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Effects of advertisement acceptance according to
brand familiarity on ease of imitation and
behavioral intention of mobile payment
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Abstract Recently, companies that have already the brand familiarity based on IT technology are changing
the way of financial transactions by providing mobile simple payment service. It is difficult to apply the
results of research conducted on traditional financial products, although the familiarity of the brand
positively affects the brand attitude and intention of use in the preceding studies. To confirm this, this
study verified whether mobile simple payment services of a company with high brand familiarity can copy
the service easily and have intention of use through advertisement acceptance. The empirical results showed
that the advertising of brand with high familiarity could be a motivation factor to imitate new services
more easily. This results is meaningful in that it confirms the importance of strategic advertising because
the more higher the brand’'s familiarity is, the more efficient the advertising can be used in the mobile
simple payment service.
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Table 1. Factor and reliability analysis

Standardized | S:E. C.R. | Cronbach's
Factor i
factor loading a
| have extensive experience in using the mobile payment
0.818 - -
brand that | use.
Brand | am accustomed to the mobile payment brand that | use. 0.820 0.059 15.821 0911
Familiarity .
| am familiar with the mobile payment brand that | use. 0.879 0.055 17.472
| like the mobile payment brand that | use. 0.874 0.059 17.344
The advertisement of mobile payment services is helpful for 0870 _ _
using payment services. ’
' The advertisement of mobile payment services is important. 0.883 0.049 | 20.247
advertisement 0.921
Acceptance , , o i )
The advertisement of mobile payment services is beneficial. 0.891 0.047 | 20.588
The advertisement of mobile payment services is 0812 0,056 17340
necessary.
The advertisement is presented in a way that people want
) 0.880 - -
to use the mobile payment.
The advertisement lhelped me understand the mobile 0913 0046 | 22004
payment system easily.
Ease of
imitation 0929
The aqvenlsement helped me switch the payment service 0825 0,052 18233
to mobile payment.
Thel advertisement |slpresented in a way that people can 0.848 005 19.955
easily follow the mobile payment.
| would like to try using mobile payment services. 0.886 - -
| will use mobile payment services. 0.880 0.066 13.35
Usage
Intention || will rch for information regarding mobile payment 0913
W searen or information - regaraing pay 0.900 0072 | 13634
services.
i i ] 0.880 0.069 | 13.341
| will consider using mobile payment services.
X*=132.86, df=90, p=0.002, CMIN/DF=1.476, GFI=0.946, AGFI=0.919,
RMR=0.050, NFI=0.967, TLI=0.985, CFI=0.989, IFI=0.989, RMSEA=0.041

skl p<l0.01, #x p<0.05
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Table 2. Correlation analysis
Factor mean stangrd Brlalndl advertisement lEalse. of Usage AVE CR
deviation Familiarity Acceptance imitation Intention
Brand 53208 | 117216 1 0505 | 08%
Familiarity
advertisement | 4.5953 1.38728 533"
Acceptance (.284) 0.552 0831
Ease of 4.8741 1.26939 633" -(' I
.504)
imitation (.400) _ _a214m 0.609 0862
Usage 50315 | 123854 617 (328) (.38) 1 0593 | 0854
Intention (.380)

st p<0,01, = p<0.05, r’=( )

43 714 4%

ol

A8 (7 2 A157=0.367, CR.=5.319, p<0.01) =
= Ao= gelFrh

2 A4S 9% RHAYE A Table 339 2] x
212500, df=00, p=0.009, CMIN/DF=1.389, RMR=0.045 7hd 49] B3l el 2 Boldel W dF
AGFI=092, GFI-0.949, NFI=0969, TLI=0988, CFI=0901, <o vhebskom, 7k 5ef a1 -g4de] snpdl
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59T} I 8ol moldyE Mol (HRAST=0512

BHE W55 F3 840 v TS A CR=8782, p<0.0D)¥} =u}e) 7FAAA AMRE(H =
B4 18 BaE A4Tr) =052 gy A4=0.206, CR.=2.832, p<0.01)7} #=olA]+= Aoz &
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o)l Q3} mulel 7HAAA AMEoEo] &9la eke m] CR=2922, p<0.01) E1} goldo] Huld IHHAAE
AowR BAL A&Ews} woldirE wukaoH(A AREShaLA dhs okel= Z]ofstal 9lgol SHRIFER

250304, CR=734, p<00D)7 wupel Az«
Table 3. Research results

patn .
Estimate SE C.R. P result
Hi | Brand Familaity | — | dverisement 0577 | 0075 | 8954 e+ | Supported
Acceptance

Ho Brand Familiarity — Ease of imitation 0.394 0.059 7.394 Supported

Hs Brand Familiarity — Usage Intention 0.367 0.073 5.319 Supported

Hq advertisement — | Ease of imitation 0512 0055 | 8782 e | Supported

Acceptance
Hs advertisement — | Usage Intention 0206 0066 | 282 | 0005 | Supported
Acceptance
Hs Ease of imitation — Usage Intention 0.243 0.079 2.922 0.003 Supported
x?=125.02, df=90, p=0.009, CMIN/DF=1.389, RMR=0.045, AGFI=0.922,
GFI1=0.949, NFI=0.969, TLI=0.988, CFI=0.991, RMSEA=0.037, IFI=0.991

skl p<0.01, *x p<0.05
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