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Abstract The role of smartphones is changing from a communication system for exchanging calls and information into
a universal platform for cultural services. Also, satisfaction for mobile application services on smartphones is a
very important factor in the smart business. In This paper, we analyze the effects of the outcome, service
scape, costs, and especially the impact of whether costumers having to pay or free for the app on customer
satisfaction. For this purpose, we analyzed survey data on service quality of mobile app service from Chinese
mobile app service users. We also analyzed the moderating effects of paid and free mobile app services.

As a result, it was confirmed that the quality, servicescape quality and cost of mobile app service that
customers perceive have a positive effect on customer satisfaction. In addition, the effect of the cost of mobile
app service perceived by the customer on customer satisfaction showed that free mobile app service was more
significant than paid mobile app service. This paper can be used as an alternative to monetization for providing
a mobile app service provider or a mobile app service provider who wants to switch mobile app service from
free to paid service.
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(Table 1) Demographic characteristic

Characteristic n %

Gender Male 110 53.4
Female 96 46.6

Below 19 19 9.2

Age 20-29 130 63.1
(vears) 30-39 29 14.1
40-49 22 10.7

Above 50 6 2.9

Civil servants 19 9.2

Staff 59 286

No occupation 33 16.0

Job title self-employment 28 136
Student 54 26.2

housewife 3 15

other 10 49

High school 6 29

. College 56 2712
Fducation University 79 38.3
Graduate 65 31.6

Service usage Paid service users 100 485
Free Service Users 106 515

(Table 2) Variables’ Measurement and Reliability

Analysis
Measured Variable NO' of Cronbach’s Alpha
items
Outcome quality 6 0903
Fluid interaction quality 6 0.908
Servicescape quality 5 0.864
Costs 3 0.716
Customer satisfaction 5 0.898
4.3 Bt 24
QQ1EAM A eIFEHE R FE B4 34
o e Auste] 2ol Asre] L 041
i 3 Al

(Table 3) Factor Analysis

Components
... | Satisf . .
Fluidity . Results Service Costs
action
Fluidity 5 .885 | .008 122 212 060
Fluidity 6 .860 | .110 -.020 164 022
Fluidity 4 834 | -.147 057 124 064
Fluidity 2 801 | 075 034 141 188

Fluidity 1 703 | 148 133 091 368
Fluidity 3 559 | -.158 268 253 433
Satisfaction? | -.013 | .807 294 201 04
Satisfactiond | .030 | .797 201 128 278
Satisfactiond | -.063 | .769 184 239 076
Satisfaction3 | -.025 | .701 299 .300 -.060
Satisfactionl | .069 | .693 .320 029 281
Result 5 -062 | 158 .845 099 073
Result 4 136 | 282 .822 092 -.025
Result 3 168 | 342 735 -.057 240
Result 6 032 | 547 .651 021 .200
Result 2 136 | 480 .635 038 098
Service 6 -021 | .020 033 .824 234
Service 4 .250 .291 -.003 813 -.142
Service 5 245 | 207 .030 706 222
Service 3 333 | 227 047 .647 264
Service 2 437 138 188 .646 -032
Cost 2 176 | 168 212 .305 757
Cost 1 274 | 137 397 229 577
Cost 3 225 | 347 -072 -.006 576
4.4 M| 2N
A#A B4 (Correlation Analysis) S F ¥<=7+e]
BT APWAE ze Ars BAshs o, st
BT The W) o] g A B 2
salerhe o] slal AR oA AR b

KX

=

5 WEte] B JreE vefety] ffel doj=
A

(Table 4) Correlation Analysis

St} <Table 4> A

oQ FIQ CS SS CS
oQ 1
FIQ 265" 1
CS 632" 144 1
SS 289" 491" 403" 1
CO 476" A76™ 454" 455" 1
. Valid on coefficient levels of 0.01 on both sides
. Valid on coefficient levels of 0.05 on both sides.
1 P<0.05,": P<0.01
0Q: Outcome Quality
FIQ : Fluid Interaction Quality
CS @ Customer Satisfaction
SS : Service Scape
CO : Costs
mrkel Q) A AELe U AnEAD} 554 4
T2g FACERAS 2657, nANEY AREA(CY
BAG 6827), Anl~ Aoz} ARFACTLAT
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280), AR~ Aoz} f-5H A A-E(dAAT A <] %91 2 01430061 F)2 2dg3rt ¢
491), AB|2 AA o] 2o} mAE(ALAA G 4037) 2 AR = 343 ook
H)-g3 AnEAABAS 4767), BE §54 4% Md2bs AAZ Axl A3dAlY FodES
28 FACTRAR 4767), W3 Sy AaE 0456006 32 2433 gle Ao dadd &
AFAA T 4547, w42k Au|2 Ao (A5 Atk TH2cE AAE A, A3HAY freldEe
A57) & frofst #EAe] e Ao et 0.735((0.0p8 T )2 2HF37} gl Aow dud ¢
DAREA RS WAL 20 AFE A A 9
HEAF AJu]a 2Alo)x u]go] TARERe|| s Fd2d " o] 1A ek Bubd ) AH|2e] H§
A e e, HEA 4EAS $IE 4 o DAL AS 9FE R 2 @ )
= At fre 2okl o) Aujznt o 24 vepd Aot g 4
7Wd2a " o] Qe makel ) Au|se] AnkE S A RS RIS 206%, B2 208%, 23
Aol mAYFA v e TR wud Q Auls 20%2 44 o ka9 A0 ekt A3g
7b 8 2ukd ) AnlaE o 24 el Flolt'E Ale] folgES 002000068 T )2 A gt 9l
AT AT R 2 B3I 465%, TP 468% B3 & AoR wdd 57} o
S 413%=2 A7 9 STVt de Ao =E YETE A3
(Table 5) Regression Analysis
Non-standard ~ coefficients Stagd?rd Significance Collinearity statistics
Model coefficient t robability
B Standard error Beta Probabiity tolerance VIF
(constant) 79 .204 3.925 .000
Outcome quality 540 .050 5838 10.865 .000 167 1.304
Customer | Fluid interaction | _ 1o, 051 -217 3718 000 678 1.474
satisfaction quality
Servicescape 255 054 .269 4717 .000 691 1.448
Costs 161 063 156 2.560 011 606 1.649
) o= F = 61107
R* =0540 > = 000
(Table 6) Adjust Effect Testing Hypotheses
Modified | tndard e S Significance
Variable Model | R R2 R2 error of | Changes in Changes in F Dil D2 probability of
estimate R2 :
changes in F
Out 1 682 465 463 54 465 177542 1 204 .000
u;’l‘;i“e 2 | 634 | 468 | 462 554 002 301 1 203 346
duaty 3 | 68 | 473 | 46 52 006 2.167 1 202 143
Fluid 1 144 021 016 749 021 4.341 1 204 038
interaction 2 182 033 023 47 012 2.559 1 203 11
quality 3 189 036 021 47 003 559 1 202 456
1 403 162 158 693 162 39.527 1 204 000
Servicescape 2 432 186 178 685 024 6.018 1 203 015
3 A32 187 175 686 .000 115 1 202 735
1 A4 206 203 675 206 53.073 1 204 000
Costs 2 456 208 200 676 001 353 1 203 553
3 AT8 229 217 668 021 5476 1 202 020

% Step 1: dependant variable , independent variable

Step 2: Dependant variable ,

independent variable, controlled variable

Step 3:: Dependant variable, independent variable, controlled variable, interactive variable
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