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Abstract With the development and spread of smart devices, the proportion of mobile shopping is
gradually increasing, and the market for mobile gift certificates is also increasing. This study examines
the usage status and acceptance attitude of mobile gift certificates for university students who are
major customers of mobile gift certificates. Also, based on the extended integrated technology acceptance
model (UTAUT?2), the results of the analysis of the mediating effect of the intention of the user on the
relationship between acceptance of mobile vouchers and recommendation intention were presented. As a
result of the analysis, it was shown that the effort expectation, hedonic motivation, price utility, and habit
had significant influence on the intention to use the mobile gift certificates. Also, the intention to use
mobile gift certificates has mediating effects between effort expectation, hedonic motivation, price utility
and recommendation intention. The results of this study can be applied to strategic marketing such as
recruitment of new customers through mobile gift certificates while explaining customers' acceptance of

technology to mobile gift vouchers or future prospective customers.
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Table 1. Demographic Profile (n=171)
Fr}?e)gilenniy n % Gowen n*
1/week 9 5.3 |[ under 5 22| 12.9
2—3/month 30 175 5 ~ 10 75| 43.9
1/month 41 24.0] 10 ~ 20 51| 29.8
1/quarter 25 14.6 || 20 ~ 30 14| 8.2

2/year 21 12.3 [ 30 ~ 40 3 1.8
1/year 44 25.7 || above 40 1 .6

Purpose n % Most Preferred n %
Anniversary 93 54.4 | Coffee/Drinks 101 59.1
Thanks 52 30.4 || Food 22| 12.9
Encourage 13 7.6 || Book/Movie 171 9.9
Discounts 7 4.1 || Electronics 13| 7.6
Ete. 6 3.5 || Ete. 18| 10.5
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Table 2. Confirmative Factor Analysis

Variables Measure FacFor Eigen Variance Mean S.D Cronbach AVE
loading value (%) alpha

Hedonic HM1 878 3.632 0718

AL i t?‘ HM3 864 6.820 31.002 3.329 .0913 916 74

otvation HM2 838 3.807 .0698
Perceived RI3 882 3.070 10929

eR‘i‘k‘e RIL 858 3.152 14.327 3.304 L0817 847 74

8 RI2 846 3.357 .0892

Effort EE2 865 i 4.410 L0624
Expectancy EE3 835 2.097 9.534 4.281 0685 910 &

Social SI2 .909 . 3.281 0761

Tnfluence St 884 1.454 6.609 3.532 0685 895 80
Intention of RE2 .879 3.561 .0723
Recommend RE1 838 1.308 5.945 3.637 0688 957 .
Price PV2 914 3.433 L0689
Value PV1 870 1.100 000 3,480 10660 844 80
Intention U2 857 2.841 .0836 .

of Use U1 794 971 4412 2.784 0832 754 68

Facilitating EC2 836 i 4.433 L0525 .
Condition EC3 711 779 3.541 4.404 05478 -804 60
) HA1 867 . 2.690 0797 .

Habit HAS iy 706 3.210 5398 0820 709 .63
Performance PE3 762 o 4.380 .0539 -
Expectancy PE1 697 595 2.703 4.322 .0509 701 23

Table 3. Correlation Analysis between Variables
1 2 3 4 5 6 7 3 9 10 AVE
1. Performance Expectancy(PE) 1 L6083k | 346k | 674wx | 424wk .100 .100 .093 254%% | 417w .53
2. Effort Expectancy(EE) - 1 404%x | 658+ | .360+x | .119 083 124|288 | 512w | .72
3. Social Influence(SI) - - 1 259w | .344%x | 269+ | 129 103 |.230%x | 438+ | .80
4. Facilitating Condition(FC) - - - 1 362+ | .037 | —.068 | .160% | .153% |.409%x | .60
5. Hedonic Motivation(HM) - - - - 1 388w | .345%x | 004 |.376%x | .A78xx | 74
6. Price Value(PV) - - - - - 1 247+x | —.006 |.244%x | 317+ | .80
7. Habit(HA) - - - - - - 1 —.354%% | 462+ | 186+ .63
8. Perceived Risk(PR) - - - - - - 1 —.148 .088 74
9. Intention of Use(IU) - - - - - - - 1 44T .68
10. Intention of Recommend(IR) - - - - - - - - - 1 .74
#p<0.05, *+p<0.01
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