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Abstract

This study investigates predictors of continuance intention and purchase intention in mobile

application(App) stores. This study identifies the structural relationships among app store quality, user

habit, switching costs, user loyalty, continuance intention, and purchase intention in mobile application

stores. The results indicate that user loyalty increases continuance intention and purchase intention

and that user habit positively affects perceived switching costs and user loyalty. App store quality is

a formative construct including quality of content, ease of use, and security. App store quality affects

user habit positively. This study theoretically and practically contributes to the integration of

influential factors for continuance intention as well as purchase intention.

» Keyword : App Store Quality, Continuance Intention, Mobile Application Store, Purchase Intention,
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Table 3. Characteristics of Smartphone usage

A 2 7§°§7§E/\]’\Eé] AR5 9 74E 7i7<i‘1‘r. <Tab ey e | HES
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Table 4. Characteristics of Application Store usage
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Table 6. Discriminant

Validity of Latent Variables

5 Cl Pl PSC uL UH
Cl .882

Pl .289™" | .899
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* The bold numbers on the diagonal are the square roots of
the AVE.

Table 7. Cross Loadings of Latent Variables
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ArEhEtA|
Qc PEU
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PEU A66%** 1

Ps Fvgess 298w

Values in parentheses are t-values
*%x 1 p <0.01, **: p < 0.05

Fig. 2. Formative second—order construct (QA)

ol

3. =28 A

0

& Aol = 8749 TRl gt HeE
BARAFE FotaL, PLSS F2EF S W 2
BEAFE -5t Tl 7Hel et EAAH AAAF-E AT
akolt} <Fig 3>.
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= 0181 S
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