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ABSTRACT

Purpose: The Purposes of this study are (1) to examine why users are communicating through MIM (2) to
understand what factors impact these users’satisfaction and loyalty.

Methods: We use a questionnaire survey to collect 256 data on users’perceptions of Kakaotalk. We also use
a structural equation modeling method by using AMOS 18.0.

Results: Company trust, communication voice, connectedness, and perceived network size are found to be
statistically significant factors affecting. Also, satisfaction influence on word of mouth and intention to switch.
Conclusion: This study develops a research model from the MIM context. We suggest three points of view
as company characteristics, device interactivity, and social factor. We examine the determinants of users’sat—
isfaction and loyalty. The results can offer valuable insights for future mobile services research.
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22U EE AGe] W3} vl Eo] theke AnfEE o] ZE|Alo]dEo] ol Uk
WA A (Mobile Instant Messenger: MIM)& A A|A A 02 714 &dbs] AL&35ta 9 oS Ao] ot} JAHE
A A (Instant Messenger: IM)= AnfEE Q] Wl olg] PCo|A Buld ZHZ o7 451 &
A, WA, 548 Fol S8E &8 AwuAleld Mu|=R xlststal gtk MIMS
9, ARER 3, o8 RGeSt 9A ARE AlEete AR E A

< MIME &all Text QI SAHAIA|, Bo|2Z AR 5F44 &f, BT o|REE 55 7

L1 Agely 25 AES & 5 Ak

A A AAR R AH =S AAskL = MIM AH]2E ‘Sh=i(What's App), ‘913 (WeChat)', ‘#F1(Line)’
W} FHEQ E(Kakaotalk) & THEsHAIRE wulellA= 7750l 7P Bo] AREEAL e wWAlA ot A
(Chaton)'#} ‘g 5(Tictalk) o]eh= MIM AMH|AEE QUUAA T 2|52 AH] 25 Fastal glal‘vho] 9] Z(Mypeople)’
o Aol Aul2E TR TulelA = ol F Al 7p7ke Kol AujE & gfstr o] &2t 30947195847, o] &
A7 71 ArE 87.84% 0.2 HEARl 1918 2elar JuGTrAlZ, 2015.05.10.). Hbde] 22 Aol A= 41t
NE]H A (Monthly Active Users) 7|5 2.2 Sk=440] 800%HY, o] A5 wAl A7} 70094, ¢ o] 600%HY, L
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MIM Aol A S0 tid A5 ofdfishs AL sl o] AR Fad olgrol, 53] &4
mHoi(social media) 2 2] L3t 2HZRE BANA Hoprbr] sl F=o)meh deho| el s A= 2l

Sl gk A7-50] Fasttt. uAFe] FAE A
-2 AA sk AEH AAY-AE FE sk glo] $23 240]7] wjEoltiLuarn and Lin, 2003).
71 T ATl A= Aol AR MIMAH| 220l tigt AT-E°] JATHFREe} o]F 3, 2014; A4dZ] 9], 2014).
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229] 7%, 28l FHAREEY] oS aejgt) 3 AR AFT AU AE AFsE 71l te 547 e
HHow MIMS Algshs 7190l tigh A8 27t S =l oudh Faks mx|=A] AujEiof vl A s 2414
o7 S 7Y Q1o FFE vAE Fa3 Wgelal 7|E ATEelME Ve tig A eIt 5555 AlF
2 ) 20] AT o =7} A YebdtHGanesan, 1994). F HAZ talo] & 71%52] 7% MIMeo] Al&dh= 7]

x
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917] w&Eo|tHZhou and Lu, 2010).
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Figure 1. Research model
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= 20t0(76.6%)7F 30ul(15.2%), 40tl(6.3%) Kt} 71 BA Yelwch 717158 71 ghits) A
20t o] 7] miie] o] 7S Adatrtar 2k oigtA(78.9%)¢] 274R1(18.8%) Hrt wekor, 6}%‘—& th 3t A
A(64.1%)°] NEAANEDR(27.3%) % et QA7 4% Rt BA Jebdt) 35 F 717Fe%5 ARSAIRES
2~3A17b0] 44.5%% JEREOM, 1 tho 2 1A 7| ko] 32.4%, 4~5A17F o]-0] 12.1%, 613k o] 4o

el 71710 55 AAlE thE 71 AREo Rl disiAE Alde] 50%= 7HE Bel AMgetal Q= AR UE)
gon 1 theo® HES| 71%0] 20%, STt 17%, oolHlAE b 11%, npAwto. R Ho]x|/uks} 7}
2%2.% 7V¢ A vebsth <Table 1> Q7843 Asg Aegh xoloh
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Table 1. Results of demographics

Measure Frequency % Measure Frequency %
Male 151 59 High School 3 1.2
Gender Female 105 1 Attending |0 64.1
Univ.
10s 1 0.4 Education Gradu.ated 19 74
Univ
Graduate
Age 20s 196 76.6 Sehool 70 27.3
30s 39 15.2 Under 1lhr 83 32.4
40s 16 6.3 Usage of 2-3 hr 114 44.5
50s 4 1.6 MIM(day) 4-5 hr 31 12.1
Occupa- Students 202 78.9 6 hr 28 10.9
. Office worker 48 18.8
tion other 6 1.6 Total | 256 | 100

AT AL

£ @ e Hg el ALk sl ke sl e %HEOH G FE aslo] FANA AF3]

sla BgAel AEH 71E A5

A AL F7ksteteh. 71904

Agelet”, “0e & g 7]
&

Droge,2006). ¢1%]

# 1

foleh”, “Hd A= 71?;0114.”9} ol 370 E—ﬁc}zi =43k tHChiou and
YAlol el tisii = 717t 5 AAREe R oAkaE e 4 gl 8
e A S P Sl k"2 GAE(COMT1-3), EO]é(COMVI—S) O|REIE 7|5
(COME1-3)el disll zt7] tt &5 S48 tHMcMillan and Hwang, 2002). 3.3HJ(CP1-3)2 “7HI52
AQ), AE}7], opolRlzEe] § e 7550 A58E ATy, TPt Ee & g v& B2 7sES
Algget” o2 548 tHTan and Chou, 2008). AZ2(CN1-4)9] 5ol “the 7Pte %S S8 o A
e AUAES =AY, Ui TP S-S Fell Wek AREloke] AAAS SRt AU E @A tigk o]
& et S22 S48 tHZhao and Lu, 2010) 3L, 1418 WEA A7(PNS1-H°l| tiajr =754
2z Abgho] Wbl ARG, U F919] B2 AEo] PR EE AR, R SE B A AR S T

ko g st} 5o 72 =43} tHZhao and Lu, 2010; Chiu et al., 2013). ¥F=%(SAT1-3)+= Bhattacherjee(2001)

g gusfe] “ThPRNI/SNE, W )il AFehl 7)ie] B, W3 AgsrymS FEs

r}L

[T
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S48kl FH2=(WOM1-3)+= Chiu et al.(2013)& Fxsto] “Ui= & AN 7PEe 5SS 2vlsta 4
oL, kel el molH o ek Aojnt”, ‘SRl S B Aojvk" = SAsklrt. dee=(1S1-3)
o ™34+ Hu and Hwang,(2006)¢] Aitd-& EU=Z & A7) H24o| sHA| A4 atol“the Rutdd wlalA] )
o= vhE 7heAdel bk, vk oo gl “AEHoR o] oAt gtk 2 At

ft

2 QpoliE TR RYL Ba S A1) G HEEYD 205 BIEE AT 919
2 &

3} A 3
A, AFEEEE ASsl fstel AEERd ecIite] ZFadli-ol(Standardized  Factor
Loadings:FL>0.7), 7B 212 %Z(Construct Reliability: CR>0.7), Ha#A3Z(Average Variance Extracted:
AVE>0.5)& 538l #4435 6719 &5(COMT3, COME3, COMV3, CP2, CN1, PNS3)& Al A % o]
A 67] @ AA F <Table 2> WepbRe], B Aiwd5o] E880%

=] 2=
= H = T
atgrol 71EA1%1 0.701d o2 Uetston, 89159 Jid AlEwet A EAFEe 5 715491 0.73 0.501742

=3

55 tHChin et al.1997). HEEE =S AT A3 <Table 3>¢F Zom, di MEEo] 2 s

SARY AFEr x2=358.28, p=0.000, x2/d.f=1.416, GFI=0.903, NFI=0.934, CFI=0.979,
RMR=0.045, RMSEA=0.0402 HAHo 2 AL 7|FS W5sls Aoz e

Table 2. Results of confirmatory factor analysis

Factors Indicators Estimate CR AVE
CTT 0.905
Company trust(CT) CT2 0.974 0.915 0.783
CT3 0.847
Communicat ion COMT1 0.769
text (CONT) CONT2 0.851 0.829 0.709
Communication CoMV1 0.989
voice (COMV) COMV2 0.829 0.813 0.686
Communicat ion COME1 0.831
emoticon (COME) COME2 0.861 0.846 0.732
Compat ibility (CP) CP1 0.788 0.748 0.598
CP3 0.776
CN2 0.787
Connectedness (CN) CN3 0.889 0.789 0.556
CN4 0.769
Perceived network size PNS1 0.903
PNS2 0.933 0.952 0.870
(PNS) PNS4 0.838
Satisfaction SAT1 0.819 0.863 0.677
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SAT2 0.887
(SAD) SAT3 0.809
Word of mouth WOML 0.871
T TOM2 0.924 0.910 0.771
(o) TOM3 0.879
Intention to switch [S1 0.924
152 0.970 0.907 0.764
(18) 1S3 0.926

Table 3. Results of discriminant validity

CT COMT COMV COME CP (N PNS SAT WOM IS
CT 0.885
CONT 0.445 | 0.842
COMV 0.157 | 0.339 | 0.828
COME 0.363 | 0.832 | 0.429 | 0.856
(P 0.368 | 0.547 | 0.177 | 0.601 | 0.773
(N 0.33 0.571 | 0.216 | 0.508 | 0.434 | 0.746
PNS 0.227 | 0.433 | 0.015 | 0.375 | 0.471 | 0.418 | 0.933
SAT 0.481 | 0.483 | 0.289 | 0.518 | 0.437 | 0.711 | 0.441 | 0.823
WOM 0.476 | 0.48 | 0.26 | 0.414 | 0.435 | 0.61 | 0.442 | 0.749 | 0.878
IS 0.094 | 0.222 | 0.068 | 0.208 | 0.208 | 0.22 | 0.292 | 0.227 | 0.256 | 0.874

EodgE AREFEEHS 53 205 7k AREAE AFEIEY EAAY JIASE x2=396.76,
p=0.000, x2/d.f=1.480, GFI=0.893, NFI=0.927, CFI=0.975, RMR=0.072, RMSEA=0.043% ¢t} & 713

o Hgte S99 F, @ A7MEE AT AN TRYRARLS B Ak Figure 29 2
AFE(D= 2809k AFUAIM Bol2 715(b=0.128), BZH(b=0549), AAE WEHD 7]
(b=0.192)%= W] FHHS GG WA= AR ekl 1 SANE ddgel /Mg T 98¢ T Qe
JeRt we] ARl HAE J)53 o REE Vs, 8L wEmd] Jgo gl Aow el o
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Communi cat ion
Text

R* =0,603

-0.219(n.5)
Communi cat ion 2 e Word of Mouth
Yoice 0128 RE=n.oe7
) - 0.183(n.5) Satizfaction
Communi cat ion R =0.063
Emot icon / —

0.015(n. s}

Compatibility

0,549 o

Intention to switch

Connectedness

Perceived
network size

skl P<,01. *! P<0,058. ns! not significant

Figure 2. Results of research model
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