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A Study on Customer Satisfaction of Mobile Shopping Apps Using Topic

Analysis of User Reviews
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ABSTRACT

Despite the rapid growth of the mobile shopping market, major market participants are
continuing to suffer operating losses due to severe competition. To solve this problem, the
mobile shopping market requires research to improve customer satisfaction and customer
loyalty rather than excessive competition. However, the existing studies have limits to reflect
the direct needs of customers because they extract the factors on the basis of the Technology
Acceptance Model and the literature study. In this study, to reflect the direct requirements
of users of mobile shopping Apps, we derived concretely and various factors influencing
customer satisfaction through a topic analysis using user reviews. And then we assessed
the importance of derived factors to customer satisfaction and analyzed the effects of customer
satisfaction on customer complaints and customer loyalty on a structural equation model
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based on the American customer satisfaction index. We expect that our framework linking
a topic analysis and a structural equation model is to be applicable to studies on the customer
satisfaction of other mobile services.
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STEP 1: User Review Data Crawling

Review Data ] .
‘ Determination H Data Crawling H Data Pre-processing ‘
¥
STEP 2: Topic Analysis
. . LDA o Questionnaire
Lexicon AnalymsH Topic Analysis H Topic Fix Design
¥

STEP 3: Model Design and Hypothesis Setting

‘ Research Model Design }—+ Research Hypothesis Setting ‘

STEP 4: Survey :
‘ Survey ‘
¥
STEP 5: Analysis Using SEM
‘ Data Reliability Test H Data Validity Test H Analysis

(Figure 1) Research Framework
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(Table 1) Results of LDA Topic Analysis
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(Table 2) Characteristics of Respondents
Classification Section Frequency (N = 422) Percentage
Male 210 49.8
Sex Female 212 50.2
Total 422 100.0
19 years~under 29 years 140 33.2
Age 29 years~under 39 years 138 32.7
39 years~under 49 years 144 34.1
Total 422 100.0
More than once a day 144 34.1
2~3 times a week 168 39.8
Frequency of Use -
2~3 times a month 110 26.1
Total 422 100.0
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(Table 3) Test Results of Construct Reliability and Convergent Validity

Variables Factor Factor Loading AVE CroAnlzizh’s

CVl 0.521
Cv2 0.699

Convenience CV3 0.693 0.525 0.845
CV5 0.671
CV6 0.676
US1 0.7
USs2 0.596

Usefulness US3 0.64 0.504 0.835
Us5 0.718
us7 0.685
WR1 0.739

Website Reliability WR4 0.4 0575 0.800
WR5 0.713
PRI 0.793

Price PR2 0.858 0.765 0.907
PR3 0.84
TP1 0.733
TP2 0.59%

Transaction Process TP3 0.766 0.59 0.880
TP4 0.749
TP5 0.703
CS1 0.881

Customer Satisfaction CS2 0.849 0.742 0.896
CS3 0.781

Customer Complaints ccl 0.775 0.549 0.709
CcC2 0.751
CL1 0.922

Customer Loyalty 0.762 0.865
CL2 0.824
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(Table 5) Test Results of Discriminant Validity and Nomological Validity
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TAE g o] FHAQ AT o] aqtETh 2]t} H3b(-0.016, 225 0.609) 7] 7} o]
H2(0.855, frolgHe")= frolste] aw= 0 BHe uAEA T GojnshA F(-)9]
b nAFHE] A% A A2 AL GTL vAE AL BAT 5 Gk o) )
Aoz B9 H3a(-0.162, #2&&™) & dATE5o] HFRe] uAe] £ g5
frolE p <014 Afgs]o] LARSRE7} AR SHat 3R] S-S I 7 a
e Aol nA Bgol B Ao Ho glo] u4 BYS ol Aelshobt uAG
ok ol 54 2utd &9 e vEEv} Arg AAshs 24 gy dijolrt
—» Accept
Convenience H1a(0.352*) === Rejec’z
Customer
................... 4 Satisfaction
""" H2(0.855***)
H1c(O.
H3a(-0.162**%) Customer
Loyalty
Customer
Complaints H3b(=0.016)
H1e(0.380%**)
Fit Indices: CMIN/DF=2.329, RMR=0.117, GFI=0.935,
AGFI=0.859, RMSEA=.056, NFI=.942, RFI=0.883,
Transaction IFI=0.966, CFI=0.965, TLI=.929
Note: * p<0.1 **p<0.05 *** p<0.01
(Figure 3) Analysis Results
(Table 6) Results of Hypotheses Test
. Non- standardized
Hypothesis Path standardized \ N SE. CR. P Result
Hla CV — CS 0.608 0.352 0172 3537 ok Accept
Hilb US — CS 0.182 0.075 0.149 1.216 0.224 Reject
Hlc WR — CS 0.253 0.163 0.132 1.920 0.055 Accept
Hid PR — CS 0.202 0.189 0.065 3.106 0.002 Accept
Hle TP — CS 0.533 0.380 0.201 2651 0.008 Accept
H2 Cs - CL 1.056 0.855 0.072 14.691 HoRR Accept
H3a Cs —» CC -0.298 -0.162 0.077 -3.859 HoRR Accept
H3b CC — CL -0.011 -0.016 0.021 -0.511 0.609 Reject
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2 &3 ol Ae), 584, 9 AblE A, A 43k <Table 8>3 2o wa
A, Adabgel aeigel namEEel ux o 4% glel FR 250] BAVNEE
Qg g, nANSE ¥ ) Bee] 1 A Gl g A BT o4
MY Lo mA = g ZEe o]zt EA) & 2ol oS st 7Hd2 Hla(CV
=X 2 vhs] 7] Y&l v AL A8 st —CS), Hlc(WR — CS), H1d(PR — CS) 37}
Aok e TENSE @ dEParde otk g4 vl dely, 3 Alele g4,
2EAYEE <Table 7>3 70| p = 02142 1A 29 o7 uANEZL G T/
(Table 7) Fit Indices for Multiple Group Analysis
NFI NFEI RFI TLI
bzl L0 CHA 2 Delta-1 Delta-1 rho-1 rho’
Structural 2 3603 | 214 004 004 - 004 - 004
weights
(Table 8) Results of Multiple Group Analysis
. Non-stand- .
Hypothesis Path Sex ardized \ standardized A| S.E. CR. P
Male 950 681 232 4.090 ok
Hla CV — CS
Female 405 220 203 1.993 046
Male .356 171 184 1.938 053
Hib US — CS
Female 314 120 205 1.533 125
Male 5% 394 221 2.693 007
Hlc WR — CS
Female 593 371 127 4.654 ook
Male 230 211 093 2458 014
Hld PR — CS
Female 176 166 084 2.101 036
Male -.223 -.165 246 -909 364
Hle TP — CS
Female 473 308 173 2.732 006
Male 1.120 932 116 9.644 ok
2 CS — CL
Female 1.012 792 091 11.171 ook
Male -.243 -.199 118 -2.064 039
H3a CS — CC
Female -.341 -.169 093 -3471 ook
Male 096 098 .063 1.514 130
H3b CC — CL
Female -.027 -.042 035 =770 441
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