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Abstract

This study examined the effects of characteristics of mobile coupon on the user’s perceived usefulness and
intention of using mobile coupon in order to suggest directions to enhances marketing strategies for foodservice
company. The research model for this study was designed based on the hypothesis that the characteristics of
mobile coupon influenced both the user’s perceived usefulness and purchase intention. Based on total 227
customers obtained from the empirical research, this study reviewed validity, reliability and fitness of research
model. Major findings of empirical analysis could be summarise as follow. First, among the characteristics of
mobile coupon, the easiness of acquisition and the economic value of the mobile coupon had an influence on
the mobile coupon user’s perceived usefulness. Second, the easiness of acquisition and the economic value of
the mobile coupon had an influence on the intention of using mobile coupon. Third, the mobile coupon user’s
perceived usefulness had an influence on the intention of using mobile coupon.
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Perceived usefulness
of mobile coupon

Characteristics of
mobile coupon
- Easiness of acquisition

- Easiness of use

- Economic value

Intention of using
mobile coupon

<Fig. 1> Research model.
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{Table 1> Demographic characteristics of the re-

spondents
Variable Level n %
Male 125 55.1
Gender
Female 102 449
10~under 20 3 1.3
20~under 30 107 47.1
Age 30~under 40 45 198
40~under 50 52 229
Over 50 20 8.8
100~200 115 50.7
201~300 26 115
Income 3,400 33145
(10,000 won)
401~500 20 8.8
501 over 33 145
More than once a day 1 04
Less than once a week 10 4.4
Frequency ~More than once a week 12 53
of purchase Tess than once a month 31 137
More than once a month 24 10.6

Not to purchase regularly 149  65.6

Under 1 42 185
Price of 1~5 125 551
coupon 6~10 45 198
(10,000 won) 11~20 12 53
Over 20 3 1.3
TV AD 14 6.2
Internet AD 88  38.8
Path of  Friend 73 322
information Byg AD 6 2.6
Social media 34 15.0
ETC 12 53
Ticket monster 43 189
Coupang 103 454

Coupon
. Coocha 22 9.7

site

Wemakeprice 31 137
ETC 28 123

sz 8|2 A 227 Al 8E(2016)

& olto] 18.5%, 1~5%+ n|gt 55.1%, 5~10%t
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{Table 2> Result of reliability and validity

4. Jidas

1) 2HIZIFE EM0| AIBAIR| XZE =
40l DIXl= L&

RutdFE EAJo] AHEAP} A 2ehe 84
o] |X|& FEFHAE IRlt] &l A=
AAEIE =), B2 A3 (Table 4> ¢ 2t} £

=

A3}, wUIRE 54 5 A A(557), &

. Factor . Eigen Proportion Cronbach's
Factor Variables . Communality
loading value (%) a
Not limited by time .867 725
Easi £  Not limited by place .847 .833
astress © 3143 17463 888
acquisition  Eaginess of acquisition 785 .790
Simplicity to acquire .698 733
Be convenient to keep .828 .685
Easi f Be easy to navigate 816 .641
ASHIEss © 2994 16636 854
use Be easy to use 785 782
Be easy to understand how to use 718 749
Price discount are available .820 .833
E .
COMOMIC Helps reduce the pricet 723 750 2346 13.036 868
value
Be the saving of time 706 .821
Useful for purpose 781 .827
Perceived Effective for purpose 758 .881
ereeve 3164 17579 948
usefulness  vajyable for purpose 739 .881
Convenient for purpose J11 .850
Will continue to purchase .860 943
Intention of .
. Will purchase whenever necessary .852 954 2.886 16.031 957
using coupon
Steadily to use .800 .858

Kaiser-Meyer-Olkin: .925, Bartlett’s test of Sphercity Chi-square: 3,576.048, Sig: .000, DF:153.
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{Table 3> Result of correlation analysis

A 227 Al 85(2016)

Factor 1 2 3 4 5
1. Economic value 1
2. Easiness of acquisition 47" 1
3. Easiness of use 501" 426" 1
4. Perceived usefulness 7197 5917 468™ 1
5. Intention of use 5937 s127 4127 734™ 1
* p<05, ™ p<ol.
{Table 4> Result of regression analysis
Dependent . Unstanda?dized Standar(.lized
variable Independent variable coefficient coefficient -value p-value
B S.E B
(Constant) 296 .183 1.615 .100
Perceived  Economic value 515 046 557 11.208™ .000
usefulness  Eaginess of acquisition 357 .049 344 7285 .000
Easiness of use .037 .051 .037 738 461
R*=0.620, Adjusted R*=0.615, F-value=121.491 (p-value=0.05", 0.01”", 0.001"")
801d(344) & 27 54 AAE 8o FEAE Fels] £13 3]FwA AIe (Table

Feld GRE AL Aoz etk sAw

SHITE B4 shed TES ARG E A
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o= vehgth webd 44 12 A9l
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BRI E ALgAYe] Abgelwd] feluld JFE
Al 9Rle = vt w7k 2= A

AT,
2) SHIZFE E40| = A== O
- 3) XI2E REM0| THIATE A0
Rl FE E4o] TE AL HAE o NEREE
{Table 5> Result of regression analysis
Denend Unstandardized Standardized
t . .
epejn en Independent variable coefficient coefficient t-value p-value
variable
B S.E B
(Constant) 985 250 3.939 .000
Intention  Economic value 452 .063 435 7.206™" .000
of use  Eaginess of acquisition 356 067 305 5316 .000
Easiness of use .068 .069 .059 976 330

R*=0.438, Adjusted R>=0.431, F-value=58.035 (p-value=0.05", 0.01"

, 0.0017)
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{Table 6> Result of regression analysis

Unstandardized Standardized

Depend - :

epe'n ent Independent variable coefficient coefficient t-value p-value

variable

B S.E B
Intention _ (Constant) 1.172 178 6.596 000
of use  Pperceived usefulness 824 051 734 16.228™ .000

R’=0.539, Adjusted R*=0.615, F-value=121.491 (p-value=0.05", 0.01”, 0.001"")
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