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Abstract

Purpose - Due to the rapidly changing environment, the
needs of information distribution are emphasized more than ever
before. As information changes to cater to diversity, pro-
fessionalism, and detailed segmentation, this information is pro-
duced exponentially. Many researchers working in intelligence
agencies are feeling the need to establish a comprehensive in-
formation management and information distribution system in a
systematic and more effective manner. Mobile marketing is
based on communication when consumers can access in-
formation using GPS systems whatever their location may be
when they are on a trip. Until recently, Korean companies have
been struggling to perform well in the larger mobile tourism in-
formation service (MTIS) for Chinese tourists, which is regarded
as a blue ocean area. The principal dimensions of the charac-
teristics of a mobile tourism information service were analyzed,
and the influence on perceived value and satisfaction was
identified. Moreover, the relationship among the variable sat-
isfaction and using intentions was empirically analyzed.

Research design, data, and methodology - This study exam-
ined the structural relationship among mobile tourism information
features, perceived value, satisfaction, and behavioral intentions.
It is based on analyzed data from questionnaires involving ad-
vanced research. A questionnaire survey targeting Chinese stu-
dents using a mobile tourism information service in Korea was
conducted. A total of 230 questionnaires were circulated, and
221 questionnaires were used for empirical analysis, excluding
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invalid data. The data were analyzed with structural equation
modeling with SPSS 21.0 statistic package reliability analysis,
factor analysis, and regression analysis were implemented, and
the effects of the mobile tourism information service features on
perceived value, satisfaction, and using intentions were
presented.

Results - First, mobile tourism information service features
have a direct positive effect on the practical value, and do not
affect the hedonic value. Second, perceived value has a statisti-
cally positive effect on satisfaction. Third, perceived value has a
positive effect on behavioral intentions. Fourth, satisfaction has a
direct positive effect on behavioral intentions.

Conclusion — MTIS (mobile tourism information service) in-
volves personal, social, and technical characteristics. We have
analyzed the effects of mobile tourism information service on
perceived value, and on satisfaction and using intentions. First,
the study shows that the characteristics of mobile tourism in-
formation service and perceived value in relation to mobile tour-
ism information service usage are important for marketing in the
Chinese market. Moreover, after using a mobile tourism in-
formation service, the effect on practical value is more than on
hedonic value. We could not analyze the program for tourism
information service extensively, and used only questionnaires
from Chinese students in Korea. In the future, there should be
research on the programs for a tourism information service. We
expect to study the MTIS program in greater detail, and to im-
prove the quality and reputation of MTIS through the analysis of
its program. We hope that this research will allow an evaluation
of the relationship between Korea and China regarding MTIS.

Keywords: Mobile Tourism Information Distribution Service,
Perceived Value, Satisfaction, Using Intentions.

JEL Classifications: D83, L83, M15, M31.



76 Sung-Joon Lee, Dai Jing / Journal of Distribution Science 12-12 (2014) 75-82

1.4 2

OEEAE 7HoR 3 RHIANH LS 28K} st He
| O|CIME ZHH3ID W=7 S 4 Yle jaixol of

i

O|_1X1| — = = AT o B
AY ez odls £7|= YA 2HXOA = 23X HE

HIZ30] GPS A|2EE 0|8% ?IXIFE, AFEL & UEH

, SEAE S CiYfet MH|AE MSSHEA HA 2ELOMAHE

2ES #E Lt Ael, AOEES Hg0| QEU 843
SO SHILE WHE =2 dHol= AS AL ZEIYES
HIYEE S50t BN A WE {2 S Y AL
|$=l22 ojof Cieh A7t RSt
259 FUste =g gist) M2t 2RSS 90| 1A
C MECH Z=E2 ok YR oY, MEY M2tz ¢
FEE 78lerHoz YUECh YEI|RM 2Rt A
2 APRE2 YEO 75 /S W AMHIA KRAe T

o2 |

e A rr o @ Huom Jf = Hromin

ol g2t MAHL SERS MAM2 =0 et 2e8S

gota L.

7|EE As ZHY BFFYEE AEA YA FEE OF
A Eorg AQIX| A7t Hasich H MAHY ADEE ZEut

SH B AOEE A2 xn% HEE ot Qo 2012E &
= AOEEE THOfZ0| 1.8M(ZEYE AEERE 262%)E 7|5
SHH MA Z|CHe| ADIEE A|FCE RSN, 2015H0=
489ro| TojEoz ZIZH AIFQ| 32%E XX MLO|Ct
(Samsung Economic Research Institute, 2013). O|2{&+ ArZ0f| A
AH| 22 THA|HAIZE CHE = AlEE RUECRE JE5H7| 9
SiMe B AH[XZL ADIEES SoiM HEMHAE A7)0 T
oF oot ofsf7t ERdsirh

m2td & Sfs Ao 50| X0 ZHEY a7 EAMH|
A B3 AEBXE Moz ZHHY ZEHEMHIA  FHSID of
™ IHKE = Eotetn ofEA UEZE FHst=7t0 Chet 9
ZOIM AIZEQCl TZ 0|82lzof st e H4FH 2t
HAZMES Sot0o] At Xt oLt Ol Soff ZHY HIHE
MH|AMTIS) 5= 0|81020] CHst O[sle] B2 Ho|0 ZAHEZ
£ 2ot MEEQI AANEZ MR = AZ AO|LCH

2. BHY FEYEME| 2] Tl

= GTOM Z2HHY AMH|A(mobile service)Zt 0|54 Y|

(2 droMes JHiEe 2nighE Sall AH. HCIALE A&
(Z ‘FHAHXE QO AEAY ELists 4E HIo|HeE &

£ &745ts MH|IAE oottt HHFY BEFYEMH[AR 2
FEO| ZHY MH|AZM Ofife] PR 2IAURIE & O
2R RE ZEE ZYTi;

oM FREO U= ZHIEBIFEMHAE FOES F40
BUHlez MHAED Q= AXZ|E 2IEELL 2f X|RA|OA T
=%h= PDA = ZIUEA S OIS TE Y| 7|Hez A
B2t YEHZE QUCE

21, 2HE P EMH[A0] S8 7520

MH|2o| E42 WY &Y, ey &Y,

Lk 4 SICk 1%} JHOI% S Bloj wB,
o

-1 T O =

= M=t IX7IE HAY, YENSS &Y, Hald S5 o

=10

=oALt et QIEH2 /M QIEUe B AN, HaH, &
deHel S4a, 0l Silef olsd, gy, /el=tel 4=

JdfH2 SE=C;

DHY #EEE MH|A9 7|2X S48 EUH AH[X dsA
7ol FM=et J|e8R S At 2 g
2 ggtet A1F X|ZHE figat X[2tE 20| 'rr
ot dgkg DIX|H, X|ZHE ALBE0|d2 AtE {840 d
2 0/ 2HY o2 +=82|=7} 0TIt SIct HE7|=
ZOFOf| AOIM X|ZE |FEY2 AMEASO0| A|XEES AFESIHALE
A8t 2%t 24Ehk= A0l off AFOM YSEACH
(Szajna, 1996; Mathieson, 1991; Davis, 1989).

DY PEER AMulao] AN SHS =B, ARl @z
ABIOl B oM MEZio] Helo| W Fnwe ez
(Rice et al., 1990), 17|52 +80f QoA %7| #8152 [f
BoiHel Fero| 7|s0 +3HE0 FHS 0K, $I|F8XHE
FHAIRSO oo o B2 FeS Z=CHRogers, 1995). 12|41
Quiel QIEH ol 22 HEYA AlRol 0|52 HEYS
QIRIAE SUAI7|D 0|2 Olsh ASIRQl @0| AIAROILE Ak
AZ MeEfss FQ3 99010] &3 QCt
Park & Kwon(2007)= ZHIY #a™EEMH|AS| EMHE FMT
72 202 XZE 884, XUE AgY, ALH EF, Al

g, SAFESY, XNAE EAZLE ZESRA=O, ol
ark & Kwon(2007)°2| ZHIY ZA™MEAMH|A AMHE0I2 2
XS0 Qs HLl0fM 2ot

O

ot

22, X|ZtEl JHK|

X|ZtE ZHX|(perceived value)Zt AMEAL7E MEE TONSHALE
MHIAE O|8T If ¥2 == Ys BE HOE HO|EICHZeithaml
& Binter, 2000). X|ZtEl ZtK|= 3A A THK|QF MEX JHK|
2 2583% = QICKPark, 2000; Shin & Kang, 2004). =X 7tX|
O = X|ZO|L} MH|AQ| At BHHAEN J4Ql0| A SOo|M Z2f
M, YA, 4EA F0O| JHKE  o|0|gtCHHirschman &
Holbrook, 1982). A8X 7JX|l= ATZAWHE ETIA|F|= AH|[RQ
2771 AUt} SFE|=7t0) wat 20, 48F2F el AH|X}
=2 MES A=Ho|n 52Xl WHoz J0iSHAH ElCHEngel
et al., 1995).

ot MH[ARO| NMIIX] Ae XZI7HKIE HE8H JHX|et
M2 JHKEE 275t O ZHX|E0| 742t ojoj(ZahEs=o| ¥
S 0Kl HdE23x2 HLn AUCKHLee & Overby, 2004,
Babin et al., 2005; Lynn et al., 2007; Ryu et al., 2010; Lee et
al., 2011; Oh & Lee, 2012).

DHY 2EFHEMH|ATL =851 20| =831X| Q= AELCE
o RChH= FEo| mat AFSXE ZHEY 2R EAH| A0 CHol
ile 7Xel HEo| Xo|7t /S AO|CH AFBAE2 ZHIY &
MOIEUE AtBSI0] HEHMZ 8o Aol ZME dide =+
A FOM AFBAEES HE8H THKIE Y2 #= UCL EE AKX
O|CIMLE F&S = Qs ZHHY FMOIEUE 0]83t0] A Yo|Lt
Qe SE YCEN EHIBE YE = U0 0| Bl AHBXES2
A 7HKE HE = ULk

Park(2008)= {2 JiX[Stn 88X ZHXE X[ZE THK|Q|
THRQICE TESI0] EHHY HAYE MHAEHM, WSOIX|, A
SHZo AAE AHTSIRALCE Lee et al(2009)2 22t9l 2+d ot
Ol AH[XF 541 ATIHEX| W FOjQE 7Ho| HAE HTHESRL
Ct. Carpenter(2008)= EOIM 1ZHE CHAMOCZ ATIIK|Q OHEE
S SHE 7to| HAHE HBIUCE



Sung-Joon Lee, Dai Jing / Journal of Distribution Science 12-12 (2014) 75-82 77

23 HYUET

D= (satisfaction)2 YHHM o= AEO| FOiM 7|Ciet FOj=
XZtel Mafel HmE L7ls oIX|H, ZYH use 3F U ¥
d¥oz ANSH= Oliver(1980)2| 7|Cf-2LX|o2{cre
(Expectation Disconfirmation Paradigm)0f 9|8 A3Hg = QIC|
070l ME R AMB|2o| JHEH £d@EE ofLfat of H §
M, Fof B2, 70 = 72 O|RO0X|= © Fof 712t S2te
2= ZHo| nzMo| MEHY Q== LEHLEA ElCHLee, 2007).

1980CH O|= R H A UHF Fo| ZFYYo| 2ot A7
7b AL SO{LE7| AIRHOO, 1990ELH O|S 0= RAX}F OHEO
G2 DXz Het UFFFHAE A5 0| LML
(Reisinger & Turner, 1997).

ABXE BEEQL HEAagzio] CfEN  gRm¥e
Kim(1989)2] ¥ & £ %= QL Kim(1989)2 7|& AtEXt =L
o ROISS FHo= Malslol AR Ei=et Heo| M, Y=
Aagilel BN E0Z RS HABIYC. <Figue 1>E
Kim(1989)0] H|A|3+ GiR@&o|Ct.

Using ratio of
Information System

I

Customer Attitude

Effectiveness of 0 ; "
; —| User's Satisfaction
Information system

Quality of
information

<Figure 1> Kim(1989)'s Research Model
24. 0|89

7|CH L X| 2(Expectation Confirmation Theory : ECT)2 HtH
oz NAOHE, PO M|, MH|A O EE A7t 02 A2
=0fe| AFO|M d2| AHEE|0] RCL O] 0|22 AtaAt XHTHOH,
ZAIM Tof, AR 23 KEFel IHTOH, ASAMH|A, At
TE MHA S3F 22 X0 H MH[A X[ 20ko A ZR L[St
H ZSHE|O 2tCHOliver, 1993; Spreng & Robert, 1996). HEA|
AHRD AL X|& AF™E2 AH[XES| FOf A-DF FARSICHD
gt = QUCL 1 O|fFe= R SAEHo M 5 7| MEf &£
= 70 28 MED, X7 AFE Z”of ogt g e, &=
71| oAHAEE WED, XT| AHE ZH0| o8 s e,
E719] OIAMZEHO| AtROlE BIHSZ O|Z2H & £+ Ue FAY
0] 7| {EO0|CHLee, 2006).

M2 OFEXE2 &WIHKT TE, Mz, SdE W Mo[8ek
o g&s D|XICtn THeHSHSICH Yoo et al., 2010; Overby & Lee,
2006). Park & Yeo(2010)= QIX|MOl ™It 273t AEH JHK|
= 0|8 o=t ZFHQl Ao USS HBSAL, Donovan
& Rossiter (1982), Wakefield & Barnes (1996)2 O{ZO|A 2™
Mol Z¥E HECR ot A IJHK|= 0|8 ol=et XL
Ao ASS ASSIACE

o= L-d

ok

r

3. dpoy

2 g7 22 MMATA Hpo FkAO| Cist =2
£ HIECoZ THIY HATYEMHIAE 0|85t T= FEXL L0
Mzt M2, AFHoZ, JOIN, ARy, 7|lsNmey 2
FYEMH[ALl EMEZ HASICH 0|0 CHot MeH=9t ZutH
+E LSt ixt SIUCEL FEBXE0| K|Sk CRAHAE QL THK|
of w2 AH|Xtel MEHO| AN™L|ZZ(Grewal et al., 2003) & A
T XAE 7HKE 483 JHK|et A THKE F2SIRACE 1
2l Ojzf 2A o Ao D= WE WEZ oFe = U= &4
of B0l BEESID O|82l=E XNAISHRICE Ofof Ciet A+
038 TAISISHH <Figure 2>9F ZECH

/ Characterof

Mobile Tourism
Information
Service (MTIS)

Satisfaction

Personal

Using

Intentions

e

<Figure 2> Research model
3.1. 7PN

= @ToME TUHE Aol o2 HEeyo e =2
o2 ofof 2=do| HiMEL, =& 7tset tEe| iy H 7t
QINAE ZEHZ 7HES EEOIL) YR THds 2HO
S o] BAIE J|edtke 012X T&ol2tn & W, of2{g
QNUAE Efz 2¥E 7tE2 ohgat 2o

r

<744 1-1> Character of MTIS — Practical value
<7} 1-2> Character of MTIS — Hedonic value
<7} 2-1> Practical Value — Satisfaction

<7t 2-2> Hedonic Value — Satisfaction

<7t 3-1> Practical Value — Using intention
<7} 3-2> Hedonic Value — Using intentions
<7} 4> Satisfaction — Using intentions

HA 018 53 REYUXE A= BIRCL A& T2 20141
SEMYLE 6H1LTHR| o & SoF TWEYen, 422 F 230
£ B E|QICE 0 5 SEE0| We URXE Mot 221
7b AT ZM0| O|8IIAULE. Sg2 HEHEM 0{g0| 1349
(60.6%)S XHX[StASD, HH0| 87F(39.4%)2l {2 LIEHGCE
iz 20 ~ 23M| D[RO 72(32.6%)2 2 LHSES KHK[SIFS



78 Sung-Joon Lee, Dai Jing / Journal of Distribution Science 12-12 (2014) 75-82

O, 23 ~ 26A| 0O|2t0] 70W(31.7%), 26~30A| 0O|Zt0| 40
(18.1%), 30A| O|AtO| 38WH(17.2%), 20M| 0|2+ 13(0.5%)2| «=O
2 LIEtCE A&2 4A| Cfstm X3Ho| 125(56.6%)2 XHX| 3}
o 7t =A LIEtGeH, el MEH0] 79%(35.7%), ™20 XY
30| 12Y(7.7%)2| =2 LIEGICH 2HFY 2y B AMH[A0] T
of 2ubx ol EMZ msty| I3t HIESAMES AASH Zots
CtSaf Zct 2d S 2HYZ 0|83t S 3|0 E2
1~23|7} 85H(38.5%)C2 JH QkQFT, 3~53|7F 67%H(30.3%),
6~103|7} 38H(17.2%), 11~153|7} 13E(5.9%), 153| O|At0| 18
(8.1%)2| =9 = LIE}RICE

DHY P EMEA O & 7Y X120 ARBSH el 4
© PDAZE/AOIEZEO| 93WH(421%)CZ2 CHEL0| XIX|SIEOH,
LEE(UMPC, EfE2l 5)0| 733(33.0%), O|SMSHPDA, ALOIE
Z Nel)7t 37H(16.7%), HH|A0|H(GPS)0| 13H(5.9%), A&kt
YO EIATF 2H(0.9%), 7|EF7} 3H(1.4%)2| =C = LIEIRLCE

AME MB|AO| Cig 2o, 2= 2 QHl AMH|AS| ZHL
121(54.8%)22 74Er QL, EX|YE AMH|ATL 120(54.3%), o
UK AMH|ATL 80(36.2%), =X O|HIE HE AH|AT}
77(34.8%), 7|Z M AH|AT} 74(33.5%), =HPEEstD &0l 2
2 JE MH|ATL 72(32.6%), SAEE MH|AT} 64(29.0%), TS
nE™EES D HE ZRHY MH|ATE 63(28.5%), OfHAEHE M
H|A 62(28.1%), AT ME MH|AZ} 41(18.6%), FA EapEE
38(17.2%), AMA|7ZH DEME 35(15.8%)2 2O LIEtLICE

[MEfA ZAICHAEC| ZHFY M HEMH|A SR CfE CHA|
B ZE2Es Z QHH MH|ATL ZHE B2 HIEZ2 K[XSts A=
LIEHSC

42. gi%o| £

2 Ao ZetEl Has IR 58 2|FE HEE ALEYI0 &
HolQich. ZHY AAEE MH[AS] EM X2 Park &
Kwon(2007)0] A& EOZ JiQIA, Ats|H, 7|2X 2 2 S0
A S SHSIRICEL FHESZE oY EH2 MTISE
DHY MH|A 0|20 5=, ZHIYS Sof SE¥EE Uig &
og, X=F 0|8 & 622 SIRLCL ARH EH2 0|83i=
TEYE MHA QBT O|83H= AMH|AE CHE AMEIEDF O[0F7|
JHE| E, 27 WA ZHY HEE HSEL JAS S 422 A8
SIULCL 7|&d E42 MTIS Moz Hlaste S, CHE Oj
M ECH 0|8317| Held, £27t MEE § 4B2TS AFESISICt

HE8X Il ZHEHQ z=oo| st EHILZ Park &
Kwon(2007)2| ate|x 7tAo| NSg, o|8stH =0| g, 0|8
SH 28X oo 7ts8 & 4TS ARSI FHEE THK|

AE™O| Folo| CHS TWIIZ Park & Kwon(2007)9] ZHIY
SHEAMH|A O|8BHH A|ZH0| 7= & RE, 0 AMHIAE 0|8
M o2 o MO|US, 0| stH 7|20| Hetstn EO0HE & 4
el

Ho Otk rr

UFEE= O MHAE 0|83t DHESISID CHAL O|83t =
XML E Choei(2009)0] ZHIY DITXE AMHA X|&HOZ 0|R%
A, TH 082 AY S 13282 3

4.3. B0 M2|gat EtEd =4

2 AFoMe dat B0l MEIEE ABSHY| fI6t0] WA A
LS 18{st7| Q|st Cronbach's Alpha A<+E£ &
RACE. StLto] Z-H==0f Cis of2f il &=

0|8 7 BEHAMLUZEE T3t 0|4 o XE Tots A
O] I =2H5H7t 7 et Alpha 7|==7F 0.6 OlY, 7liPle HEME2
Z ¢ M= 08 oy f M7} FOtd BHCL

<Table 1>The result of Reliability Analysis

Variable ltem N Cronbach's Alpha
Character of Personal 6 0.868
MTIS SOCI{:“ 4 0.875
Technical 4 0.855
Perceived Practical 4 0.864
Value Hedonic 4 0.859
Satisfaction Satisfaction of Tourist 6 0.922
Using Intentions Using Intentions 7 0.916
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<Table 2> Factor Analysis; the Character of MTIS

79

Factor Question Factor loading Community Componfent
Cronbach's o
| am proficient at using mobile services. 0.704 0.649
The tourist information through mobile is very meaningful. 0.711 0.674
Factor1. MTIS is useful when on the moving. 0.685 0.575
Personal . - — - 0.868
Character | !t's easy to learn and remember how to gain the tourist information. | 0.703 0.681
| can get the information what | want by mobile 0.602 0.627
The use of mobile service is convenient 0.674 0.577
The mobile tourism information service what | used is famous. 0.761 0.725
Factor2. | can talk about the service what | used with the others. 0.731 0.714
Social Use the service after healing favorable evaluation of tourism 0,686 0,692 0.875
Character information provided by mobile. ' '
The mobile information can be provided to meet the needs i need. 0.707 0.730
mobile tourist information service provide safety. 0.742 0.662
Factor3. It is convenient to use a mobile than using the different media 0.742 0.748
Technical - — - — - 0.855
Character The speed of the mobile tourist information service is suitable 0.712 0.703
| can use the service wherever. 0.623 0.674
Eigen value 3462 | 3.112 | 2.857
The index of dispersion(%) 24.729 | 22.228 | 20.404
Dispersion index of dispersion(%) 24.729 | 46.957 | 67.361 Premise quality
Cronbach's a =0.935
KMO 0.946
Bartlett 1801.088
Significance probability .000

<Table 3> Factor Analysis; Perceived Value

Factor Question Factor loading Community Componf—)nt
Cronbach's o
MTIS provide the proper value in the price 0.756 0.643
Using the MTIS can save money. 0.783 0.718
Factor1.
Practical It is possible to solve the inconvenience dramatically because of the 0.809 0.751 0.864
Value convenient use of the MTIS. ' ’
It is possible to obtain tourism |nfo_rr_nat|on by the service fast and will 0.705 0.740
have a efficient travel.

Over time that do not know if use the MTIS. 0.686 0.667

Factor2. Trip is more exciting by using the MTIS. 0.815 0.770
Hedonic 0.859

Value It's easy to find the much tourism information by the mobile service. 0.868 0.813

If you use MTIS will be comfortable and better mood. 0.621 0.613

Eigen value 4.989 0.726
The index of dispersion(%) 62.362 9.073
Dispersion index of dispersion(%) 62.362 71.434 (F;’rerr:)isehquality
ronbach's o =
KMO 0.920 0913
Bartlett 1019.422
Significance probability .000
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<Table 4> The Result of Multiple Regression about the character of
MTIS and Practical Value

Subordination | Non-standardization | Standardization
Variable Calculation Coefficient Significance
. t L
(Practial Standard Probability
Value) B Error beta
(Constant) 2.062 .038 .000 1.000
Personal 506 038 506 13.356| 000"
Feature
Social Feature| .483 .038 483 12.743| .000***
Technical 447 038 447 11.792| 000"
Feature
R?= 689 modified R>= .684 F=159.942 p-value = 0.000
Durbin-Watson = 1.878

Annotation) *p<0.05 **p<0.01 ***p<0.001 Significance

= E Z2Mo|ME 37HK| S80| O Y| AHS WA
22 2HpY 28 EME|A0] S92 HEY Mo I
X o2z <7td 1-2>2 7| 245Ut

% Gt

0

<Table 5> The Result of Multiple Regression about the character of
MTIS and Hedonic Value

Subordination |Non-standardization | Standardization

Variable Calculation Coefficient Significance
(Hedonic Standard Y| Probability
Value) B Error beta

(Constant) | -1.394 .067 .000 1.000
Personal -.078 .067 -.078 -1.160 247
Social -.093 .067 -.093 -1.387 167

Technical .013 .067 .013 198 .843

R?*= .015 modified R>= .001 F=1.103 p-value = 0.000
Durbin-Watson = 1.898

Annotation) *p<0.05 **p<0.01 ***p<0.001 Significance

SME AMOME WX JpRlet AR I} BB
S22 AT YICF MRHA KIZHE JHRlE BEE0) DjXE ¥
g2 200 & 4 900z b 2>& MYl

<Table 6> The Result of Multiple Regression about the char-
acter of Perceived Value and Satisfaction

S .. |Non-standardization | Standardization
ubordination| " caicyiation Coefficient Significance
Variable Standard | Probability
(Satisfaction) | B Ly beta
Error
(Constant) |2.912 .035 .000 1.000
Practical .395 .055 .395 7'5 3 .000***
Hedonic 513 .055 513 9';'0 .000***
R?= 728 modified R?= .725 F=291.148 p-value = 0.000
Durbin-Watson = 1.849

Annotation) *p<0.05 **p<0.01 ***p<0.001 Significance

S8 ADOINE HEH Jhx, MSF FHN7} 080l=0] ¥
22 YAt D Lo X2l JHilE ojgol=o| YErg ojFict
4 9loo2 <IH 3>2 Mes/oict

<Table 7> The Result of Multiple Regression about the character of
Perceived Value and Using Intentions

Subordination | Non-standardization | Standardizatio

Variable Calculation n Coefficient Significance
(Using Standard Y| Probability

Intentions) B Error beta

(Constant) | -2.899 .042 .000 1.000
Practical .352 .065 .352 5.408| .000***
Hedonic 479 .065 479 7.355| .000***

R*= .611 modified R>= .608 F=171.315 p-value = 0.000
Durbin-Watson = 2.103

Annotation) *p<0.05 **p<0.01 ***p<0.001 Significance
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<Table 8> The Result of Multiple Regression about the char-
acter of Satisfaction and Using Intentions

Subordination | Non-standardization | Standardization
Variable Calculation Coefficient ¢ Significance
(Using Standard Probability
Intentions) B Error beta
(Constant) | -2.731 .041 .000 1.000
Satisfaction .789 .042 .789 18.973| .000***

R?= .015 modified R>= .001 F=1.103 p-value = 0.000
Durbin-Watson = 1.898

Annotation) *p<0.05 **p<0.01 ***p<0.001 Significance

EAXE2= SPSS for Window 19.0 EHZZ IS ARSI
o s=TE XFQ| 2218 E HIEFEAMZ Fof FSASH 2A
2 SR, 24 ZHEEEL SAF tlelde =Qlsky| {6 e
T EME dAlsH Zdut 2HY B EEEMH[A0| £, X|ZHE 7t
K|, BH=EEZ, O|2|= 0| FA| Cronbach’s aZt& 0.70|A4 02 L9}
Al
—

=
|g9S 2ESIRALE

2 AR0ME ARBHY TR 0] U2 K2 AT
¢om|, 7Hd HZFS A 2 B4 ol HALNS MABRICE
Saf 20t B3 ofef RASHD c.
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<Table 9> Summary of hypothesis testing results

Hypothesis

e Contents Result
classification
H1 H1-1 | Character of MTIS — Practical value Adopt
H1-2 Character of MTIS — Hedonic value Dismissed
Ho H2-1 Practical Value — Satisfaction Adopt
H2-2 Hedonic Value — Satisfaction Adopt
H3 H3-1 Practical Value — Using intention Adopt
H3-2 Hedonic Value — Using intentions Adopt
H4 Satisfaction — Using intentions Adopt
S5 AR
51. A2 9 8l AIARY
2 QT A2 2FS Wi 9lonf Au|Ao| a0 5
Sl Qe =Y BEAYRMHAS FHE A7E i R
BIYEAMHAC DAYS SN MUATRN F2 OfSH Cjto
2 ot ASEMZAN0| o5 2tEol FHIUAMH|A0| Ciot WS
2 =2H 37|10 o|HSl= A= LIEHRC,
7HEHE A0E B ZHAMEEEAME|A0| 37IK|EEe &
QL0 HIg| A JHK|0| OiX|= s HA Ligch A
B ZHY 2EHE MH|A 0|8t LM IS JHX| R0t o
28 7Kg H 2 &S 7I1X|2 Utk

= gFoME 2RATE SO O|2Hez RETY AFTEAM
Hl& 810 XA 7kK[2] 2, R|ZtEl 7HX|ef THEE, 0|82
o A, UFRELl 0|89kl EAE HHERASH, HFAUTE
SoHME XZtEl 7HK|, HETUFRE, 0|80 s OXl= A
o= LERRCE 28t B EEAMEA 540| X Z4E 7HKjet &

et 2A7t USS eMst QUCt.

52 7ol $h U & Glpus

2 70| g7 %
ZACHAC] B7HY B9l 0|
stel TSt F0 STRABSC (YO ATOL} UdteiA|7|
Sof 2ol UCkn B & ULk et FBols FR0| AR
e 33 RAURS CRUOE DU ABHLAE|A0 et x|
ol b|@eT} TE(0{o} & TaNo| Slck

ST, 2 97 i ATFEAMHAC Sk X|ZE It
XSS ALSOIYOOE B30l AHIX| S MUNALS S Ch
S48 AFBOT 1S 7t0] BNE Ry Tavt Atk

AR, SUs 717|0) Tt 2 WEFS 2 om0l TAHURE
MEBOICHS SES I=ot7| SIehA Chre | 9 B
SAHIAS NES ARSS HYOR 3 M= g3 anyHo|
2 ot

OiRjgoZ, B Qs DY BBWLAHAS Ol £ o
WSO QIA T BHY ABHE MH|A0| ST XIZE JHKls
BHOIZE, 0jgolzo| A0 FHS Fa 7t A o]
THAQl DEY BYYEAEA T2 B0 Cft MERQl =0
7b MQIE/QIC S DR BYHEAHIA0) S O AN
2 @7} J|ryEch w3, Yo=E ofsist meae| Wyt U
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ol £ A gre Ao|Ch.

References

Babin, B. J., Lee, Yong-Ki, Kim, Eun-Ju, & Giriffin, M. (2005).
Modeling Consumer Satisfaction and Word-of-Mouth:
Restaurant Patronage in Korea,. Journal of Service
Marketing, 19(3), 133-139.

Carman, J. M. (1990). Consumer Perceptions of Service Quality:
An Assessment of the SERVQUAL Dimensions,. Journal
of Retailing, 66(1), 33-55.

Carpenter, J. M. (2008). Consumer Shopping Value, Satisfaction
and Loyalty in Discount Retailing,. Journal of Retailing
and Consumer Services, 15(5), 358-363.

Choei Hyeon-Sik (2009),. A study on the effects of moblile in-
formation services and customers characteristics on tou-
rist satisfaction and reuse intention,. Goyang, Korea:
Thesis for Doctorate in Korea Aerospace University.

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of
Use, & User Acceptance of Information Technology,.
MIS Quarterly, 13(3):, 319-340.

Donovan, R .J., & Rossiter, J. R. (1982). Store Atmosphere: An
Environment Psychology Approach,. Journal of Retailing,
58(Spring), 34-57.

Durlacher Research Ltd(1999). Mobile Commerce Report Retrieved
September 30, 2014, from http://mww.durlacher.com/down-
loads/mcomreport.pdf.

Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995).
Consumer Behavior, (8th ed.). Fort Worth, TX: Dryden
Press.

Lynn, G. Park, Jungkun, Lee, Yun Jung, & Widdows, R. (2007).
Value-driven Consumer e-health Information Search
Behavior,. /International Journal of Pharmaceutical and
Healthcare Marketing, 1(2), 128-142.

Grewal, D., Gopalkrishnan R. I., Krishman, R., & Sharma, A.
(2003). The Internet and the Price-Value-Loyalty Chain,.
Journal of Business Rsearch, 56(5), 391-398.

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic
Consumption:  Emerging Concepts, Methods, and
Propositions,. Journal of Marketing, 46(3), 92-101.

Kim, K. K. (1989). User Satisfaction: A Synthesis of Three
Different Perspectives,. Journal of Information System,
25(5);, 1-11.

Lee, Dong-Jin (2007). Strategic Relationship Marketing. Seoul,
Korea: Pakyoungsa.

Lee, Eun-dun, & Overby, J. W. (2004). Creating Value for
Online Shopping Shoppers: Implication for Satisfaction
and Loyalty,, Journal of Consumer Satisfaction,
Dissatistaction and Complaining Behavior, 54-67.

Lee, Jin-Soo, Lee, Choong-Ki, & Choi, Young-Joon (2011).
Examing the Role of Emotional and Functional Values in
Festival Evaluation",. Journal of Travel Research, 50(6),
685-696.

Lee, Min-Young, Kim, Youn-Kyung, & Fairhurst, A. (2009).



82 Sung-Joon Lee, Dai Jing / Journal of Distribution Science 12-12 (2014) 75-82

Shopping Value in Online Auctions: Their Antecedents
and Outcomes,. Journal of Retailing and Consumer
Services, 16, 75-82.

Lee, Seong-Ho (2006). The effect of ubiquitous attributes of mo-
bile contents on perceived interactivity and behavioral
outcome,. Seoul, Korea: Thesis for Doctorate in Seoul
University.

Mathieson, K. (1991). Predicting User Intention: Comparing the
Technology Acceptance Model with Theory of Planned
Behavior,. /nformation Systems Research, 2(3):. 173-191.

Mathieson, R. N. (1985). Measuring Satisfaction with Tourism,.
Journal of Travel Research, 23(3), 2-5.

Oh, Young-Sam, & Lee, Young-Chul (2012). An Exploratory of
Study of the Utilitarian and Hedonic Values on Buying
Intention in Mobile Service,. Journal of Distribution
Science, 10(9), 23-29.

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and
Consequences of Satisfaction Decisions,. Joumal of
Marketing Research. 17(Nov.), 460-469.

Oliver, R. L. (1993). Cognitive, Affective and Attribute and con-
sequences of satisfaction decisions,. Joumal of
Marketing. 17, 44(2):. 460-469.

Overby, J. W., & Lee, E. J. (2006). The Effects of Utilitarian
and Hedonic Online Shopping Value on Consumer
Preference and Intentions. Journal of Business
Research, 59(10-11), 1160-1166.

Park, Cheol (2000). A study on the Effect of Internet Information
search value on Internet shopping Behavioral Intentions,.
Korea Marketing Review, 15(1):. 143-162.

Park, Hyoe-Un, & Yeo, Eun-a (2010). The Effect of Positive and
Negative Emotions on Shopping Value and Approach
Behaviors of the Internet Apparel Shopping Site.
Distribution Research, 15(2), 101-122.

Park, Hyun Jee, & Kwon, Young Guk (2007). The Analysis on
Relationship among Characteristics of Mobile Tourism
Information  Service, Perceived Value and Behavior
Intention, Actual using,. Hote/l Management Research,
16(1), 121-138.

Park, Hyun Jee (2008). End user behavior analysis based up
on mobile tourism service experience focusing on uni-
versity student,. 7he Korea Tourism Review, 23(1),
101-124.

Reisinger, Y., & Tuener, L. (1997). Cross-cultural differences in
Tourism: Indonesian tourists in Australia,. 7ourism
Management, 18(3):, 139-147.

Rice, R. E., Grand, A. E., Schmitz, J., & Torobin, J. (1990).
Individual & Network Influences on the Adoption &
Perceived Outcomes of Electronic Messaging,. Social
Networks, 12(1):, 27-55.

Rogers E. M. (1995), Diffusion of Innovation, 4th Editon, NY:
Free Press.

Ryu, Ki-Sang, Han, Hee-Sup, & Jang, Soo-Cheng(Shawn)
(2010). Relationships among Hedonic and Utilitarian
Values, Satisfaction and Behavioral Intentions in the
Fast-casual Restaurant Industry,. /nfernational Journal of
Contemporary Hospitality Management, 22(3), 416-432.

Samsung economic research institute (2013). A powerful New
Generation of Chinese Consumption. Seoul, Korea:
Samsung economic research institute.

Shin, Jong-Chil, & Kang, Myeong-Su (2004). A study on the
Impact of Consumer Value on the Mobile Wireless
Internet on the Usage Intention and Time of the Mobile
Wireless Internet,. Journal of Consumer Studies, 15(2),
125-143.

Spreng, R. A., & Robert D. M. (1996). An Empirical Examination
of a Model of Perceived Service Quality and Satiafation,.
Journal of Retailing, 72(2):, 201-214.

Szajna. B. (1996). Software Evaluation & Choice: Predictive
Validation of the Technology Acceptance Instrument,.
MIS Quality, 18(3):, 4-13.

Wakefield, K. L., & Barnes, J. H. (1996). Retailing Hedonic
Consumption: A Model of Sales Promotion of a Leisure
Service:, Journal of Retailing, 72(4), 409-427.

Whipple, T. W. & Thach, S. V. (1988). Group Tour
Management: Does good service produce satisfied cus-
tomers?, Journal of Travel Research, 27(1), 16-21.

Yoo, Weon-Sang, Lee, Yunjung, & Pak, Jung-Kun (2010). The
Role of Interactivity in E-Tailing: Creating Value and
Increasing Satisfaciton,. Journal of Retailing and
Consumer Services, 17(2), 89-96.

Zeithaml, V. A., & Binter, M. J. (2000). Services Markefing:
Integration Customer Focus Across The Firm (2nd ed.).
Boston: Irwin McGraw-Hill.



