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[Abstract]

In this study, the authors analyzed the effect of demographic and mobile usage characteristics on
mobile shopping addiction. In particular, this study focused on identifying the differences in shopping
addiction between countries that were rarely covered in previous studies. As a result of the analysis,
gender and age were identified as significant independent variables in demographic characteristics, and it
was analyzed that there was a statistically significant moderating effect between these variables and
nationality. In the mobile usage, the initial time of use was found to be a significant independent
variable, and it was analyzed that there was also a moderating effect between the variable and
nationality. The results of this study can be used as a clue to establishing marketing strategies for
providing customized products and services from a corporate perspective, and can provide useful

guidelines for resolving shopping addiction from a public policy perspective.
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III. Research Design
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IV. Empirical Analysis

1. Validity and Reliability Analysis
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Table 1. Validity and Reliability Test - Shopping Addiction

Variables Factor1 | Factor2 | Factor3 | Cronbach-a
Consumption3 0.86* 0.21 0.15
Consumption1 0.85* 0.24 0.16 0918
Consumption4 0.84* 0.29 0.20 '
Consumption2 0.82* 0.19 0.26
Responseé 0.20 0.90= 0.17
Response? 0.22 0.90* 0.17 0918
Response8 0.18 0.85% 0.17 ’
Responseb 0.36 0.75% 0.14
Post-purchase10 0.11 0.20 0.83=
Post-purchase11 0.16 0.15 0.83= 0.878
Post-purchase12 0.22 0.10 0.83= '
Post-purchase9 0.20 0.14 0.82x

2. Hypothesis 1: Differences in Mobile Shopping
Addiction by Country
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Table 2. Descriptive Statistics - Shopping Addiction by
Nationality

Nationality Mean(SD) N
KOR 2.86(1.10) 197
CHN 3.21(1.09) 307
Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction
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Table 3. Analysis of differences by Nationality

Source Typell SS | DF MS F-value(Sig.)
Adj. Model 14.501° 1 14501 | 11.944(.001)
Intercept 4442.482 1| 4442.482 | 3659.021(.000)
Nationality 14.501 1 14.501 11.944(.001)
Error 609.487 502 1.214
Sum 5405.729 504
Adj. Sum 623.988 503

Dependent Var.=Shopping Addiction, a.R?>=.023(Adj. R?=.021)
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3. Hypothesis 2: Differences in Mobile Shopping
Addiction by Country according to
Demographic Characteristics
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Table 4. Descriptive Statistics - Shopping Addiction
by Sex & Nationality

Sex Nationality Mean(SD) N

Male KOR 2.62(1.10) 62

CHN 3.22(1.16) 98

Sum 2.99(1.18) 160

Female KOR 2.98(1.09) 135

CHN 3.21(1.17) 209

Sum 3.12(1.08) 344

Sum KOR 2.87(1.11) 197

CHN 3.22(1.10) 307

Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction
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Table 5. ANOVA - Sex & Nationality

Source Typell SS| DF MS F-value(Sig.)
Adj. Model 20.294° 3 6.765 5.603(.001)
Intercept 3760.472 1| 3760.472| 3114.549(.000)
Sex 3.324 1 3.324 2.753(.098)
Nationality 18.141 1 18.141| 15.025(.000)
Sex*Nationality 3.750 1 3.750 3.106(.079)
Error 603.694| 500 1.207
Sum 5405.729 | 504
Adj. Sum 623.988| 503

Dependent Var.=Shopping Addiction, a.R?>=.033(Adj. R?=.027)
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Table 6. Descriptive Statistics - Shopping Addiction by
Age & Nationality

Age Nationality Mean(SD) N
10s KOR 3.93(1.93) 6
CHN 2.65(1.00) 10
Sum 3.13(1.23) 16
20s KOR 3.08(1.01) 81
CHN 3.33(1.00) 122
Sum 3.23(1.01) 203
30s KOR 2.69(1.17) 48
CHN 3.29(1.14) 70
Sum 3.04(1.18) 118
40s KOR 2.69(1.14) 54
CHN 3.12(1.20) 87
Sum 2.96(1.19) 141
50s KOR 2.16(0.35) 8
CHN 2.94(1.09) 18
Sum 2.70(0.99) 26
Sum KOR 2.87(1.11) 197
CHN 3.22(1.10) 307
Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction
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Age 14354| 4 3.588| 3.033(.017) o . .
Nationality 1.116 1 1.116 943(.332) 4, HypotheSIS 3: Differences in Mobile
Error 584.491| 494 1.183 .
Sum 5405.729 | 504 to Mobile Internet Usage
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20s 203 3.23 15 years ago KOR 2.81(1.14) 43
Sig. 099 306 CHN 3.30(1.23) 41
Sum 3.05(1.20) 84
71 9-30 Ry Amlz —’T\— 0o 10 years ago KOR 2.59(0.92) 46
}E 32 _—| Uil = 0= T® } ]9—}% 4 CHN 3.16(1.13) 110
Aaiats A45st= Zojoh AE, =48 7es AT Sum 2.99(1.10) 156
Table 99} ZF 7 years ago KOR 2.91(1.19) 47
o 2 CHN 3.51(0.98) 69
Sum 3.26(1.11) 116
Table 9. Descriptive Statistics - Shopping Addiction by 5 years ago KOR 3.13(1.20) 42
Job & Nationality CHN 3.15(1.03) 59
Sum 3.14(1.10) 101
Job Nationality Mean(SD) N 3 years ago KOR 3.25(0.79) 15
middle & KOR 4.21(1.34) 4 CHN 2.74(1.03) 22
high school CHN 2.71(0.89) 4 Sum 2.95(0.96) 37
students Sum 3.46(1.32) 8 1 year ago KOR 2.02(1.00) 4
Universit KOR 3.06(1.00) 64 CHN 2.74(1.19) 1
o CHN 3.37(1.02) 56 Sum 2.45(1.12) 10
Sum 3.21(1.02) 120 Sum KOR 2.87(1.11) 197
KOR 2.89(1.52) 6 CHN 3.22(1.10) 307
public official CHN 3.26(1.09) 22 Sum 3.08(1.11) 504
Sum 3.18(1.17) 28 Dependent Var.=Shopping Addiction
KOR 2.77(1.20) 58
office worker CHN 3.17(1.13) 121 - .
Sum 3.04(1.16) 179 HA QAREANY] FU/do] gt Levene #7823
embloved ESE gzgﬂm 5 o2 Ao TE5HPY QARZAO] FUsH= B2t
self-employe . . -
Sum 3.35(1.19) 43 Ag AIASHL ITHF=1.495, p-value=0.130). Table
KOR | 263108) |21 11 BAHe oIk, RO14% 10%014 238 ol
housewife CHN 2.81(1.20) 13 -
Sum 2.74(1.11) 32 Al710] T2} 43855 S50 Afo]E Holil 9o, o
KR | 267093) | % o e AN $HS Ul CHERHE Ausie
others CHN 3.08(1.07) 60 _ _
Sum 2.94(1.04) 92 (Table 12 Zx). Duncan 4% Ay}, e A4S
Sum KOR 2.87(1.11) 197 o] &3t A|7]7F 19 oJyjQl Ado] THct o3 7]|7Hzor
CHN 3.22(1.10) 307 — = = _
HiQl ATE9S 0]Q5} A H ATRE AZo| Lb
Sum 308(111) 504 E }E'. o= 2 ]o?_]_- Hl:\:]_-oﬂ ]OH X3l _'_.L_O] =
Dependent Var.=Shopping Addiction 28 oz QTHEYLE 10%). & AL S AFE A&
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% 19 A ol 717 1 o AHBALS Tho] 28F
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£9e she Aol £7]0] vls) £BES 250] o}
Ae 202 AT 2 Ak Uobt §o5E 5%
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Table 11. ANOVA - Initial Time of Use & Nationality

Source Typell SS| DF MS F-value(Sig.)
Adj. Model 39.210° 11 3.565 2.999(.001)
Intercept 1822.723 111822.723 | 1533.539(.000)
Age 11.881 5 2.376 1.999(.077)
Nationality 5.165 1 5.165 4.346(.038)
Age*Nationality 13.250 5 2.650 2.230(.050)
Error 584.778| 492 1.189
Sum 5405.729 | 504
Adj. Sum 623.988| 503

Dependent Var.=Shopping Addiction, a.R*=.063(Adj. R*=.042)

Table 12. Multiple Comparison - Initial Time of Use

N Mean
KOR CHN
Duncan 1 year ago 10 2.45
3 years ago 37 2.95 2.95
10 years ago 156 2.99
15 years ago 84 3.05
5 years ago 101 3.14
7 years ago 116 3.26
Sig. .051 279
7 3-2% ol @itAd] 2 AWEE ol 2A]

xdans mr‘l.*ﬁ}% Zlo|t}. Table 132 ojof gt 7]

%%%#01 01%”i7}
p-value=0.522), o] 87340} =4 7to] JoAtE gite
EA5HA] A=
p-value=0.107).
7HAd 3-32 o] &Agilof] e
o] 2AFIWE metol=
71&- g Aol

o

2BFE Rolot 37
Z10]c}. Table 14 olo] o

Table 13. Descriptive Statistics - Shopping Addiction
by Place of Use & Nationality

Place of Use Nationality Mean(SD) N
home KOR 2.95(1.08) 106
CHN 3.09(1.06) 171
Sum 3.03(1.07) 277

office KOR 2.72(1.28) 27
CHN 3.39(1.16) 58

Sum 3.18(1.23) 85

school KOR 2.72(0.81) 8
CHN 3.31(1.06) 26

Sum 3.17(1.02) 34

public places KOR 3.00(1.34) 6
CHN 3.21(1.02) 19

Sum 3.16(1.08) 25

on the move KOR 2.81(1.14) 47
CHN 3.77(1.19) 24

Sum 3.13(1.24) 71

others KOR 2.58(0.22) 3
CHN 2.79(0.99) 9

Sum 2.74(0.86) 12
Sum KOR 2.87(1.11) 197
CHN 3.22(1.10) 307
Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction

Table 14. Descriptive Statistics - Shopping Addiction
by Hours of Use & Nationality

Hours of Use Nationality Mean(SD) N
~ KOR 2.35(1.38) 7
AMéA’l\fféore CHN 3.21(0.95) 24
Sum 3.01(1.10) 31

N KOR 2.98(1.18) 20
Ang\;’;f"re CHN 3.36(1.20) 57
Sum 3.27(1.20) 77

B KOR 2.59(1.00) 38
PMZP&'?O” CHN 3.16(1.10) 34
Sum 2.86(1.08) 72

_ KOR 2.92(1.29) 64
PM;Jfg"re CHN 3.15(1.13) 162
Sum 3.08(1.18) 226

B KOR 3.00(0.91) 66
PM"All\fl’;fOre CHN 3.37(0.81) 30
Sum 3.12(0.89) 96

AM2~before KOR 2.75(0.12) 2
R CHN - 0
Sum 2.75(0.12) 2

Sum KOR 287(1.11) 197
CHN 3.22(1.10) 307

Sum 3.08(1.11) 504

71 3-30|4 24te] A A4 Aat QAR #4to]
YA Ydte dR7MEE AIR|shL
p-value=0.005). Yo7t 7Hd 3-3of tigt 4k 4
1, S3EQ o] GARIVE RelsHA] 2 o= UE}
O o{(F=1.038, p-value=0.395), 0]8A
o] FaAggat AA] FolsHA] g2 o= motEQlrt
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(F=0.610, p-value=0.656).
Table 155 QoA 243t RS 7}7R0] A2 8
orgt molct.

Table 15. Summary - Result of Hypothesis Test

.| Independent | Moderating _
Hypothesis Var. p-value Effect p-value
H1 Nationality | 0.007**x* - -
H2-1 Sex 0.098+ | Sex*Nationality | 0.079*
H2-2 Age 0.017** | Age*Nationality | 0.024x*x
H2-3 Job 0.152 | Job*Nationality | 0.222
Initial Time Initial Time of
H3-1 of Use 0.077 Use*Nationality 0.050
Place of Place of
H3-2 Use 0.522 Use*Nationality 0.107
Hours of Hours of
H3-3 Use 0.395 Use*Nationality 0.656

* 0=0.10, ** 0=0.05, *** 0=0.10

V. Conclusions and Implications

1. A Major Conclusion
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