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[Abstract]

This purpose of this study is to verity the impact of new logistics factors on the Intention of use
and consumer happiness, the mediating effect of perceived benefits, and provide suggestions on how to
improve the level of new distribution.

Based on the previous theories of online experience, off-line experience, logistics experience, perceived
benefits, Intention of use and consumer happiness, the study puts forward 6 key research hypotheses. Reliability
and validity tests were carried out by using data collected on new logistics factors on the Intention of use
and consumer happiness. The hypotheses are verified through structural equation modelling.

The study on the impact of new logistics factors on the Intention of use and consumer happiness and
the mediating effect of perceived benefits, indicates that online experience, off-line experience, logistics
experience have positive effects on perceived benefits, the perceived benefits has positive effects on Intention
of use and consumer happiness, and the Intention of use has positive effects on consumer happiness.
Moreover, perceived benefits as the mediating variable have effects on the relationship between online
experience, off-line experience, logistics experience and the Intention of use and consumer happiness.

The study extended the existing previous studies to provide theoretical and practical implications by verifying

the relationship between new logistics factors and the Intention of use and consumer happiness.
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II. Theoretical literature

1. Relationship Between Online Experience and
Perceived Benefits
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2. Relationship Between Off-line Experience
and Perceived Benefits
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3. Relationship Between Logistics Experience
and Perceived Benefits
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4. Relationship Between Perceived Benefits
and Intention of use
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5. Relationship Between Perceived Benefits
and consumer happiness
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6. Relationship Between Intention of use and
consumer happiness
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IlI. research method

1. Research Model
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Online Experience

Off-line Experience

Logistics Rxperience

Intention of Use

Perceived Benefits

Consumer Happiness

Fig. 1. Research model

2. Subject Investigated
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3. Operational Definition and Measurement
Scale of Variables

4. Analysis process
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IV. Analysis Result

1. Demographic Characteristics of The Sample
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Table 1. Operational Definition and Measurement Scale of Variables
variable Operational Definition of Variables Sources
Total and subjective processes resulting from interactions between consumers,
online shopping practices and the online environment, and the customer's cognitive and Samuel et
experience | emotional experience resulting from personal interactions with websites offering al.(2015)
online shopping.
off-line It is an experience where consumers feel practical value and pleasure value by Antonia, Manuel,
experience | visiting a store. & Gilbert.(2016)
logistics This is a process that consumers experience in the process such as the order Mentzer, Flint &
experience | generation pre-stage, order generation stage, and customer response stage. Hult(2001)
perceived | Physiological and psychological consequences that occur directly and indirectly to S. J. Lee & S.Y.
benefits the consumer itself, and are the desired outcomes that the consumer thinks are. Shin.(2014)
. . Defining a user's strength to accept the product as a willingness to use it, it is K. R. Lee, M. S.
intention . . . . . . .
of use an act of exploring a.ddltlc?n.al information about the product and recommending it Kim & S. J.
to others as well as its willingness to purchase the product. Lee(2018)
consumer Consumers .Iead a. mature consumer life thgt is high ?n quality, satisfying and .
. prosperous in quality based on their own ability and self-judgment, and are happy, A. S. Li(2015)
happiness . ]
and joy caused by consumer behavior.
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2. Exploratory Factor Analysis and Reliability Table 2. Confirmatory Factor Analysis
Analysis Standard
2.1 Exploratory Factor Analysis and Reliability Configuration concept Ifacdt_or CR | AVE
Analysis Og 8|5n g
= = = Customized -
2 Ao ArESH AL sk 7} ¥io] B Tt 2 cervice 0.84
A70] BHT SUSA FoleAlS Eelsl] 9o Tor
SPSS V 22.0S AFE5A] EMIA QolRa e Allslgict exgzl'if;‘ice Security 0.84 85 | 71
Z3E HY RE QANRR7} 05002 xm 284 o
S 8.40%, AH|A} SPEL 6.01%, AFE-CIFES 5.94%, =3 Informality .824
A= 4.75%, Q2L 4.72%, 75 zd% 70%, & gg;
A271L 4.65%, WHES MU|AE 4.61%, HOMIL 4.52%, entertainment .852
ARAL 4.50%, FHAHL 4.49%, T%Agg 4.39%, TjH ggg
AEZAO 438%, K|7Hel 5422 4.36%, & 70.43%°) XOff;'ii”ne Usability .800 81 | .64
Hele BoIRD glo] Eihyol ok & 4 ek &= | T 799
AZ A S AT ATE WY A eA2E 0.80 o4 Economic o5
o= it 7 F4wso] Al2l4o] uE gt efficiency 0.77
Order ;Z;
2.2 Confirmatory Factor Analysis procedure :753
7F B L0] e S A5ol7] Yol AMOSE logistics | Face-to-face g;z o | o
ARR5to] 2olAl Qo188 AAJSHIT) <Table 2>5 AHH experience | contact quality 502 ' '
w9 Exndo] Astw:  X2-1671.167, P=.000, Order 811
DF=1023, CMIN/DF =1.578, GFI=0.810, AGFI=0.805, condition ;g]
NFI=0.854, IFI=0.926, CFI=0.940, RMR=0.0422 L}ehyt 796
o} £YRge) AY wi Ecele Anw ekt ®5t perceived I
2 A7oIA AR ZR ROl X(df)=1671.167(1023)2 usefulness 718
Ueh/dre] ghol 26024 R 4% olsiel 2oz 0
ZAE] o] £ Ao AR 4 rEo] 9440 Y A . _ 0.82
perceived perceived 082 83 74
oz Uepdch benefits pleasure 0'79 ’ ’
ole} Al Amos 22.05 EEolA EAIREE 2ol 631
AAE QI 72F 28 Zalox UErAel 38 7|E3e 0.592
57
0.802 Wol 7] T2o] Au ¢ UL 4 9k Aoz faciltation | — ¢ 277
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oish o2 SR 2 AVERLS AR QL) o] ZAxf]e 7t 806
KRH7HL:]Oﬂ EHéH ay 7(]_-1?_7} }\-1132]61- /\ % ‘Hﬂ:}?_}gl = ]i intention of use ;ZZ 0.96 | 0.65
A1 0.5001449] £A17F Lito B &Y} Ql= 7102 51 762
of g Q. 2 AfoAe] mE Haol AVEZO] 785
0.50 ojAto g U] o eftAdo] &olx|oict consumer happiness ;;2 .95 .66
728
X?*=1671.167, P=.000, DF=1023, CMIN/DF =1.578,
GFI=0.810, AGFI=0.805, NFI=0.854, IFI=0.926, CFI=0.940,
RMR=0.042

*P<.05, **P<.01, **xP<.001
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3. Research Hypothesis Verification

AL7MAS AS517] YA AMOS V 22.02 A5}
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#ol & Ao A AR AR ol EHOJ A= Ree
X?=308.623, P=.000, DF=162, CMIN/DF =1.905,
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Table 3. Structural Model Analysis Result

Path e | CR | P
mate

online experience -->perceived 0.11 1.62 | 0.11
benefits

off-line expenenc(.e -->perceived 0.30 438 ko
benefits

. f -—> i

logistics experience perceived 068 | 573 | #xx
benefits

perceived benefits-->intention of 0.79 717 Kok

use

- s>

perceived beneflts consumer 0.80 817 P
happiness

X?=308.623, P=.000, DF=162, CMIN/DF =1.905,
GFI=0.929, AGFI=0.909, NFI=0.886, IFI=0.942, CFI=0.942,
RMR=.0.056.

*P<.05, **P<.01, ***P<.001
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V. Conclusions

£ 79 AL AeE APt
it 2u|ARYE0] ofE ek =
olet. o] Aol B sk sl AT AR east
Aulxte] |7k sElo] oAl Yt x|
golgat Aulxisio] ojxl: J3,
2 A9E AY Q40 AR, 2HIARYE Ato]o] 0]%]
+ WWhads 455
AR, =22tQl el QRlIQl BhEd AfulA, Hobd, A
B2 A7 oo F(+)2] d= UAl= Aoz UE
WSot ol2fgt RAANE AR} RN 220l G
Ho]?ﬂ /\13]/\ 7Ho] HEJ O}H QE7} 040] Hg}o} H
BE st Aulago] Fastct & 4 9t
(A, omelel BYel aqlg o2y, 384, 3
& A7 sEo] (+)e] Pake vlAle HeR et
olRle RIS AU RN 2olel AE] 43
g 59| Aju], xFst 4
o] F@sict & 4
3]

anlate] ALgo)

ORI RIS AFTH A

LA

& 7S [k Afulasd

7

% 7401Ur *POH AR} A|get AR ol wet
SRAEIA Qe ZRRE gl A 73"“7*3
=245 719 RS F5s] dsh ds A
Moz Mu|Ao] ilS &afiof oith
S, K2 el ARg-2 ol & (+)2]
o2 Ut ol AH|AP} s & S
olo] Zyafixict. ®gt, 7Hd1, 2, 3t £3lsto] BX5HH
Az o 22kl Fgat AR Atolof ufriaat
S sh= oz Witk &, 2249l 49, e=efel

25 ZAYL 49 d=e Soto] culxte] AFSRFS
£xIA)7) Zlolch
CHAIRY, R|ZHel SE|ie AH]A} §8o] A(+)9] HgF

OJAIE o et E3 7141, 2, 33 Eyste] &
Note x|7ke SEe emetel Zyut Agoj3F Aol
WhETtE sh 202 Wt 3, 22kl 4y, eme}
o #2549 A7 A Folol Avl P
o 01:1\1—/\]7]: 7—]0]1:,}
oA, Al ABIAL Y=ol H(+)] TS O]A]
L 7102 Ughdch &, A}8ojdko] oA AH|A} 3Y

i4 4Z0] opxlt), weby TOjRRL 7|4 A

_@J



210  Journal of The Korea Society of Computer and Information

Y PAI71eY Au|xte] AFEOJRES SAlslof Sk,
B Ao BAZuls Bal BASIL ANES ofgal
o] Alsteict.

WA, 2ulAte] @7 TAO] £8S St S ARE
N&P Higst Aulrlol] HEe Arg Hesh A
e Aol o] £Qsic] 3 5 Sick R o)
o we EA0) Hug Agsh| gl A4KloR Hus
areledcl ect Avixie] A8olS oI 4
PAA717] 18 7hae] e AR 1A, 8
S Retet B, Belg FRUNES AR Fick
SA), 25 A0 442 ANTORN, 5N 25

7 339 504

ARAEYL =

al;
o

ol

SAUIAZ AR AR 4 Sl ALAIOILE T2
2 QhSofof Fie.
S, Lvljel Aol Wk b ol A7)

H s sA02 upfHete dasic
g, & A= oY AAPEOl Etshal e o
_7 7H:,}_

3, 42AIZ o] g5to] dlolelE 2sh] th2e] 5
o2 59902 AkNel A7 olRolick US
o of CleRt AR SPEoR A7e Wast oct

S, ALSE 7} 3Rae} K12 S 2ke] WA of
g AR} Bo] Bz ol 27 AP 91 & L.

REFERENCES

[1] J. J. Son, “The Effect of Logistics Service Quality on Customer
Benefits, Customer Satisfaction and Intent to Reuse in China's
Agricultural Products Online Shopping Mall," e-Business Study,
Vol, 19, No, 5, pp. 137-150. May. 2018.

[2] M. J. Kim and S. B. Lee, “The impact of perceived benefits and
sacrifices on perceived value and behaviour of users of food
delivery applications: the Value-Based Acceptance Model
(VAM)," Tourism Research Journal, Vol, 32, No, 2, pp. 217-233.
Feb. 2018.

[3]1 Y. J. Park, S. J. Yoon and Y. Yo, “The Empirical Characteristics
of On- and Off-Line Linkage Services on Perceived Benefits and
Purchasing Intention: For Users of Chinese Internet Shopping
malls," e-Business Study, Vol, 20, No, 7, pp. 89-107. Jul. 2019.

[4] A. S. Li, “The Classification and Conceptual System of Consumer
Happiness: Focused on Narrative Analysis," Consumer Culture
Study, Vol, 18, No, 3, pp. 113-146, Mar. 2015.

[5] H. S. Lee and S. T. Hong, “The Role of Transition Cost in
Experienced Overseas Direct Purchases-The Implications to the
Air Logistics Industry," The Journal of Spring Science
Presentation by the Korea Aerospace Management Association,
pp. 1-5. 2016.

[6] G. H. Jeng, “The Relationship between the Quality of Logistics
Service, Customer Satisfaction and Reuse in Internet Shopping
Mall: Focused on Chinese with experience in using Korean Internet
Shopping Mall," Journal of the Society for Distribution and
Management,Vol, 19, No, 4, pp. 21-30. Apr. 2016.

[71 S. J. Lee and S. Y. Shin, “The impact of late-buy characteristics

on sales promotion benefits,

of Internet shopping malls

purchasing-only genealogy, willingness to buy again and
old-fashioned. pISSN," the Journal of the Korean Association of
Clothing Industry.Vol, 16, No, 1, pp. 1-10, Jan. 2014.

[8] J. S. Seo, J. J. Yang and Y. K. Lee. The perceived benefits and
costs of supporting traditional markets affect the quality and
support of government. Distribution Science Research, 12, pp.

43-54. 2014.

[9] K. R. Lee, M. S. Kim and S. J. Lee, “A Study on the Phone
Instability Affecting the intention of Mobile 020 Commerce," The
Journal of the Korea Digital Content Association, Vol, 19, No,
4, pp. 661-671. Apr. 2018.

[10] J. H. Choi and J. S. Han. "The impact of the quality and economic
benefits of hotel brand apps on perceived value, user satisfaction,
and intention to use them continuously," Hotel Management
Research, Vol, 28, No, 5, pp. 213-230. May. 2019.

[11] A. S. Li, “The Classification and Conceptual System of Consumer
Happiness: Focused on Narrative Analysis," Consumer Culture
Study, Vol, 18, No. 3, pp. 113-146. Mar. 2015.

[12] S. J. Lee and S. S. Kim, “A study on the quality of service
and the impact of perceived relationship benefits on the behavior
of consumers," The Korea Institute of Cooperation, Vol, 22, No,
7, pp. 88-99. Jul. 2016.

[13] E. H. Park and S. J. Lee, “The effect of women consumers'
experience in purchasing cosmetics on image-making efficacy
and cosmetics-seeking benefits," Journal of the Korean Society
of Ideological Design, Vol, 17, No, 4, pp. 131-144. Apr. 2015.

[14] H. M. Jeon and K. S. Kim, “A Study on the Importance of
Physical Environment and Customer Satisfaction by the Type of
Feinning Restaurant in Korea," Tourism Research. Vol, 15, No,
4, pp. 172-186. Apr. 2018.

[15] Samuel, Balaji and Wei, "An Investigation of Online Shopping
Experience on Trust and Behavioral Intentions,” Journal of
Internet Commerce, Vol, 14, No, 2, pp. 233-254. Feb. 2015.

[16] E. R. Antonia, S. P. Manuel, and S. Gilbert. "How customers’
offline experience affects the adoption of online banking."
Internet Research, Vol, 26 No, 5, pp. 1072-1092, May. 2016.



The Impact of New Logistics Factors on the Intention of use and
Consumer Happiness: Focusing on the Mediating Effect of Perceived Benefits 211

Authors

JIA° MENG. Graduated from Northwest
University for Nationalities. Now working for
a doctoral degree in Kyonggi University,

Korea. Jia Meng has been pursuing research

in E-business, Global Business and

International Business Strategy since he was admitted to

Kyonggi University in the year of 2019.

ZIYANG LIU. Received the B.A. degree in
Management from Army superintend institute
of shijiazhuang China PLA ,China, in 2006,
a8 M.A. degree and Ph.D. degree in
o . Management from Kyonggi University, Korea,
-

in 2010 and 2013, reapectively. Dr. Liu joined the faculty
of the Global Business Kyonggi University, Korea in 2015.
He 1is currently an Assistant Professor in the Global
Business Kyonggi University. He is interested in Quality
Management. Management Information Systems, International

economics, E-commerce etc.

CUI DONG, Received Bachelor of Arts
degree from Foreign Trade &Business College
of Chongqging Normal University, China, in
2003; Master of Business degree from
Kyonggi University, Korea, in 2011.

CUI DONG entered the Doctoral course in Global Business
Kyonggi University in 2018. During the study period, the
main research interests the Global business, E-commerce,

and marketing etc.



