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(Abstract)

In considering the overheated competition amongst social commerce, it
is imperative to determine which parts of the social commerce service
are considered important by consumers, and which parts need
improvements to sustain relationship between consumers and the
corporation. Therefore, this research has identified the motives for
usages of consumers as affordability, convenience, information
acquisition, pleasure, and sociability, and set satisfaction as a factor
that works as a medium between previously mentioned motives and
willingness to repurchase to identify factors that affect willingness to
repurchase and factors that affect positively. Additionally, to identify
significant results that have not been identified in statistical analysis.
The experiment was conducted on those who have experienced
purchase on social commerce or are currently using social commerce.
The survey was created based on prior research, and has
representativeness as a sample were conducted empirical analysis and
visualization analysis. As the research result, the result that satisfaction
causes are in close relationship with causes for repurchase, and
affordability has the most positive effect among the five motives for
usage were deducted, and the conclusion that the relationship among
data are easily deducted when statistic analysis and visual analysis are

carried out at the same time was postulated.

(Keyword)

Relationship, Repurchase, Parallel coordinate, Social commerce, Statistic
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AAANAL A4 YEYT AH|A(Social Network Service)2} AXAFA = (Commerce) 2] 3ol A
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