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Abstract All of smart phone users not always make a good use of mobile shopping. The main cause is that
in case of non-user of mobile shopping, potential apprehension to psychological and security weakness affects
building up resistance on mobile shopping. In this paper, we designed models of innovation resistance heavily
based on literature reviews and previous studies, and tried to find how perceived risk affects consumer's
purchase intention in mobile shopping process. In conclusion, it shows that security, one of psychological
factors, affects perceived risk in all aspects, while negative influence of society and cognitive dissonance just
affect social risk and delivery risk, and uncertainty also just affects performance risk. Besides, it shows that all
of variables made up perceived risk affects resistance of purchase. Especially social risk turns out to be a most
influential factor to purchase behavior through smart phone.
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(Table 1) Variables’ Measurement and Reliability

Analysis
Variable Measurement Cronbach’ a
Sec 4 0.948
NSI 3 0914
Unc 4 0.818
CD 4 0.841
SR 3 0.834
DR 3 0913
PFR 2 0.874
PCR 5 0.891

Sec : Security, NSI : Negative Social Influence, Unc :
Uncertainty, CD : Cognitive Dissonance, PFR : Performance
Risk, DR : Delivery Risk, SR : Social Risk,

PCR : Purchase Resistance.

Aof| A= ool Fh(eigenvalue)©] 1¢]
O AR, A FS YR
o} 2Fo] 0.40]74<1 —o HE ARk 29l
) n elslo] 991 ARk
AASSA L <Table 2> 8.2
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(Table 2) Factor Analysis

Component
Sec NSI Unc CD
Secl 906 177 187 184
Sec? 388 215 199 166
Sec3 853 241 217 130
Secd 842 134 214 133
NSII 156 885 050 231
NSI2 199 876 034 120
NSI3 249 851 108 222
Uncl 074 061 871 002
Unc2 205 062 810 070
Unc3 253 -.039 182 034
Unc4 214 374 616 175
CDh1 086 048 118 900
CD2 182 29 -.027 856
CD3 281 338 110 688
Abstraction Method of Factors : Principal component analysid
Rotation Method @ Varimax

Sec © Security, NSI : Negative Social Influence, Unc : Uncertainty,
CD : Cognitive Dissonance, PFR : Performance Risk, DR :
Delivery Risk, SR : Social Risk,

PCR : Purchase Resistance

100 1 Journal of Digital Convergence 2014 Dec; 12(12): 93-106



The Effects of the Social Risk on the Resistance of Purchase in Mobile Shopping

ENG] T ] ki
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(Table 3) Correlation Analysis

Sec | NSI | Unc | CD | SR | DR | PFR | PCR

Sec

NSI |.500sx

Unc | 487 | 278

CD | 535k | 536w | 2735

SR | AT 7 | 528k | 203 | AB5#*

DR | 4215 | 392 | 1560 | 482 | 3813

PFR | 3715 | 143% | 314 | 2365 | 3915 | 366

PCR | 4775 | 43155 | 2035 | 486% | 609k | 416 | 405

# P<0.05, #+: P<0.01

Sec © Security, NSI : Negative Social Influence, Unc : Uncertainty,
CD : Cognitive Dissonance, PFR : Performance Risk, DR :
Delivery Risk, SR : Social Risk,

PCR : Purchase Resistance
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(Table 4) Regression Analysis

Standardized
Variable Coefficientst t p-value
Beta

(constant) 936 .350

Sec 181 2.906 004

SR NSI 310 5.39% 000
Unc 062 1.172 242

CD 205 3.489 001

Sec : Security, NSI : Negative Social Influence, Unc
Uncertainty, CD : Cognitive Dissonance, SR : Social Risk
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(Table 5) Regression Analysis

Standardized|
Variable Coefficientst t p-value
Beta

(constant) 4325 000

Sec 224 3.378 001

DR NSI 135 2.201 028
Unc -.076 -1.349 178

CD 310 4958 000

Sec @ Security, NSI : Negative Social Influence, Unc :
Uncertainty, CD : Cognitive Dissonance, DR : Delivery Risk,

i
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