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Abstract

Recently, rapid innovation of Smartphone is changing the paradigm of our daily life. Smartphone
users, opinion experts more than 99 percent of the economically active population is using, it has
reached the saturation past the early stages of formation. Smartphone is equipped with a general
purpose OS possible the implementation of high performance environment similar level as a
personal computer. Also, it is a mobile communication terminal scalable which can be removed or
installed various applications. Such extensibility, it is possible to use different applications through
the Apps store. In addition, it is also possible various services which are location based service.
However, these services also benefit many but it also has a disadvantage of invasion of privacy
and disclosure of personal information. In this research, we aim to analyze factors influencing on
perceived value and risk in location based service of Smartphone. In addition, we aim to analyze
the causal relationship with perceived value and risk in satisfaction and recommendation intention.
This study suggests practical and theoretical implications based on the results.
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