 Van Riel et al.(2004); Wolfinbarger and Gilly(2003)
User satisfaction 10 Kim(2014); Szymanki and Hise(2000); Devaraj et al.(2002)
Trust 4 Wu and Chang(2005)
Persistence usage 5 Cho(2012); Jarvenppa and Todd(1997)
Respondents’ profiles 6 Lee and Kim(2004)
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Table 3. Demographic characteristics (N=373)
Variable N %
Experience of buying Yes 352 94.4
fashion products
No 21 5.6

in online shopping malls

Personalized

Recognition of curation . . 195 523
recommendation service

service
SNS curation service 178 47.7
Male 74 19.8
Gender
Female 299 80.2
High school diploma 27 7.2
College student 186 49.9
Education College graduation 136 36.5
Graduatef student or I 40
higher
others 9 2.4
Office work 100 26.8
Self-ownership 7 1.9
. Student 217 58.2
Occupation
government employee 6 1.6
Nonemployed 27 7.2
others 16 43
373 100.0

3]+ (hierarchical regression analysisyS AAISIHAL, AFAA}
A Feloldst ARSAL FA| Flo)del wE AH| & 72 2t
o]& 7373171 913l Independent t-testsS HAISFATE.
20| o]ggh Fe] %ELW E4< Table 32+ 7t} 22
P EA A AFS TUT AHO] U AR 3527
(94.4%), & A 219(5. 6L£ el FajolAd Auj
Z AR B o] siAY ¢ e FElod Mulaze 3
7 g S Au| 2o 1957 (52.3%), SNS7IHEe] o)A
AH| 20l A 17878 (47.7%)= VFERSTE SEAke] gEe W
74uﬂ(>ﬁ&°4€ﬂ S 252443412 Yelith HEskEHe v5stw
A 278 (72%), D A F 186 (49.9%), et &Y
136”3(36.5%), ek o)t 1578 (4.0%), 71k 98 (2.4%)=E 1+
bl Fge ZAel 1009 (26.8%), A3Y 78(1.9%), A
2179 (582%), ZFL 69(1.6%), T2 27%4(72%), 7|Et 137
(3.6%) = LFERITH

4.1 Mu|A FE RIplo| 221EY

i

2 A QRle 5 A& s FHRLIFE
H (principle component analy31s)° A, Wl
(varimax) A3 H WL ARG o, EFAE J)ES
IFgk(eigen valuey> 1.0 o, QoA Z 40 oL 7=
o= S9itt. QA AT 2 Wk aQibe] WA Hes
ERfle gho=2x] a1z AFe] 3oldold felg AVt e

A& Adgth(Lee, 2012). £AA HA W] 722%S
= Ao® Uehton, KMO 25& 8902 Qo174
FRo 2 s A4S BT, Bartlette] 734 A3
S5 000024 %946 T HEPATE KMO=
o] AAHAAT thE Wl o3 AuEE AxE
k=1 oehﬂ_ SEeR=4 090]/\1-0]134 Ayd3] Zouq 0.8° ]/g-
0.701°do|™ A, 0.5u|vte|d wolEd 4= ¢l
+alth(Song, 2009).
2Re10e] 2o1HAT} M= 678~.826, T3k 8.
AA WS 362% AHskE AoE YeRdth 291 2 ¢
HIFE 2 HE500] QAXANF U= 757~.864, 7%k
2 A4 HES 88% AWste Zog yepdtl 291 3«
Aol eaAAH M= 770~.868, ILFrEt 1.682 ﬁxﬂ H
FS 7.3% Ak 2oE UERTE 891 4 AR 8olid¢
SRJNHA T M= 481~735, z%ﬁ 1242 A AT 54%
AslE ZoR L}E} foh 891 5 IHQIsbe] |18 A)= <]
= .651~.779, gk 1.192 Z%zﬂ HEES 520, AEehs Ao
2 Uehgith 221 6 W849 9] 1= A WeE 562~.870,
IHE 1132 WA AHE 4.9% AWshe ez YePth
821 7 FF4 9 QAT M= 480~.779, Ik 1.02
2 AA HES 44% AWsle A2 Jeht e RSt
o, dPAe] MUl F2O] 3981 AdE=
A7F JERATH(Table 4).

N Ay
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o glfy
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o
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N
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[o¥]

Fl

7}
e Rl 3l AlEe AT stk 2 7—'4 F=4 709,
SHIFEIZ= HEA 860, WAL 772, 1Bk 770, TR
865, MM golid’ 777, b 866, AREA} TR 923,
AF) 881, AIEAMELE’ 826 2 UERGTH(Table 5).

4.3, A 24

FElold Aul2 FAF AR RS E ko] AAE
AHog ARE, 224 (=610, p<.001), SHHAE: H&
A= 426, p<.001), ¥HEA (=486, p<.001), /N 3}G= 571,
p<.001), TR (=634, p<.001), A& 8014 (r=685, p<.001),
P (r=.537, p<.001)2 YERTE FHold F23 AR}
TS o] AAaANA fedol A veRt, AHlE F4

o] EETE AMA IEET) HoAlE AL ERIE 5 AT
FHeld MulE FE3 A 7o AAAAE FAHCE &
HEH, S =439, p<.001), FHIFHE 2 F5X (= 318,
p<.001), ¥4 (=343, p<.001), 7HS18kr= 377, p<.001),
YRRl (=519, p<.001), AR& B0l (r= 460, p<.001), FH
A(r=.627, p<.00)Z YEFET) Felold F43 2= 739
FAAANA FelAdel A vEh, AH|E Fdo] 285
AL o= S ERIT F AT B, AH]E R}

AE 7 A FAEA 9A] BARCE fFolsitii—.646,



Table 4. Factor analysis of service quality

T F7eol1e] Aul Feo] AR VIS, K1), AEAESLE0] r)A= FF 769

Factor loading

Variable
1 2 3 4 5 6 7
Design3 826 .140 .091 .106 120 .059 .057
. Design2 810 128 201 113 .073 .092 182
Design
Designl .695 .035 343 123 191 130 224
Design4 678 .168 255 258 237 119 .104
Ubiquitous connectivity1 .165 .864 .066 201 —-.018 118 072
Ubiquitous connectivity  Ubiquitous connectivity2 105 854 122 117 159 .076 161
Ubiquitous connectivity3 102 157 113 227 178 .064 117
Security2 176 .102 .868 .095 130 .087 119
Security Security3 .195 131 .855 .040 .099 .079 078
Security 1 252 .068 770 250 .094 .027 .062
Ease of use4 .090 275 .029 735 .186 .070 —-.098
Fase of use Ease of use2 191 176 203 730 135 021 285
Ease of use3 138 .084 162 698 .051 203 242
Ease of usel 240 241 120 481 253 136 219
Personalization2 181 123 .166 136 779 251 .063
Personalization Personalization] 131 .032 147 .050 761 055 280
Personalization3 231 230 055 308 .651 129 .020
Responsiveness2 .098 .006 .060 118 210 870 059
Responsiveness Responsiveness3 233 278 144 .056 .037 785 .181
Responsiveness1 -.027 062 .000 339 448 .562 156
Fullfillment3 .070 .089 .056 .163 254 .068 779
Fullfillment Fullfillment2 251 135 137 .106 -.015 157 77
Fullfillment1 201 281 112 210 287 137 480
Eigen value 8.32 2.03 1.68 1.24 1.19 1.13 1.02
Variance explanation power(%) 36.2 8.8 73 5.4 52 49 44
Cumulative variance(%) 36.2 45.0 523 57.7 62.9 67.8 72.2

£

KMO : .890, Bartlett's test of sphe- ricity x°=4365.505 ", p=.000

p<.05, "p<01, " p<.001

Table 5. Results of basic statistics

Question Cronbach's

Variable N, N
Fulfillment 3 709
Ubiquitous connectivity 3 .860
) Responsiveness 3 772
ot(?;l:ii/tiyce Personalization 3 770
Design 4 .865
Ease of use 4 77
Security 3 .866
User Satisfaction 10 923
Trust 4 .881
Continuous use intention 4 .826

p<.001). AREA} WIS 9} R|EAMEO e

A= 707, p<.001y7} repkom, ﬁf_qg} X]q_,—/\]-%g]l,:_ 7+9)

] z%z%o 7;}—"

gl

Q1 AFBA (=556, p<.001) A BAH2E Folslith
(Table 5).

43. 78 A=

43.1. Felold Au|2 FAo] AMEA} WLt Al nX|
= Oﬂt‘ﬂc

AF7HE 13} 298] ASS 98l Felold Aulze] Eo] AL
|2} Y| mXE 93 Ur Ml WX FEe AT EIT

AR, Felold Au|2 FHo] ARSA} WIE R vX|= T
< 24357 98 FARAS ARSIk B4E AxE] A
o Durbin-Watson 752 <18 A3} Zro] 2.0042 JER} 2
2k 7ke] A7) o] gles Rl o= teaal
Aol JEA BRIs] 8l VIR 213 A3 =guelo)
VIFzrol Z¥zF 146~1.922 Yeh} 247} e Zo® Jebst
th 2 A3 AE|E F-o] ARSAL RS R mX|= AHEe
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Table 6. Results of correlation analysis

Variable 1 2 3 4 5 6 7 8 9 10

1 Fullfillment 1

2 Ubiquitous connectivity =~ .419%** 1

3 Responsiveness A33HEE - 33RHAE 1

4 Personalization AT4xxx - 3e4%FE S]QRR* 1

5 Design AQ2kEE 3Rk FT[Hkk AR(HH* 1

6 Ease of use S2THREE S S1O%RR 454%xk S 4kEx S0k 1

7 Security 354%%% - 305%kk DETHEHE FES5FEF  S530RkE 406*** 1

8 User Satisfaction O10%F%  4D6%kk  ARGF** ST kAR 34k GRS¥HE 53wk 1

9 Trust AZ9FREE - BIRERE 34BExk FTTREER SIOREE 460***  62TF*¥* 646%* 1

10 Continuous use intention — .538***  352%¥*  33Qkk*  AoqrREk  4RO¥**  S5TREF g4 SHRE JOTHFHE 550%** 1
p<05, “p<.01, “p<.001
66.1%= VFERSATE 5k 37 Ryl tiek A3e HSE dT 7] gde] gles st tee® teididel =
st Z(F=101.668, p<.00)2Z YEPSTE 12|31 o]E el Q

p<.03), NA3KB=12, =295, p<.01), AKIB= 21,
p<.001), A& 8ol (B=233, =7.78, p<.001),
=450, p<.001)°] AH]= PEE
o2 Uelgth olF B FF54, v, sl TRk, A
& 8o, Aol 575 ARA TEETL Holl
< & F AUt FHFHEE JEHS AR BEE 79
FEFE VAR = AoFE veRTh A Felold ARl o
Aol Akl T2kl e FHETh= A0S v v
T

o
N

oA A]

o

B=17,
A AZBAT e A

-

‘TF
N

A ERlsl7] 918 VIFgS 1%t A3 Sywele] VIFgo|
717} 1.46~1.922 YER} A7} gl

I AMu| 2 F-o] ARAL HETo| v AYEe 48.0%2
veRgth ek 39 BE ik e ATE d3e A
(F=48.191, p<.001)22 ettt 2l o]& W FolA
ZZEX(B=.13, t=261, p<.01), TIAR(B=.14, t=267 p<.01),
AR 8olA(B=.12, 1=229, p<.05), SHAA(B= 45 1=9.72,
p<.001)°] AlFe} g7 A} e AR Yepdt}. o]
£ Bl 54, AR, AR 8o, ede] B2 4lF]
7 Boldiths Ag ¢ 5 Utk FHIFEE JEA, v,

e
B
A ES A Fewh 83 A7) Wil I RISk fFoleh G PIAA = Ao® etk A
= WA e AR FHEH, G ASHATE YA & FIFE RE AHIE FE 2]l ders e ey &
Tk FAEITH(Table 7). ofoll tigk Adretar Zdgh S|y, Akt I Ak jlo
A, ol AMuls Fdo] Al miAle s A8t deAgE AETRE, AllE ZHAd)X Al gehe Au]zel o
7] Slal BFRAS ATk BA4S ANS] Mol Dubine @ 54, Welgs HAF Bo] R AL % 4 9l
Watson 3-3 E0lah A3} gho] 208002 LJER} a4 ko] (Table 8).
Table 7. The effects of curation service quality on satisfaction of users
Independent variables: Dependent variables: User satisfaction
Quality of service B B t VIF
(Constant) 0.43 3.19"
Fullfillment 0.19 020 5097 1.66
Ubiquitous connectivity -0.02 -0.03 —-0.78 1.46
Responsiveness 0.06 0.08 2117 1.50
Personalization 0.10 0.12 295" 1.72
Design 0.16 021 5027 1.83
Ease of use 032 033 778" 1.92
Security 0.12 0.17 450" 1.48
R? (adj. R?) 66.1 (65.4)
F(p) 101.668%**
Durbin-Watson 2.004

p<05, “p<.01, p<.001
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Table 8. The effects of curation service quality on trust of users

771

Independent variables:

Dependent variables: trust

Quality of service B B t VIF
(Constant) 0.23 1.07
Fullfillment 0.15 0.13 2.61%* 1.66
Ubiquitous connectivity -0.01 -0.01 -0.16 1.46
Responsiveness 0.07 0.07 1.51 1.50
Personalization —-0.01 —-0.01 —-0.12 1.72
Design 0.14 0.14 2.67%* 1.83
Ease of use 0.15 0.12 2.29% 1.92
Security 0.41 0.45 9.72%%%* 1.48
R? (adj. R?) 48.0 (47.0)
F(p) 48.191 %%+
Durbin-Watson 2.080

<05, “p<01, " p<.001

432, AR T} A1E] 9 A EARE-Q ] v X P& p<s.00)2Z YERITE Durbin-Watson # 2.0872.% 29
AT7HE 33 49 ASS Slsl ARSAF RIS AlEel] 1] AT Fhol =SER] w2l exF 1he] 2] el s
Ae TG AR nAe YFE AW EIT = sk vEo= tsaiidol A Aler] sk
A, 2 RSE7E Aol nAe 93 dok] fs, VIFghS 18 A3 S/ VIFRel 27t 1.46-2.95%
AAF RS AT A AR THEASS el EA7F fle ASE YERh
A5k Aol Ageid, i 59 wle] e ASs] 9 sS4 A3}, 19A19] RO 3tol 48.0%C14] AREA} RHERETL
3 Aol Bo] 2Q1tk(Yang, 2006). 9412 3AEAS Eal, X3bE 2AlOIME R Fhol 533%E Zlelglon®, AL
AL RIS d 583t FiA Vg AFE 5 vk A REE7E Aol mlE AREe 52%% UEPRTE &, A
1AM = Fellold Muls F4o] AlFdl niAle I A} SIS (3=039, t=638, p<.001y= AFol 0.1%F70]
£ AHESIA, 2@AlM e 1A FFEAE ATE W Al frelgh S mRIt ol& Bl AR RIEETE 255
T2 TAIT EiolA AR UL AlF] vXle G = A7} solive 2 & 5 e, 7 38 ASet
AE A EouTt ATH(Table 9).
227 319 2ol tiek A3 A FEdk Z(F=51.849, A, 2R W] A HARG ool mXE G LobE
Table 9. The effects of satisfaction on trust
Dependent variables: Step 1: Quality of service Step 2: User satisfaction
Trust B B t VIF B B t VIF
(Constant) 0.23 1.07 0.01 0.06
Fullfillment 0.15 0.13 2.61%* 1.66 0.06 0.05 1.02 1.78
Ubiquitous connectivity —-0.01 -0.01 -0.16 1.46 0.00 0.00 0.09 1.46
Responsiveness 0.07 0.07 1.51 1.50 0.04 0.04 0.88 1.52
Personalization —0.01 —0.01 —0.12 1.72 —-0.06 —0.05 -1.09 1.76
Design 0.14 0.14 2.67%* 1.83 0.06 0.05 1.10 1.95
Ease of use 0.15 0.12 2.29% 1.92 —-0.01 -0.01 —-0.18 223
Security 0.41 0.45 9.72%*%* 1.48 0.35 0.38 8.50%** 1.56
User Satisfaction 0.51 0.39 6.38%** 2.95
R? (adj. R?) 48.0 (47.0) 533 (52.2)
A R? - 5.2%xx*
F(p) 48.191%** 51.849%**
Durbin-Watson 2.080 2.087

p<.05, “p<01, " p<.001
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Table 10. The effects of satisfaction on continuous use intention of users

Dependent variables:

Step 1: Quality of service

Step 2: User satisfaction

Continuous use intention B B t VIF B B ¢ VIF
(Constant) 0.68 3.40%* 0.42 2.27*
Fullfillment 0.28 0.26 S.1H** 1.66 0.17 0.15 3.02%* 1.78
Ubiquitous connectivity -0.01 -0.01 -0.26 1.46 0.00 0.00 0.06 1.46
Responsiveness —-0.03 —-0.03 -0.64 1.50 -0.07 -0.07 -1.63 1.52
Personalization 0.13 0.13 243* 1.72 0.07 0.06 1.34 1.76
Design 0.10 0.11 1.99* 1.83 0.00 0.00 —-0.05 1.95
Ease of use 0.32 0.28 5.09%** 1.92 0.12 0.11 1.96 223
Security 0.10 0.12 2.52% 1.48 0.03 0.03 0.75 1.56
User Satisfaction 0.61 0.52 8.46%** 295
R? (adj. R?) 43.7 (42.7) 53.0 (52.0)
A R2 - 9.2
F(p) 40.543% %+ 51.282%**
Durbin-Watson 1.980 1.986
"p<.05, "p<01, "p<.001
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Table 11. The effect of trust on the intention to continue use

24 Az 199 B o] 43.7%004 AL Bt X

@% 2 Al M=

W=7}

o 8938 g mR},
= Ao} otk A

A &AM X =
T, AR IR (=052, 1=8.46, p<.00)E NEARRE
olE B3l AR RIEEIF B3

%319 TH(Table 10).

433. AZ|7F AEARE-Q 20
A 7F A EA1g-S] ol
BAg FaEinh 19 ¢4
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G Fohns] 9
= FEolAd Aux

R*9] 7ol 53.0%2 Z7Vsldorn®, AMga}
9.2%%= eIt

7].)\-1 4___

Dependent variables: Step 1: Quality of service Step 2: User satisfaction Step 3: trust
Continuous use intention B B t VIF B B t VIF B p t VIF
(Constant) 0.68 3.40%* 0.42 2.27* 0.42 2.29*
Fullfillment 0.28 026  S.11%*  1.66 0.17 0.15  3.22%* 1.78 0.16 0.15  3.08** 1.79
Ubiquitous connectivity ——0.01 -0.01  -0.26 1.46 0.00 0.00  0.06 1.46 0.00 0.00 0.04 1.46
Responsiveness -0.03  -0.03 -0.64 1.50 -0.07  -0.07 -1.63 1.52 -0.07  -0.08 -1.81 1.53
Personalization 0.13 0.13  2.43* 1.72 0.07 0.06 134 1.76 0.07 0.07 155 1.77
Design 0.10 0.11 1.99% 1.83 0.00 0.00 —0.05 1.95 -0.01  -0.01 -0.25 1.96
Ease of use 0.32 028  5.09%* 192 0.12 0.11  1.96 223 0.12 0.11  2.02% 2.23
Security 0.10 0.12  2.52*% 1.48 0.03 0.03 075 1.56 -0.03  -0.03 -0.70 1.87
User Satisfaction 0.61 0.52  846*** 295 0.53 045  7.06%** 328
Trust 0.16 0.18 342*%* 214
R? (adj. R?) 43.7 (42.7) 53.0 (52.0) 54.5 (53.3)
A R? Q DKk 1.5%%%
F(p) 40.543%*+* 51.282%%* 48.226%**
Durbin-Watson 1.980 1.986 1.987
p<.05, Tp<01, " p<.001
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Table 12. Verification of Differences in Service Quality by Curation Subject

Variable Business operator (n=195) User (n=178) t p-value
Fullfillment 3.63£0.69 3.42+0.69 2.907 .004
Ubiquitous connectivity 3.89+0.84 3.69+0.89 2.247 025
Responsiveness 3.51+0.81 3.33+0.81 2.174 .030
Personalization 3.59+0.75 3.48+0.73 1.440 151
Design 3.60+0.86 3.54+0.79 726 468
Ease of use 3.97+0.63 3.83+0.70 1.944 053
Security 3.19+£1.00 3.05+0.82 1.492 136
User Satisfactiont 3.92+0.59 3.70+0.71 3.226 .001
Trust 342+0.78 3.25+£091 1.921 056
Persistence Usage 3.95+0.70 3.81+0.82 1.823 .069

o] A&AMgozd PXe FFIAE A RIS, 25A A
= 19N FFEEAIE AT HEE TAISH oA AL
|2 MEET}F AHARE-0 R vR]= FEFAE A EGT
3HAIME FHold ARzt AMEAL YIRS BRI AdH
NA A 7F &AM o) nX= JIAAE AT R
32 B9 BEel tig AYE A% de AF=48.226,
p<.001)22 YEPIT} Durbin-Watson 3H-2 1.9870.2 20 2
At gho] EEE7] Wl 221} 7he] A7) o] gleg
selsiint. tho 2 teailadel eA s S8l VIF
ko Belsl Ak =wele] VIFgre] Zbzt 146~3.28% et
A gle AoZ Yehgth
B Az}, 29A9] RO ghol 53.0%elA A= 23 3
SO E RO Fhol 54.5%% Zbelglon® AlEr) A4
ARgO ol mRE AHEe 15%2 Ueytth £, A==
0.18, r=3.42, p<.0ly= AZAME e}t B4 dSHAVT U=
Ao Z YeRitt. o1& 53 A7} 2855 ASA o wr) =
ot AL & & Jsien, /M 55 HAE3ItH(Table 11).
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2907, p=.004), FHIAE X HE(r=2247, p=.025), ¥F-34
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