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Analyzing the User's Using Attitude of KakaoTalk Plus Friend
Coupon attitude as a Mediator -
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Abstract The purpose of this study was to analyze the coupon attitude plays a mediating in the relationship
between brand image, brand preference, and information reliability of 'KakaoTalk Plus Friend' and also the
coupon attitude plays a mediating role in the relationship between user satisfaction and continuous usage
intention. A questionnaire was used the samples of totally 170 people, who is currently using the 'KakaoTalk
Plus Friend'. According to analysis, first, the coupon attitude has been shown to be partly mediating effect on
the relationship between brand image and information reliability. Second, the coupon attitude has been shown
to be not mediating effect on the relationship between brand preference and use satisfaction. Third, the coupon
attitude has been shown to be partial mediating effect in relation to user satisfaction. As a result, the coupon
attitude has been shown to be mediating effect on the user attitude. This result can help the understanding
user attitude and the coupon attitude in the 'KakaoTalk Plus Friend'.

Key Words : KakaoTalk Plus friends, Using Attitude, User Satisfaction, Coupon Attitude, Continuous Usage
Intention
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<Table 1> Results validity and reliability analysis
of the measured variables

vara Factor |[Communa| Eigen | Variance |Cronba
Factors ble ) " ,
loading lities value of % |ch's a
name
ad 907 823
Brand image | a2 | .841 707 2221 | 74041 | 828
al 832 692
KMO-=..681, Bartlett test x2=195.307 (df=3, p<.000)
Brand b1 901 812
fan b2 | 852 | 726 | 2004 | 69812 | 782
preference
b3 746 557
KMO=.636, Bartlett test x2=166.320 (df=3, p<.000)
Inf . c2 933 870
nformation 1~ T ees | 754 | 2357 | 78569 | 863
reliability
c3 856 733
KMO=.680, Bartlett test x2=259.496 (df=3, p<.000)
Satisfat ( d2 896 710
ats Sg;on O gr | 842 | 803 | 2043 | 68.114 | 754
a3 729 531
KMO=.625 Bartlett test x2=151.367 (df=3, p<.000)
Conti e2 .898 806
OMINUOUS USEI™ 3™ "g78 | 771 | 2234 | 74470 | 823
intention
el 811 658
KMO=.694, Bartlett test x2=199.927 (df=3, p<.000)
2 957 916
Coupon attitude| f1 943 889 2598 | 86.615 | .920
3 891 793
KMO=.719, Bartlett test x2=424.689 (df=3, p<.000)
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<Table 2> Research hypothesis 1 result

Step 2 Step 3
Model Step 1. Coupon Satisfastion of Satisfaftion of
attitude
use use
Constant 4.024 1.950 1.510
Brand image .320(.225)** A02(.456)x++ .367(.416)x+x
Coupon attitude 109(.176)
R? 051 208 237
Adjusted R? 045 203 228
F 8.968x+x 44.066+++ 25,978

*p<.05 #p<.01 »+p<001
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<Table 3> Research hypothesis 2 result

Step 2 Step 3
Model Step 1. Coupon Satisfaction of — Satisfaction of
attitude
use use
Constant 3.845 1.757 1.517
Brand A09(299)+ 04[50 A79(565)
preference
Coupon attitude .062(.101)
R® .090 355 364
Adjusted R? 084 .351 356
F 16.537x++ 92.306%+* 47 757+

*p<.05 #p<.01 »+p<001
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<Table 4> Research hypothesis 3 result

Step 2 Step 3
Model Step 1. Coupon Satisfaé)tion of Satisfagtion of
attitude
use use
Constant 3.570 2.040 1.666
Information
reliabilty .388(.286)*+* .338(.402)#+x .297(.354)xxx
Coupon attitude 105(.169)+
R? .082 162 .188
Adjusted R® 076 157 178
F 14,988+ 32403+ 19.310%xx

*p<.05 #p<.01 »+p<001
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