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An Investigation of Factors Affecting Consumer Intention to Use
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B Abstract ®

As the smart phone devices gain popularity, companies no longer consider mobile application marketing as an
auxiliary marketing tactic. The branded mobile application (branded app) becomes an important part of marketing
strategies. This study is an attempt to investigate antecedents of the use intention of the branded app from the
perspective of TAM (Technology Acceptance Model). This study takes a macro perspective in explaining the adoption
process by incorporating a set of new, yet promising additional variables into the TAM model such as flow experience,
benefits, innovation inclination, and customization features.

Data were collected by using a survey research. A total of 270 responses were collected. Questionnaires from 25
individuals were removed from the data set due to the insincere responses, leaving the final sample size of 245.

Findings support all but one hypotheses of the study. Both perceived utilitarian benefits and customization features
of the branded app were found to have positive influences on the perceived usefulness of the branded app. Also, the
innovation inclination and perceived entertainment of branded app users showed positive influences on the perceived
ease of use of branded app. In addition, it was shown that the perceived usefuiness about the use of the branded
app influenced positively the flow experience and the users’ attitudes toward branded app. Also, the ease of use
perceived by branded app users had positive influences on the perceived usefulness and the user's attitude toward
branded app. However, the ease of use of branded app did not have a significant influence on the flow experience
among users. Moreover, the flow experience from the use of branded app users influenced positively the user’s attitude
toward branded app. Finally, the users’ attitudes toward branded app had positive influences on their intention to
use the branded app. Implications for practitioners and academicians are provided.

Keyword : Branded App(Branded mobile Application), TAM(Technology Acceptance Model)
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(Table 1) Review of Trends in Recent Mobile App and Branded App Study

Type Researcher | Year

Application(App) Acceptance Factors

Kim et al. | 2014 | Information usefulness, Entertaining usefulness, User review(TAM)

Mobile

Wang et al. | 2013 | (Functional/Social/Emotional/Epistemic) value

App Park et al. | 2012

User innovation, Social influence, Immediacy, Convenience, Perceived error risk,
Networking effect, Perceived purchase risk(TAM)

Kim et al. | 2011 | Multimedia contents, Design, Entertainment, Price(TAM)

Kim et al. 2013 | Control, Customization, Vividness, Novelty, Feedback, Motivation, Multiplatforming

Ryu 2013 | Entertainment, Experience, Interactivity, User satisfaction(TAM)

Branded
App

Park and Choi | 2012 | Design, Contents, Ease of use, Community

Meeder 2011

Social influence

Visual attractiveness, Performance expectancy, Enjoyment, Innovativeness in IT,




58 AAE - 0147]

Utilitarian
benefits

Perceived
usefulness

H7 | 21™

Flow
experience

Perceived

ease of use N =245 =p<0.05, =p<0.01

x2=688.42 (p=.000, d.f. = 360)
x2/d.f.=1.91 GFI=.83 TLI=.90
CFI =.91 RMSEA =.06

<{Figure 1) Conceptual Model and Result of Analysis
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ARAE el il BEoR TAH A ATES wgom ZHUSE £ 19w
A, ArtEED DAY olge] U AAS  FAFEEL /|E APATEA ofn] A4
Z4she FES] AEA mvel MAHAT. eyl FuE FEES Fom AYHYe
S, ol g7k BACNS ALGSY AA 0F  w] o]F B ATl A 74 % ugsel 4
q, £§W, AAREY, B2 3PS 345 STk T BE NREIREL AAE 5F 3
= guSo] MAHAL A, BAEY o] g7k (1= A8 13A gk 2 = 184 9L Holt,
Baol AL Qe V1% D AFol tld BEE 3= wEolth 4= ozt ath 5 = ujg 2T
AWE A R AU WA, 2 AHgdel SR 2 ATE 98 AHed
g7t BASES A AU K84 L SAWF] 244 49 @ FHE <Table 2>
AHEgOIAS AT FREZ PAHEAL o AN gk
AR, o847t BASRE AHEE Fo E 127

= Pz =]
= = 5. A5%4
o AEA e vpA g B2 A
, A e FAshks dTEAEH 51 E=9 E4

42 H{Zo| xAHA Ao AT Suxl B S Alesta 24570 S
A 2FAAY SHAESY EAL e 2

oA A AAE 7o ASES S8 2= th Al M SEAte] Hir ol < 2654
Q) mutd #Fa muld ARYAelA B M i, el A= F27t 1819(73.9%), <127t 64

(Table 2) Operational Definitions

Variable Operational Definition References

Utilitarian | perceived economic benefits including savings, utility, | Chandon et al.(2000), Lee(2007),

benefits and convenience associated with branded app. Nam and Yeo(2011), Yang(2013)
Perceived | the extent to which a products or services associated | Kim(2007), Nam and Yeo(2011),

customization | with branded app are tailored to a person’s needs Srinivasan et al.(2002)
Innovativeness | & individual’s willingness to try new information Agarwal and Prasad(1998), Choi(2013),
technology and ideas Kim and Lim(2011), Lu et al.(2005)

Perceived the extent to which the activity of using the brand | Brackett and Carr(2001), Ducoffe(1996),
enjoyment | app is perceived to be enjoyable in its own right Heijden(2003), Kim et al.(2011)

Perceived the extent to which a person believes that using a An and Kim(2009), Davis(1989; Kim and
usefulness | brand app would enhance his or her performance Lim(2011), Kim et al.(2011), Lu et al.(2005)
Perceived | the extent to which a person believes that s/he can | An and Kim(2009), Davis(1989), Kim and
ease of use | use brand app effortlessly and conveniently Lim(2011), Kim et al.(2011), Lu et al.(2005)

Flow the extent to which a user experiences entire focus | Hoffman and Novak(1996), Kim(2005),
experience | on the interaction while using branded app Novak et al.(2000), Yoo et al.(2006)
Attitudes A person’s cognitive, affective, and conative Kim(2005), Kim et al.(2011), Venkatesh
evaluation of branded app and Davis(2000)
. e } ) Bhattacherjee(2001), Kim(2005), Kim and

Intention An individual's willingness to use and recommend Lim(2011), Kim et al(2011), Venkatesh

to use branded app to others

and Davis(2000), Ryu(2013)
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ottt a8y B HAEAVIAES ATEAITH Cronbach’s alpha 7142 %8 W& Jdage 7
542 71Es] 2rpEE ol gAY B IAKISA,  pagom sleld polRAS Axse Z43
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57 AEIA 5 B/l BA AESB, AT, ANEF, 2ol
50k =3 B Age] el 27 209
B A7) AaRFe G AEDESe A7 HE WILR T B awelrE 535

(Table 3> Demographic Characteristics

Type Subsection Sirirzlpe)le Perc((;;)tage Type Subsection Sirirzlpe)le Perc(i/rs)tage
Men 181 739 Student 204 83.3
Gender :
Women 64 26.1 Professional 14 5.7
Total 245 100 Administration 7 29
Under 20 5 2 Type of | Sales and Service 6 25
20~24 129 52.6 job Production 3 1.2
25~29 84 34.3 Housewife 5 2.0
Ase 30~31 1 45 Owner-operator 3 12
35~40 8 33 etc. 3 12
Over 40 8 33 Total 245 100
Total 245 100 Under 1 year 7 29
High school graduate 4 16 Period of 1~3 year 109 445
Education Attended college 194 792 smart- 3~5 year A 384
completed | College graduate 28 114 |phoneuse | 5.7 yeqr 29 118
Attended graduate school 19 78 Over 7 year 6 24
Total 245 100 Total 245 100
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+ 50
7 82, .86, .80, .81, 78 .83, .81, .80, .86t} 3
EAEZ(AVE) 32 2+ 61, 60, 52, 60, .55,
63, 59, 58, 6701, /1AANZE(CR) < 22 .83
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e A Ql 7189 81- AT 50 o H(Kim,
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Table 4> Result of Confirmatory Factor Analysis
Standardized Cronbach
Constructs Item factor t-value CR | AVE
. alpha
loading
Service usage benefits 5 -
Utilitarian 1 - 2ce benefits B 1175 2 | 8| 6
benefits
Money saving benefits 7 11.15
Timeliness of offer NE) -
Perceived Appropriateness of offer to situations 33 13.44 % % 6
customization | Apsropriateness of offer to purposes 74 11.92 . . .
Appropriateness of offer to personal needs 74 11.77
Immediate challenge to new things 35 -
Innova- Inclination to try out new products .70 10.72 © a1 -
tiveness | pyrsuit of leading-edge fashion 72 11.04 ' ' '
Willingness to try new methods 59 892
Fondness of branded app use 2 -
ePrEg(;egeedrit Interest in Brand app’s contents 69 10.86 Q1 2 0
Experiencing fun and enjoyment in branded P 1301
app use
Usefulness of overall information 81 -
Perceived | 15 6 ness of shapping information 78 1161 8 79| 5
usefulness
Time saving in information acquisition 63 951
Easiness in learning how to use 12 -
Percetved 1 v emience in usage 89 1158 & B | 6
ease of use
Low skill requirements for use N 1091
Focused experience for a long time NG -
FlO.W ) Experience for telepresence 69 10.07 81 81 59
experience
A complete immersion experience 86 11.59
Satisfaction with branded app usage 69 -
Attitudes Satisfaction with branded app information 33 11.05 .80 81 58
Overall liking N 10.47
Recommendation intention to friends 30 -
Ir;gerlllt;zn Intention to use branded app for shopping 33 1397 %5 %6 67
Intention to use branded app for information 3 1409

and event participation

Note) x*=537.33(p=.000, d.f.=341), x*/d.f. =158 GFI=.87; AGFI=.83; TLI=.93; CFI=.94; RMSEA = .05.
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(Table 5> Result of Discrimination Validity
e . . . Perceived . .
Flow Utilitarian | Customi | Perceived . Intention | Innovative .
Constructs . . . ease of | Attitudes Enjoyment
experience | benefits | -zation |usefulness se to use -ness
Flow 77)
experience
Utilitarian
benofits 26 (.78)
Customi | ¢ 49 (78)
—zation
Perceived |- 57 50 (74)
usefulness
Perceived
ease of 20 50 26 A7 (.79)
use
Attitudes 49 3 (.76)
Intention 56 6l 76 (82)
to use
Innovative | 4 34 2 % 2 39 (72)
-ness
Enjoyment 62 43 46 29 o7 &4 37 (.78)
Note) ( ) is the square root of AVE(/AVE) for each variable.
(Table 6) Result of Analysis
Hypothesis Path Modeled Coefficient t-value Result
H1 Utilitarian benefits =~ —  Perceived usefulness 23 378" Supported
H2 Customization —  Perceived usefulness 28 478" Supported
H3 Innovativeness —  Perceived ease of use 12 2.20" Supported
H4 Enjoyment —  Perceived ease of use 18 325" Supported
H5 Perceived usefulness — Flow experience 79 477 Supported
H6 Perceived usefulness — Attitudes 32 664" Supported
H7 Perceived ease of use —  Perceived usefulness 21 3417 Supported
HS8 Perceived ease of use — Flow experience =01 -.08 Not Supported
H9 Perceived ease of use — Attitudes 17 240 Supported
H10 Flow experience — Attitudes 12 242" Supported
Hi11 Attitudes — Intention to use 1.05 10.74™ Supported

Note) ™ : Significant at .01, ™ : Significant at .05.
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