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The Impacts of Economic, Social, and Personal Benefits on
Intention to Repurchase a Mobile Gift : Focusing on
Exchange and Motivation Theories

Sun-Kyu Kim”* - In-Jea Jo* - Sung-Byung Yang**

m Abstract m

Recently, many companies have launched a new business model related to the mobile gift service in order to achieve
or sustain a competitive advantage in the fast-growing mobile market. Due to the well combination of mobile technology
advantages and offline gift-giving motivations, a mobile gift service has been proliferating over recent years. Although
the motivation of mobile gift purchasing behavior can be different from that of offline gift purchasing behavior, there
is still a lack of research on what factors are influencing and how they are impacting mobile gift purchasing behavior
under diverse gift-giving settings. Therefore, based on both exchange and motivation theories as well as literature
review, this study identified three influencing factors-economic (immediate rewards, convenience), social (friendship
needs, reputation), and personal (enjoyment, self-satisfaction) benefits-and validated their impacts on intention to
repurchase a mobile gift. Moreover, the moderating roles of intimacy and gift price in the relationships between benefits
and mobile gift repurchasing intention were examined. The results provide many implications for marketing managers
on how to enhance consumers’ intention to repurchase, which in turn leads to sales and increased profit.

Keyword : Mobile Gift, Exchange Theory, Motivation Theory, Intention to Repurchase,
Economic Benefit, Social Benefit, Personal Benefit
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(Table 2> Variables and Measurement Item

Variable Measurement Item Reference
IMR1 I think if T give a mobile gift, the person would return to me.
Immediate IMR2 I'ex'pect if I give a mobile gift to the person, he or she would return Babin et al
Reward similar values to me. (2007) ’
MRS If the person does not return to me, Iwould not give a mobile gift
anymore.
COV1 Mohile gifting to the person makes purchasing gift easy.
COV2 Mobile gifting to the person makes product selection time short.
COV3 Mobile gifting to the person makes the effort to gift purchasing Wacner et al
Convenience reduce. g(1990) )
COV4 Mobhile gifting to the person makes the time required to pay short.
COV5 Mohile gifting to the person makes time pressure for my shopping
lessen.
) ) FRDI1 I would like to keep good relationship with the person by mobile gift. )
Fnﬁreléidsinp FRD2 I would like to keep in touch with the person by mobile gift. Atknzfggébe tal
FRD3 I would like to improve participation with the person by mobile gift.
REP1 I think mobile gifting to the person helps me to increase my social
status.
REP2 | I think mobile gifting to the person helps to increase my reputation. Cms&%%%ﬁt al.
Reputation rEps | I think mobile gifting to the person helps me to be recognized by | Wagko kand7Faraj
others as a good person. (2005)
I think mobile gifting to the person helps me to get respect from
REP4
others.
ENJ1" | I enjoy the procedure itself to give a mobile gift to the person.
ENJ2 when I give a mobile gift to the person, I wonder about new product
and service.
. when I give a mobile gift to the person, I want to know about Lee and Chae
Enjoyment ENJ3 function and characteristics more. (2013)
ENJ4 I enjoy using about mobile gift when I give a mobile gift to the
person.
ENJ5 When I give a mobile gift to the person, I lose track of the time.
SELF1 | I think mobile gifting to the person is the done thing. Son and Lee
Self- SELF2 | I am satisfied with my self to give a mobile gift to the person. P (21012)’ J
: . avlou an
Satisfaction | SELF3 | I do not feel regret about mobile gift to the person. Fygenson
SELF4 | I am satisfied with behavior itself to give a mobile gift to the person. (2006)
REPURI" | I am willing to give mobile gift to the person again.
. If there is a situation to give a gift to the person, I would consider
Intention to | REPURZ mobile gifting. Dodds et al.
Repurchase . : - (1991)
Mobile Gifts | REPUR3 | Mobile gift is the proper way to give a gift to the person. e
REPURA { am willing to learn purchasing procedure for mobile gift purchasing
o the person.
Gift Price COST How much was the gift price you bought? Self-developed
RELT1 | I feel that I really know about the person.
RELT2 | I feel goodwill on the .
Intimacy - & pe rson - Kim(2002)
RELT3 | It is well worth spending to meet with the person.
RELT4 | I feel comfortable being with the person.

"Removed from an EFA analysis.
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5. A7

B o= IBM SPSS Statistics 21(SPSS 21) %}
SmartPLS 2.0& AFg3te] =34 dlo]gl & £43}
Ak FAH R, SAFE] AlFAdY g A
=& 93 Cronbach’s alphazi®t &214 QR4
(exploratory factor analysis; EFA)2 SPSS 21
S SARYPY Fx2RY 435S e 23
2118 (structural equation modeling; SEM) 4]
E7-9] 939 SmartPLS 2.0& AMg-3lo] 228}
Aok

X

5.1 Hpdel £4

2 AFNAME FHE AR Ui SARD
A8 98 A= A (reliability), §5EFA (conver-
gent validity) % ¥ e} (discriminant vali-
dity)e A5< AAstdth WA, A4S 4
A1 Z) % (composite reliahility; CR)%3 Cronbach’s
alpha #& zelE ZF4ste] A8t MAdw
9] A7l Cronbach’s alpha #¥ A=
gl 0.7 o)dolH A g gk Aol =
2 At 97X Qltk(Nunally and Bernstein,
1978). <Table 3>° YEpd E4ZA e} o]
AgtEo]| 3+ Cronbach’s alpha 2 A=
ol 247y 0.8173F 0.891 o9 #E Ho =2
ANFAAE Frs g1

B 7o) ALeE WSS BaAS

=3 ola] EFAA QOlRA(EFA)T} geld o
o] &2 (confirmatory factor analysis; CFA)<
Agsidrt. AFEAAS A8 8 g
A 8RIEAS Adgs A9 e HgEe] Wi
%(average variance extracted; AVE) Fto]
% 3] 8t 2 (Fornell and Larcker,
1981), £.91 ﬁxﬂ%k factor loading) =3t 0.656%1 4]
0.910 HlellA F2ogte Kol AFEIAS s}

B e

rU

ol
N
:L

Mroro oot

% tHBagozzi et al., 1991). $HEFFA HFS
3 FEATFE @ ARATE o] BAE A
HR Yt} <Table 4>014 FA FAE 2+ s

3

a

]\__ -1
o] AVE Al ghaol 24H2te] #edd s

12

AT FE BT 298k J5S Sgo 2y #
HEIA S A58 HFornell and Larcker, 1981).
<Table 3>3} <Table 4>9] 2R 4 B A1}=

BAH KRN F, /130 vlgeke SAH w4

L_T’:”:} =
o Al WAl SAFE(IMRI), Bokd A& A)5-u)
g=e A WA ZHYFRREPURD 2 ZA%e)
A WA SHFEENTDS AAT deielA g2l

A Q918X A3 2 Cronbach’s alphazb=s A4k
o A3} e JERSlh g AEVHE e 248
I FAE 9180 17 d Ve ® bAE Ak n =
76)3 AZHIE Aen =143 he F, 7 99
of tigh +AAHE A YERIATH

ko

B AT AAE AT 74
3 AELS SmartPLS 209 FEXE#E
2] (bootstrapping resampling) 7]‘:”(*ﬂr T
g3t gt ARGl A
H ZF oA ] 7 TR, Ao ( H2), EAES
(H3), 8|1 A7|9<(H6)o] E&5HFY =ut
AE AT &l 747t freofe d3FES
A& FRlste], ool 7Hido] Ad
utd AE AT o dac] g
(o] 2 ) Batd AE

in:?i‘

el oF 51%(0.511) AHEE

el 2htd AE AT o= /B
5 ] 1ATA EA 9] A, theeAd A (multi-
collinearity)®] A7} #AST = &= 7Aool
Atk 2 o|& <Table 4> A##A ¢ e}
A A A9E Y W
05 olAe z3ee BAY 2l
Ak olel| wel, By} Fdg tEddad A4S
el 7F HEHol st 2AFY A G (variance

A

inflation factor; VIF)#t= A& A3l o VIF
5|
=

S VO = By = o [ P
db

il

A7zH1.602)0] 7R 10& HA ge 3o=
el gsadgdoez Qldh EAMxEe] Qo
st e Ao AR AesleltHHair et al,
2006). AA AFmEF| g AT A=

<Figure 3> % <Table 5>} T}
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Table 3> Validity and Reliahility Test
Construct Factor Loading Cronbach’s a CR AVE
. IMR1 0.894
Immediate Reward IVR? 0910 0.8%4 0.949 0.903
COV1 0.748
COov2 0.819
Convenience COV3 0.869 0.898 0.925 0.712
COV4 0.805
COV5 0.798
FRD1 0.803
Friendship Needs FRD2 0.824 0.89 0.937 0.833
FRD3 0.836
REP1 0.835
. REP2 0.864
Reputation RED3 0814 0.919 0.943 0.806
REP4 0.859
Total ENJ2 0.864
. ENJ3 0.853
Enjoyment ENJA 0782 0.882 0.918 0.737
ENJ5 0.743
SELF1 0.800
. . SELF2 0.785
Self-Satisfaction SELF3 0801 0.882 0.919 0.738
SELF4 0.775
. REPUR2 0.797
Intention to Repurchase | —prppips 0810 083 0901 | 0753
Mobile Gifts
REPUR4 0.656
RELT1 0.871
. RELT2 0.868
Intimacy RELT3 0558 0919 0.943 0.804
RELT4 0.8%
Immediate Reward - - 0.889 0.941 0.889
Convenience - 0.870 0.906 0.667
Friendship Needs - 0.939 0.963 0.896
Reputation - 0.921 0.940 0.798
High Price Enjoyment - 0.889 0.923 0.751
Self-Satisfaction - 0.897 0.930 0.768
Intention to Repurchase -
Mobile Gifts - 0.853 0910 0.772
Intimacy - 0.902 0.930 0.770
Immediate Reward - 0.89%6 0.951 0.907
Convenience - 0.905 0.929 0.724
Friendship Needs - 0.873 0.922 0.797
Reputation - 0.918 0.943 0.804
Low Price Enjoyment - 0.875 0.912 0.723
Self-Satisfaction - 0.872 0912 0.722
Intention to Repurchase
Mobile Gifts - 0.817 0.891 0.732
Intimacy - 0.920 0.944 0.807




A, AFEA ) A]lAE mefo] mubd Adw Al o] Xel] WA= 13

(Table 4> Construct Correlations and Discriminant Validity

Construct MR CovV FRD REP ENJ SELF | REPUR | RELT
MR 9%0"
cov 110 844
FRD 201 35 913

- REP a8 1% 44 898

Total ENJ 12 279 354 436 858
SELF 115 411 436 5 356 859
REPUR 17 479 493 2% 312 %5 868
RELT ~ 052 15 B2 012 098 310 376 0.897
MR 948
cov 045 817
FRD 056 139 947

o REP 36 “119 45 893

High Price =007 061 038 238 407 0.867
SELF 036 319 &7 a7 37 876
REPUR 151 318 438 27 127 503 879
RELT 194 %67 263 ~ 068 017 314 %5 877
MR 952
cov 176 851
FRD 4 a8 893

[ rep an 234 45 897

Low Price =07 243 338 402 a2 850
SELF 154 a2 3 21 358 850
REPUR 192 530 476 19 33 463 856
RELT 006 061 169 016 09 201 374 898

Immediate
Reward 077
(1.283
(4.566)
Friﬁnd(sjhip 2187 Intention to
eeas 2.651
¢ ) repurchase Mobile Gifts
2=
01 (R?=.511)
Reputation (.007)

Q73

Q@ ,207\
06"
"é 3()1\

Satisfaction

{Figure 3» PLS Results
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(Table 5) Results of Hypothesis testing

Hypothesis Path Path Coefficient t-value p-value Result
Immediate Reward — .
Hl Intention to Repurchase Mobile Gifts 0.077 1.283 0.2008 Rejected
Convenience — . Lotk
H Intention to Repurchase Mobile Gifts 0.327 4566 0.0001 Supported
. Friendship Needs — -
H3 Intention to Repurchase Mobile Gifts 0.218 2651 0.0086 Supported
Reputation — .
H Intention to Repurchase Mobile Gifts 0.001 0.007 0.9944 Rejected
- Enjoyment — ;
1 Intention to Repurchase Mobile Gifts 0.073 1207 0.2281 Rejected
Self-Satisfaction —
H6 Intention to Repurchase Mobile Gifts 0.206 3.307 0.0011 Supported
H7a : Immediate Reward — ~ - .
Intention to Repurchase Mobile Gifts 0.012 0.165 0.8691 Rejected
H7b : Convenience — = - .
Intention to Repurchase 0.115 1252 0.2119 Rejected
H7 H7c : Friendship Needs — o
(Moderating | Intention to Repurchase Mobile Gifts 0.177 2038 0.0427 Supported
Effect of | H7d : Reputation — ~ - .
Intimacy) | Intention to Repurchase Mobile Gifts 0210 1.3% 0.1644 Rejected
H7e : Enjoyment — .
Intention to Repurchase Mobile Gifts 0.108 1040 0.29% Rejected
H7f © Self-Satisfaction — A s - .
Intention to Repurchase Mobile Gifts 0.08 0.918 0.35% Rejected
p < 0.05 “p < 0.0 “p < 0.001.
b3 =H=ETI E4 o=, A v AVMAE OFoR BES 7
72 i 7 Al del dER PR
Bt ¥ 2AUSIEE 2 A87H) & BASE F AREst 2 A7hel qe 57
of that BAS 747t opE W o7 BAEgith ¢ 282 <Figure 4>} 72o] 242+ 41.4% 9} 43.2% 9]
4,74 DAE AES olgael Z4E AUE W AEES AU Ak Aoz Jeton], A/AE
Fo A3 SRATL FEUF AHA0R 01X FROIE ARAT, B@ L AAF] §o5E
v ¥, 2EESTL FERT AP o= nH 5%, HeAdo] fFogE 1%olA 4z A2
= w3 aEE Sguss 2Ause Fom W m, MR udE A A7wEo] fe
S0l BEAg MREYRSG ZURSE A7 FE 1%, ARSI 5% 247 AR, E,
A A AT B AR} el vAE  AE6 g 2AEs S A5 Sl
3% el FRUA Yo Bgee 24 T v mEsE 4RAS, s ¥ BES
275 S HChin et al, 1996). #3547, 2 ARgdte] <Table 6>9 e A3E &89t
<Table 5>0]| 4 ¢} 7+o] H7crlo] 4 3o ths) (Chin et al,, 1996). <Table 6>9] 23} ==& 93
Solsk Aoz yeh} AUEE AwL&rel mul Chin et al.(1996)°] A|Ag <Figure 5>¢] A2
A AE AT 9= Ale]e] AAE HAITIE & S ol gagd], o) AHA|AE #BE thFg A

AsdQdAEo]
o 1R QS J|FEo R 1Y oS WHHE OF

Tl A Hgw bl 4tk - Ryoo and Koo, 2010;
Venkatesh et al.,, 2003). AEAS o] ¥4 Az}
Zr SYRAFE F EA 0] AEVHHd e 4

whel AE A oo Fi Ggol

WSl mrhel HE
Freld ol Bekd e SRSHICHHS).
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Immediate )
Reward .
A

y

Convenience

Friendship

!

PLS Results of High Price Group

{Figure 4y PLS Results by Different Price Group

Intention to
W Repurchase Mobile Gifts
(Ri=.414)

Immediate
Reward

Convenience

Friendship
Needs 178

Reputation 180

Self-
Satisfaction

Qhuoe

Repurchase mabile Gift

Intention to

(R?=432)

PLS Results of Low Price Group

(Table 6, Comparison of Path analysis Results by Gift Price

Hypothesis Classification (More gllfr}ll lF())I,jOCO% Won) | (Less tIfl(;y lf())r,lOCOeO Won) Result
H8a Path coefficient 0.137 0.050
(Immediate.Reward — Standard error 0.09 007 Rejected
Intention to Sample size 76 143
Repurchase Mobile Gift) value 0671
18 Path coefficient 0.321 0.368
(Convenience — Standard error 0.09% 0.101 Rejected
Intention to Sample size 76 143
Repurchase Mobile Gift) value ~0305
e Path coefficient 0.217 0.175
(Fn'endship Needs — Standard error 0.142 0112 Rejected
Intention to Sample size 6 143
Repurchase Mobile Gift) value 0.298
8d Path coefficient 0.138 0.180
(Reputgtion N Standard error 0.119 0.094 Rejected
Intention to Sample size 76 143
Repurchase Mobile Gift) value ~09271
e Path coefficient -0.096 0.152
(Enjoyment N Standard error 0.097 0.080 Supported
Intention to Sample size 76 143
Repurchase Mobile Gift) value 1908+
s Path coefficient 0.277 0.185
(Self -Satisfaction — Standard error 0.127 0.065 Rejected
Intention to Sample size 6 143
Repurchase Mobile Gift) value 0.720

p < 0.10.
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