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Abstract The fierce competition of mobile messenger services (MMS) allows MMS providers to perform a
variety of marketing campaigns and business activities to enhance user loyalty. The applied model in this study
is based on Oliver's four-stage loyalty model for the formation processes of user loyalty about MMS. While
social network formation and service quality are the key elements of cognitive loyalty, positive mood and
negative mood are the key components of affective loyalty in the study. Conative loyalty is captured by
commitment. The data of 249 KakaoTalk users at least five times for three months is empirically tested based
on the research model using partial least squares. The analysis of test identifies that positive feeling and
commitment significantly influences behavioral loyalty, whereas negative feeling plays a significant role in
inhibiting behavioral loyalty. The findings of this study show that social network formation and service quality
significantly affect only positive feeling. The analysis results reveal several insights that can help MMS
managers understand the roles of cognitive, affective, conative, and behavioral loyalty in the MMS environment.
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(Table 1) Constructs

Construct Measurement Item Reference Factpr CR AVE
Loading
BLO1 |[I am a loyal user of Kakaotalk. L C. Hari 0.862
Behavioral | BLOZ2 |I will use more services of Kakaotalk in the next few years. an;:l M ;{n IiI 0.906 0.903 0755
Loyalty BLO3 I consider Kakaotalk as a first choice for mobile communication Co ocie [é] ’ 0838 ’ '
application. :
COM1 |I use Kakaotalk because I really like it. 0.861
Commitment COM2 |[When I am using Kakaotalk, I feel a strong sense of attachment to it. Z. Zhou 0.885 0.929 0765
COMS3 |Kakaotalk has a great deal of attraction for me. et al. [2] 0.866 ’ ’
COM4 |I feel emotionally attached to Kakaotalk. 0.887
Posif POM1 |Excited M A . 0.882
;;(‘);Ze POM2 | Thrilled o [ij]e 0787 | 0881 | 0712
POMS3  |Delighted ' 0.860
Negati NEM1 |Frustrated M. A . 0917
iff’joge NEMZ |Angry o [Jff]e 093 | 06 | 0854
NEMS3 |Irritated ) 0.902
Social SNF1 |Kakaotalk.helps users meet new people. J. Min and B.| 0875
Network SNF2 |Kakaotalk.helps users find others with the same interests. Kim 0.859 0.838 0.726
Formation | SNF3 |Kakaotalk helps users talk with people. [16] 0.821
Semvi SEQ1 |Kakaotalk always delivers superior service. I N. Sheth 0.878
Qiravlifs SEQ2 |The offerings of Kakaotalk are of high quality. o 'al‘[l% 0902 | 0913 | 0778
; SEQ3 |Kakaotalk has consistent quality. ’ 0.865
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(average variance extracted: AVE)S Ea) #Z=9 itk
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(Table 3) Correlation Matrix and Discriminant

Validity

<Table 4> A

L
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T

Alstit.

M)

N

0.882

0.852
0.537

0.924
-0.022
-0.026

0.844
0.150
0.631
0.608

0.875

0.792

0.083

0.553
0.636

0.869

0.633

0.569
-0.078
0.582
0.784

1. BLO
2. COM
3. POM
4. NEM
5. SNF

6. SEQ

1l

(Diagonal elements are the square root of average variance extracted.)
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