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[Abstract]

This paper explores ways to improve public institutions’ online shopping malls. The research examined the characteristics of the
Public Procurement Service’s online shopping malls and devised ways to improve user satisfaction. A questionnaire on service
quality was administered, focusing on general shopping malls, innovation marketplaces, and the venture world of online
marketplaces operated by the Public Procurement Service. Respondents were public officials and public institution employees with
experience in general shopping malls, innovation marketplaces, and venture world. The results showed that the quality of public
institution-affiliated online shopping malls (in terms of accuracy, recency, diversity, interaction, infrastructure) significantly affected
user satisfaction, and in turn, user satisfaction significantly affected reuse intentions. Additionally, service quality indirectly
affected user satisfaction through partial mediation by reuse intention.
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Table 1. Online shopping mall in KONEPS

Factor Charateristics
General shopping mall is a website where public
General institutions, such as government agencies, local
shopping governments, public enterprises, and
mall governmental organizations can purchase the
supplies
Innovation Market is a dedicated online platform
in the form of an open marketplace where
Innovation demand and supply parties can freely register
Market and trade innovative products, including
nationally excellent R&D products and innovative
prototypes
Venture World was launched to support startups
Venture o ) .
World and venture companies in expanding their market

reach and establishing a growth foundation
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Fig. 1. Research model
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Table 2. Demographic characteristics of respondents

surveyed
Characteristic Frequency | Percent(%)
Male 127 37.8
Gender
Female 209 62.2
20-29 29 8.6
30-39 120 35.7
Age
40-49 127 37.8
50+ 60 17.9
National Agencies 63 18.8
Organization Local Governments 47 14.0
Else Organizations 226 67.2
Shopping Mall | General Shopping 330 86.4
! Mall

Experienced
(Duplicate Innovative Market 32 8.4
Response) Venture World 20 5.2
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Table 3. Factorial analysis and reliability analysis results

Variable 1 2 3 4 5 6 7 Cro&]gﬁghé

Attractiveness 0.24 0.19 0.28 0.79 0.24 0.21 0.10

Design Harmony 0.23 0.22 0.22 0.79 0.24 0.20 0.20 0.918
Consistency 0.28 0.27 0.21 0.63 0.15 0.26 0.33
Security Policy 0.27 0.78 0.23 0.22 0.22 0.18 0.26

Security Security System 0.29 0.82 0.23 0.21 0.16 0.24 0.19 0.973
Security Stability 0.31 0.80 0.23 0.20 0.19 0.17 0.23
Clarity 0.31 0.28 0.28 0.30 0.30 0.22 0.63

Accuracy Accuracy 0.31 0.40 0.25 0.27 0.27 0.20 0.64 0.924
Contradiction 0.29 0.36 0.28 0.20 0.18 0.26 0.64
Update 0.27 0.28 0.20 0.28 0.31 0.69 0.22

Recency Timeliness 0.26 0.26 0.25 0.24 0.33 0.71 0.21 0.941
The Latest Technology 0.26 0.20 0.32 0.29 0.37 0.65 0.18
Information Diversity 0.31 0.26 0.22 0.23 0.73 0.29 0.24

Diversity Range 0.32 0.23 0.26 0.24 0.73 0.28 0.21 0.946
Content 0.27 0.18 0.24 0.30 0.67 0.36 0.16
Consultation Inquiry 0.73 0.30 0.24 0.21 0.21 0.21 0.27

Interaction Customer Service 0.73 0.29 0.23 0.26 0.23 0.19 0.23 0.951
Responsiveness 0.77 0.26 0.24 0.25 0.25 0.19 0.14
Activeness 0.70 0.27 0.28 0.21 0.25 0.23 0.19
Download 0.26 0.28 0.74 0.27 0.24 0.20 0.20

Infrastructure Error Occurred 0.29 0.24 0.73 0.25 0.21 0.15 0.27 0.932
Speed 0.27 0.23 0.75 0.23 0.21 0.29 0.15

Eigen value 3.56 3.29 2.81 2.81 2.66 2.43 2.10

Explanatory Power(%) 16.2 31.1 43.9 56.7 68.8 79.8 89.4

KMO(0.958), P(.000)

¥ 4. 2ENEE A4Y =
Table 4. Model fit test table

Factor Model M,aggi;d Recommended Values
POMN/(df) | 2.273 2.399 3 or less
RMR .036 .036 0.05 or less
GFI .898 .860 >0.9 Excellent, >0.8 Good
AGIF .863 .819 >0.9 Excellent, >0.8 Good
RMSEA .062 .065 <0.08 Excellent, <0.05 Good
NFI .956 .943 >0.9 Excellent, >0.8 Good
TLI .969 .959 >0.9 Excellent, >0.8 Good
CFI 975 .966 >0.9 Excellent, >0.8 Good
A A7(P<0.05), 354(0.5 o)) 7IEe] B T+
54 dlolEle] Elgde] shmslivka & % gluk thgo.
2 514 29 A4S Ak Shadel A W] B
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Table 5. Confirmatory factor analysis results

x|(J. DCS) Vol. 25, No. 8, pp. 2203-2211, Aug. 2024

Factor Estimate S.E. C.R. P CR AVE
Attractiveness <—— Design 0.921
Harmony <— Design 0.946 0.03 30.08 0.92 0.80
Consistency <——— Design 0.813 0.04 21.08
Security Policy <—— Security 0.951
Security System <= Security 0.979 0.02 45.55 0.97 0.93
Security Stability <—— Security 0.956 0.03 40.13
Clarity <—— Accuracy 0.897
Accuracy <—— Accuracy 0.936 0.04 27.89 - 0.93 0.81
Contradiction <——— Accuracy 0.866 0.04 23.19
Update <— Recency 0.902
Timeliness <—— Recency 0.932 0.04 28.31 0.94 0.84
The Latest Technology <——— Recency 0.92 0.04 27.35
Information Diversity < Diversity 0.956 0.04 27.26
Range <= Diversity 0.955 0.04 27.15 0.95 0.86
Content <—— Diversity 0.867
Consultation Inquiry <—— Interaction 0.923
Customer Service < Interaction 0.915 0.03 29.05
Responsiveness < Interaction 0.916 0.03 29.22 0.95 | 0.83
Activeness <—— Interaction 0.89 0.04 26.80
Download <——- Infrastructure 0.931 0.04 27.92
Error Occurred <——- Infrastructure 0.884 0.04 24.62 0.93 0.82
Speed < Infrastructure 0.906
Overall Satisfaction <—— User Satisfaction 0.939
Convenience <—— User Satisfaction 0.944 0.03 34.24 0.95 0.85
Interest <—— User Satisfaction 0.883 0.04 27.43
Revisiting <——— Reuse Intentinon 0.931
Continuous Use <—— Reuse Intentinon 0.97 0.03 37.97 0.97 0.90
Continuous Search <——- Reuse Intentinon 0.947 0.03 34.48
E 6. vk #32n
Table 6. Research hypothesis test results
Hypothesis Estimate S.E. C.R. P Test Result
H1-1 Design — 0.045 0.05 0.94 0.34 Unsupported
H1-2 Security - -0.035 0.05 -0.73 0.46 Unsupported
User Satisfaction
H1-3 Accuracy - 0.14 0.07 1.99 0.04" Supported
H1-4 Recency - 0.155 0.07 2.26 0.02" Supported
H1-5 Diversity — 0.142 0.07 2.21 0.03" Supported
H1-6 Interaction — 0.333 0.06 412 Supported
Reuse Intentinon
H1-7 Infrastructure — 0.235 0.05 6.09 Supported
H2 User Satisfaction — 0.845 0.04 21.31 Supported
"*p<0.001, "p<0.05
o B3 skAb Aoy wsE AAZE SR A9 FdAt UehE, TR ES ol &aloF dth webA Al 4
AU Ao g}, olegh ofr= ] HEAbeS AR F o] o] g2t W=reo| o3k ke VIAA Fethe A A
FaBES T8 AEs gk Aot 58 e AE T Wt EEE Ao = pokdr,
W& 4= Qe ekl 252 YA oA] sk T Hetdo] 71748 o= 29 281l &g e A4
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Table 7. Mediation analysis results

Variable Stage t(p) Factor
Step1 20.162"""
Step2 | 17.454" Durbin-Watson(2.0),
Design R*2(0.639),VIF(2.217),
Steps 2033 Sobel test Z = 14.4"
12.218™
Step1 16.655™"
Step2 | 20.717° Durbin-Watson(2.021),
Security ——1 R"2(0.703),VIF(1.831),
Steps 217 Sobel test Z = 10.03"""
12.532"""
Step1 21.906™"
Step2 | 23.903° Durbin-Watson(1.97),
Accuracy R"2(0.703),VIF(2.437),
Step3 2142 Sobel test Z = 8.29"*
8.988""
Step1 23.536™""
Step2 | 18.531° Durbin-Watson(2.011),
Recency R™2(0.635),VIF(2.659),
Steps |22 Sobel test Z = 9.78""
10.814™
Step1 23.681"""
Step2 | 20.054™"" Durbin-Watson(1.951),
Diversity R"2(0.650),VIF(2.679),
Steps 20 Sobel test Z = 9.1
9.936"""
Step1 23.626™"
Step2 20 614 Durbin—-Watson(1.89),
Interaction R™2(0.679),VIF(2.671),
Steps |98 Sobel test Z = 8.16™
8.779""
Step1 25.081"""
Step2 | 19.846"" Durbin-Watson(1.938),
Infrastructure R"2(0.642),VIF(2.883),
Steps |27 Sobel test Z = 9.06™
9.710™"
""p<0.001
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