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A Study on the Effects of the Usage Review of the Majibl)
Smartphone Application on Use Intention

Ji-Soo Han'
Dept. of Food Service Management and Culinary, Hyejeon University!

Abstract

The purpose of this study is to examine the effects of genuineness, usefulness, overstatement, and assenta-
tion of the smartphone majib app on trust, perceived risk, and use intention, and thereby suggest useful infor-
mation for the mobile application. A survey was conducted from May 11, 2015 to June 30, 2015 targeting
smartphone majib app users through convenience sampling. A total of 300 questionnaires were distributed, of
which 275 were used for analysis after excluding 25 response for negligent or inappropriate responses. The
results found that, first, of the review characteristics, genuineness and usefulness, assentation had positive (+)
effects on trust, while overstatement had a negative (—) effect on trust. Second, of the review characteristics,
only genuineness and usefulness had significant effects on perceived risk. Third, trust had a significant effect
on use intention rather than on perceived risk. Fourth, trust and perceived risk had mediating effects on the
relationship between the assentation of the majib smartphone app review characteristics and use intention.

Key words: smartphone majib app review characteristics(genuineness, usefulness, overstatement, assenta-
tion), trust, perceived risk, use intention

I. M 8 Ik ol gt viAIES Bl 217 THE

SE0] Alg ke He FES 2 AA9

e A&EHE 4 Edeg A4 WA W 8 E£3k2 WSkA7]a YthRyu IM - Hong

o TAlo] mEEHA S22 Al oA BE  CP-Kang KP - Kang DH - Yang DY - Jwa JW,
AVl FEE BAAPE Ha itk IT 7] 2007; Park HS, 2011).

o] W, 2~utEY]7] 58}, SNS AREA} A& 21 ] A, RIEY uty R 9

o7 F7ksh, 2kl d-S 715t T8t 2RtEE sH ol Aol S EE A=

A} B T3k SNSE Bl /N aH|AEe] S}

q
ke 297} 20124 o) F A&H o 7
SIek. 7% w2l A%, 2014 AEA

J=9l g ol FelA ol Mg Bl gIAshe ]

q: @A, blackcook@hanmail.net, 3 H%E TAT TAS teZ 25, dldigdn sz AL
1) The Majib means delicious restaurant.



168 3= ze]e3]|A] A 218 Al 65(2015)

&o] 3.8%= UEtor, Take-Out?] 7% <53
191 3170 2012»4 12.6%°14 2013\ 14.1%=
7k Al S ﬂEfﬂ ‘SNS*& 53
H 5L 7.7%2 GERG o, 2000(12.9%) <] ©]
£E0] 53] =t ‘/}E]r‘;b?](Korea Federation of
Restaurants, 2014. 12). 2~0FEZ-2 =] 200913 3}
Q7] Mu|27) AlRFE ol2jol] 20151 5 41,669,694
o] AntEES o] &oh= oz 43 thKo-
rea Communications Commission, 2015. 05; Jung
SM - Kim YH, 2015). Z~RFEZ, SNS9| & <l
3 A (HAF714) 2n7tF STkt o)A
2 ohekst nlAoA] ClE Y-S E3 FH AT
718F fr83t ol EE Aol A T2 AR} el T
ofA] a1 FAlo] o] &3 4= Slo] ofe] B &

& a7fekn we AlgEel A% Folhdrh

N

N

22l tE 2l o Ze] Aol A viAY
o AHorE AAFEe R Mu|AE AT F
ATh= Holth why ojZ g A0S thto} =
AR RS S2-7) vFAaS o) o] &
A A2 3ol FAE = da, S2H B A,
SNS(ESIH, Ho]2E 55 S B& AFHEC]
2 oy ARE E S itk E=3 SNS, 22}
Slxlel E, vkl ARUYEIS A3 niA" ol U

TH(Korea Federation of Restaurants, 2014. 12). 7L
2 Au] 2ok S0 U3 AMES ZAH o
& 4 5ol aAEel 25 2 sgol e
< O Bol AR 9= oS
7H = Sleh TrEH% 7171 Hste] o4 A=
W3}l gkl o 20131d(84.2%)°l Bl&l 3.5% =7}
g 87.7%%5 AR SPHEE ARRITVE 57t
g5 ol "] 3ke ¥ 718 Aes
A2 Yoo WS, 2012).

Sung HJ(2012)2 ~PIEES ©]&3 22Kl
SNS(social network service)f+3-= vPlo]|AZEZ
I, AwYE, ryEd, 820, T2 7Rk A
Mz BRstel 9147190] el gloi]

92 AH] o] ukE

7} #4791 0] §2)
8|

]B.EEEO )HuﬂaL ,/T: g}]\

H3lGATh o= A2 B @ Aleld] €279
o] 2ntEZe] HEgo] 43 et 1
Aol A 2~rtEES 289 nAR A e
ol fFE 2 e FFe = ATHETKSin SY -
Cha SM, 2013).

olelgt vy =PEM kel fEelA ol
of AllE e eailel Al - 3ke] Aok glo] Ul
M= e 29 9w, AN7 Y 3

£ snlEEor Al Agelm, Tt 3
A FR7IEO R AT AU JALES
@ 5 glof vHIY FHoR B8 9 A
o},

g goln e ARgd FolA 9
cjZejAl ol el gk A-e] B aifo]
o} Il &g ellA T $7]e] Fa/de] AxH
A AR thEt 2HAF Q1A S T
7} @A4stE 1 9eh AREy Jo
A, A, oA, A, .”_A} A, BHHA
3|4 To= okl Uth(Sohn JA - Lee EY,
2007; Lee EJ - Sim WS, 2007; Jeon WY - Joung
HIJ, 2006; Joung JS, Youm DS, 2009; Chiou &
Cheng, 2003; Hong BS et al 2009; Lee MH * So
YJ, 2015).

gk AR FFS BA R GgelA IEY
= 53 AEe e AEY E 278k T
UHZ:E%‘JOI o] FojA|7] wZel AEUl 28 EHA
7} Agehe FEET o] ko] FIPEE
o AlEsle kel Atk QBuls E3 3w
2 gl A A F] e F23 2Rt 1A
Sl B33 AMslS Al A= golg 4 gtk
a8l 2738t ol A
=7 YJehta 4tk Song MR - Yeo JS, 2001). ©]
o} o] SANES Al Frler HEAA <
HUl &89 viEe ST A 2
7ol AElE FEste ol AAolgt & 4 9l

THHong BS : Lee EJ - Joe MA, 2009).

AN ) Ak o2



a5 Azt A9l 2717} Fhee Aow
43 A  gthHeckhausen, 1997; Lockwood et al
2005). AZHE flgol gk M|z} R, A
A, 2eja Fef el A9 5o 54 Tl
A 24| ot st & wf, a2 HE
28l diste] Aztete 4le]A] S Edtt
(Bauer, 1960; Ryu JH - Eom SH, 2001). Hassan,
Kunz, Person & Mohamed(2006)+ 22kl A] 79l
2H|ApF A 4ete S A, T ARk
(time-loss), AFE| A, 2214, Al2l4, &2 (sourse),
Hol 5 & g7kA] Ad o2 U+ thRhee HJ -
Shim ES, 2013). 914 F =7} =& 2 e 7l
AANA 1@ el A2A st 1= Qlaf Ty
she Edolu A3E AztsHA ot 59| 7]
T A wE £de Axm Ws g
(Lin, Chang & Lin, 2012). 7]&¢] A8 dATLel|A]
EEPEEE REIREE S R !
AaHolA gon), mille
Yol B¢ A§57] 54
7ol
B AT e ~rtEE 9] 4] A}
go] A1%] Bl
w k

o1s
d%

¢
o

e]

—

ujn

1
1]
w2t
571
o] o]
AR b H2o
2 2uEE B
HEE el

w1 et 1] 7

e m o2 ol
o W
>,EI

iJlmir'uﬁ

N,
fr 2y
2
2 4
o
o o

I
rJ OF“
m 2
ox 9
tlo ofo

o
=

o %O

)

T

re

-

1o
INJE

_E

il

g

2

il

o
oo

She 914 2] 45]
sebgro =4 o) <)
bt g,

Jm
oX,
[o

£ o
of

. OI=A Hi&

1. ADIEE UE o T 2 &I

94 2uAEE SrlEEe] 94U OB
Aol olgale] HA MO LS 2
7, dlebg ajul, e wAse] SeEe Be ¥
7], o gy, BIPR 5L FalA Beh. o2
srlEEe] $8EE A4 0 Boldm oirh

Szl mA = Gl B AT 169

2RFEE QY(app)ol & APIEE G A A 2] ellA
dYPse BE £ZEF S r|FTHOh M -
Kim HH - Moon NM, 2010). AP}EE & qiy
FHll=o] Ao B o goEo] o 2t

EZ 2 A4 FRzz so/te $REA

H
23 92 dla UTHOh IM et al. 2010). 2=n}
EEO 7P F AR ¥4I e A A

=
B a3z A% a2 02 e 5 9
(Choi GH - Lee SH, 2011). Z12]aL |23+ AnlE

E, 2~ntE = F 24F 2ntEY]7]e] Bg g
Ak 2utEY]71E ALgSte] diste} o] o]
FolA| 3, 24 AFAE, g 95 A8 T A
3|7 bol] A A AnfET|&o] 85 = A9
EYE 23 Aoz JJHtiKim GH et al
2012). B 92 <ie] W F 7l el 224A
AEZ BFEY da, A9, SAHR et
ZFHE ghrdll & 4 thSohn JG, 2013). o]2]&t
2y e 9 ok deRs, vl ol g

HEE 2ntEZA e ke 5 7] WE

(Huang, Chou & Lin, 2010; Lee SR - Yoon HY -
Namgoong Y, 2010; Lee HY, 2012).

2. NiB=7| E4It dlg| & X2 21

20| 2|
ARSI JIEUlE Solf oW AlFelu AH]

g€ e Al Agske
A€ Slvjstol, olelek AR AP B vl A

ARLECN A 4Ee TS vR = Zo = ol



170 3= ze]e3]|A] A 218 Al 65(2015)

1 THGoo DM, 2003). 2HIY o] Zg]A o)A S
|83k AavAls Bukd AedlA] S8 24
B S ARV, AL o], oA
aHIA, ARYE 5 Eakd 2Rl sk
FYPH AFEL 2RI YRt Agete 7HRE
84 5 F24(Kim SW - Kang HT 2007;
Lee KY 2010), 21%]/d(Pavlou PA - Gefen D 2004;
Kim JY et al 2008) & THgk T4 o] Fo A
itk QIEl &g Eo AR5 g AFE
2| | Degeratu et al(2000)S 22}elAke]
A o loId s AFECl tig A4 dME
Hrp o] Fufjzte] A@A et g7l
AAA FEE9] JFo] ¥ Ewrha st
o|A ¥ AHEZTI7F AE Fie] AR ajlew %}
S3MHA QIEYl g EdA oAM= FrilAtES]

[

Bl MFA 02 o|Zolw, o] 1es}

&5 HUg d&st= T AHETTIE A"

&3l =8E 71€°]a AtHHong BS - Lee
2

Shim WS(2007) o] Fuljz}e] Z e A3}

m
ol FHE Adstauzt 2E el

NG, &4, TR FEsIHen, o] F
B, oA, A Tto] Aol )3 gk
S HAE Aoz Yehdth Kim JH - Kim HJ
(2003)2 AEUl &g Zo] AT FgAHE0]
AHHARQL g7} ofet AgE GolE A
wjZol], Fufj 2t ol 2t EAYe oz 2dH A
oz HrlEo] AL de A7) ke st

=

o}

3. &l & A2=E fElt 0l2e=
2|

217Gl 9] AlE & AlelH F3tolgt=
A wj o exeRRlo|A R H& F23F Q40
o, oz JTFE v = ey ik &
ek 1-go] Agtolgtar 31 thGefen, 2000). &=
3t Mcknight and Chervany(2002)= 1Yl 4o
o] A% AAAE, wjE o] I o] |y
H e elA] 2 E]7] wfol] H8A Q1 A E
ok A=) F8/do] o Zrxdvta 3t QlE
Ul Eofl ek o8] AFEolA 21=]7F Aol
Tof| JE X = o2 YERETHGefen, 2000;
Gefen et al 2003; McKnight et al 1998, 2002;
Javenpaa et al 2000). =3k QIEIYl Lo FollA] Al
F7F Fufel =] fFofgt FEFe nA= AR
UEelstem(Jang MH, 2005; Na YG,Hong BS,
2008), Je KJ(2006)= 22}l FHo| AT} &
njgo] Al FaFE nAH, A== el T
ujol = gl O o JEkE mRitta sk
ok A8l A A2E A tig ERe
Az} w2} kst Javenpaa & Tractinskyet
(1999)= JEYl &3S B3l ol A5, &
7ol 9185 A4 A3, A1 9, B 9
A, 1A A, ZejelHA e m EFaIal
t}. Corbitt et al(2003)E %52 914, 452 9
d, AEA 2R, AeE A, AR fdes
TEote] 2lEleh AxPEA e ek mHA] Ze]|
sl etk

[
15

Jm

-



171

ED

=9
SENS

£
TR A

(

13

[<]

<Fig. DI} o] =

oo W2 2

-

Mo

=

H3-2.

H4.

H5.

AHGED), ol &9I%=03

Fae Attt

37 B0l

1
g AH-F7] 5P(13EF), AHEED), A

o] g2 =
F3telaL

HS

<Fig. 1> Research model of this study.

8] AZshast oot ol
ST wehd B A 2nhe
n| 2=

olol) wet

=l

Al

”}2

i=]
7

[e]

=

= Skt

AEZAPZIZEE 201549 5€ 11

=
FE 6¥ 30¢7H] AAlsllon, AR =
H(convenience sampling)el] &]& ArlEZ HHf

)

S o] §AE thFo R NS RStk A
= 30055 v E3lion, o] = BAASH
AL, AFEA Hilelr| s AEAE A9

W RET AR 27578 B4 A

ity |

v

KX
°©

be

3. Bi0| XAKN AO| Q =X

= o alo
o o
ot rjn 2

~nlEZ ubg o x}&F7)E olEu]
o'l AlFolut Au|zdl ek o] $4EE
ARl Al Adshe Ao® Aojata, 234,
o, f84, &g e® FESHITh Kim JH -
Kim HJ(2003), Jung SY - Park C(2005), Lee EJ -
Shim WS(2007), Hackbarth et al(2003), Hong BS
et al(2009)2] A5 B2 2 Ao A3
T Bestel 13782 ST A &
HIZ7F BE 2 ARsto] 94 dEe sk
Zoll 3t M= J=2 o3l Lee YK - Lee
MW(2006), Na YG - Hong BS(2008), Lee EJ -
Hong BS(2009)2] A5 EUIZ & Ao A3
sHAl 778 Hetete] 4wekS SR8 A4
AL 2HATE B s ARgsie] QA EE
Trjete Aol ek Aoy 2o A== %
©]&}a1, Belanche - Casalo’ & Guinaliu(2012), Na
YG - Hong BS(2008)°] 175 Eti= & A5
AP 4 B@st] 3RGL S o]



172 3= ze]e3]|A] A 218 Al 65(2015)

Q.

8

2ol J3Fs F= Zi#i 73?«]6}_1‘ Daws(1989)

Yoo ws(2012)2] A1 EThE 2 AT Hgs}

A 4 Beste 3292 St
AHE-S719] B4, A=), A7HE 919, o] 8=

v 77 AE AR 2585

.I.

. &&=

.L

=0 5

EH

7o #A l ALEE AR FEO] = 275
ol AFEA A 2wty EA L thS <Ta-
ble DI} o] velydth M-S dxr}h 1447
(52.4%), AZ7} 131%(47.6%) 2 VERton,
AE o mlEe] 2067(74.9%), 71&°] 697
(25.1%)2 iUrE}‘)'E} A e 2029417} 165
(60.0%), 30~39417} 6278(22.5%), 4041 ©]*to]
48%(17.5%) = Jepstth ek Agjors
o] 1599 (57.8%), AHEZ 0] 547(19.6%), %7
o] 497(17.8%), 7€} 13%(4.7%) % LFERETh

e
e

[¢]

2] (exploratory factor analysis)< 2 A]8}SITh 2u}

EZ utx] ol X837 E_/Hoﬂ 73} Jg_o]T,t_L

@)
Yo,
o)
)

=5
a

=

1o,
—U
oft!
oX
b
o|\
tlo
o
oo
_|L
£

Ao A S 153 A3
01”01131 Bartlett 452] <

25 folsHA Yehjornw
11‘5:7}7&—% T Qlon, 91E S
o

Fohrha @ 4 gk £4A7, B @ g5

(o
=
o
(=]
S

4>

3 %

i
i
3

ol
o
N

fo

rO

Mo

1

tlo

o
2ot fo

o

747} Z BAbd o] 78.343(%) 02 e o,

2z =z H
TEUFR] ol ee T A

T H J—%‘
g, AE, A A9, ol gelx mE T
2.9 AAlgte] BF 0.5 o) olm, 4 7k3) 7S A

=
At} 212143 752 Cronbach Alphal<~

o~
=
2. SETFO| EiEd & AZlMd AS Foz Algslglon, 2919 Cronbach A1pha741
=T B A2 flall B4 8RR 4 2% 07 oo ® e AlgAe] B2 A
{Table 1> Demographic characteristics
Characteristic N %
Male 144 524
Gender
Female 131 47.6
Single 206 74.9
Marrital status
Married 69 25.1
20~29 165 60.0
Age 30~39 62 22.5
40Yrs< 48 17.5
Student 159 57.8
Office job 54 19.6
Occupation
Professional 49 17.8
Others 13 4.7
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{Table 2> Exploratory factor analysis and reliability of items

Factor =~ Commu- Eigen Varience Cronbach's
Factors Items . .
loading naility value (%) a
GEN & USE 1 796 .655
Smartphone
GEN & USE 2 773 .634
Genuineness GEN & USE 3 768 652
and 3.553 32.301 .862
majib usefulness GEN & USE 4 736 557
GEN & USE 5 736 .603
GEN & USE 6 .661 548
app OVE 1 .840 731
Overstatement OVE 2 .839 721 2.054 18.672 756
OVE 3 767 .602
usage ASS 1 877 .875
review Assentation 1.838 16.708 867
ASS 2 .873 .868
TRU 1 919 872
TRU 2 .902 851
Trust 3.529 50.418 934
TRU 3 .884 799
TRU 4 .883 .802
PER 1 .866 764
Perceived risk PER 2 .860 749 1.955 27.924 752
PER 3 .601 .646
USE 1 927 .859
Use intention USE 2 .888 .807 2.396 79.869 .873
USE 3 .855 730
o7 & g 3tk £42¥= (Table 2>9F ZTh

3. Jiol 2=

{Table 3>& Z} FAA/NEE0] o= AHEY]
PG ZEAE Lol Slste] JBTARY
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YERG vhA, I3 (B=—.142)2
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7 26l W3 B4 A= <Table 5>l Vet
nte} o] FEAG gk A A H (R square)
< 16.2%°1H, S]# 2l ek SAA frelde A
Soe FEAE %2 17409018, foldEe
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{Table 3> Correlation matrix

Genuineness . Perceived Use
Overstatement ~ Assentation  Trust . . .
and usefulness risk intention
1. Genuineness and )
usefulness
2. Overstatement .037 1
3. Assentation 552%* 135% 1
4. Trust 573%* —.098 436** 1
5. Perceived risk 444%* —.006 405%* .635%* 1
6. Use intention .386** 074 299%%* 466** 421** 1

* p<.05, ** p<0l.

{Table 4> Regression result of H1

Unstandardized Standardized Standardized rval |
-value -value
coefficient(B) error(S.E.) coefficient(Beta) P
Constant 1.536 408 3.765 .000
Genuineness and 579 071 470 8.108 000%%
usefulness
Overstatement —.166 .057 —.142 —2.910 .004**
Assentation 197 .059 .196 3.360 001 **

R’=369, adj R’=362, df 1=3, df 2=271, F=52.765, Sig. F=.000

*¥* p<01, *** p<001.

T AR B F Stk 7 59 A 7 39 gk A A T <Table 6> VERE

of ft& AESen,  Hbel 2ok FEHd did AAEHEER squ-
A (B=320)%re] A ztd are)-* 42.4%01™, A2l g A oA
HAE AR UeEth 2= dSske FeA® i 99.919019, frelgE

{Table 5> Regression result of H2

Unstandardized Standardized Standardized val |
-value -valu
coefficient(B) error(S.E.) coefticient(Beta) Y P ¢
Constant 1.937 412 4.790 .000
Genuineness and
.345 .072 .320 4787 .000%**
usefulness
Overstatement .047 .057 .046 818 414
Assentation .102 .059 117 1.731 .085

R=.162, adj R*=.152, df 1=3, df 2=271, F=17.409, Sig. F=.000

% < 001,
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{Table 6> Regression result of H3
Unstandardized Standardized Standardized
. K t-value p-value
coefficient(B) error(S.E.) coefficient(Beta)
Constant 1.510 245 6.164 .000
Trust .540 .050 .561 10.782 .000***
Perceived risk 176 .057 .160 3.071 .002%**

R'=424, adj R'=419, df 1=2, df 2=272, F=99.919, Sig. =000

B p< 01, #*% p<001.

£ 00000 Ueht sl94 e BAM0R o gelme] 9 v w(Model 2), AHEFT] 5
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e

|
ATEFHES AFEA, (A)9] Model 1914 549)7} o] gl mef] frolapll G nlA)= 3

SPlEE U ) MBS B F ehd B 2 vehdeh webd, et ArkEE o 9 A
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{Table 7> Hierarchical regression result of H4 and H5

Dependant variables

Trust Perceived risk Use intention
A B C
MODEL 1 MODEL 1 MODEL 1 MODEL 2 MODEL 3
Smartph Genuineness
TaripRone 470 320k 315%% 057 207%w
. and usefulness
majib
Overstatement —.142%* .046 —.049 .029 —.062
app
Hsage Assentation 196%+ 117 237Hwk 130% 205%*
review
Trust .549% %%
Perceived risk 27TH**
R(%) 36.9 16.2 23.6 42.6 30.0
Adjusted R*(%) 36.2 15.2 22.8 41.8 29.0

* p<.05, ** p<01, *** p<001.
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