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A Study on the Factors Affecting Mobile Commerce User
Post-Adoptive Behavior
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m Abstract m

The spread of mobile commerce due to popularization of smartphones not only broke down the boundary between
online and offline, but also changed the consumer life, and hence brought change of commerce paradigm that creates
new demand. The success of innovative information technology such as mobile shopping can be defined as an individual
accepting the technology and continuously using it, but the studies on the usage behavior after the acceptance have
been done in very restrictively, despite its importance.

In this study, in order to empirically investigate the factors that influence the continuance in mobile shopping usage
experience and its causal relationship, Social Cognitive Theory and Habit Theory were applied to IS Continuance Model,
and the extended IS Continuance Model was suggested and proved. As a result, the usefulness, enjoyment, and
self-efficacy perceived in usage experience significantly influence satisfaction, and usefulness, self-efficacy, and
satisfaction influence habit. Also, usefulness, self-efficacy, satisfaction, and habit significantly influence continuance
intention. This study provides a valuable asset in providing an opportunity to understand the usage behavior of mobile
shopping service users after the acceptance, and furthermore proving directionality in improving customer loyalty.

Keyword : IS Continuance Model, Perceived Usefulness, Perceived Enjoyment, Self-Efficacy,
Habit, Uesr Satisfaction, Continuance Intention, Mobile Shopping
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Table 1> Description of Constructs and Relevant Research

Variable Operational Definition/Measurement Instrument Source

The level of perception on the instrumental benefits gained through

the use of mobile shopping service .
Perceived @ It is adequate for the intended use Venkatesh.and Davis(2000),

X - Bhattacherjee(2001),

Usefulness @ 1t is beneficial to me Limavem et al.(2007)

@ It is of help to me. v :

@ It serves my interests

The level of perception on the emotional benefits gained through the

use of mobile shopping service
Perceived D Pleasure van der Heijden(2004),
Enjoyment | @ Not boring Lin et al.(2005)

@ Fun

@ Excitement

The level of perception on the successful use of mobile shopping

service
Perceived (D I have the confidence in using services. Compeau and Higgins(1995),

Self-efficacy

@ I have enough knowledge in using services
@ I have a good understanding of how to use service
@ I am proficient in using services

Vijayasarathy(2004)

The level of perception on the unconscious reaction(habit) in using
mobile shopping services
D I use services habitually

Habit @ 1 use services naturally Limayem et al.(2007)
@ I use services routinely
@ Using mobile shopping services is advisabl
The level of perceived satisfaction on the use of mobile services
User D1 am sat{lsﬁed in general Bhattacherjee(2001),
. . @ Service is excellent .
Satisfaction . . Limayem et al.(2007)
@ Services met my expectations
@ Using mobile services is a good choice
Intention of using mobile shopping services continuously
Continuance | (D I will continue to use services Bhattacherjee(2001),
Intention @ I will increase the use of services Lankton et al.(2010)
@ I will continue to use services as long as circumstances permit
T EA(EE <2 o), HE <7 ool §F HF 2107 RES AT B4 AR Tt
gt Zlow yehskon, thi ek Ayt (Multiva- 2 ATE gd SEAel 93 BE HEE 54
riate Normality) A7 A3}, j=oAds 774, F& sttt wEkA T e (Common Method
A= 6709 AFHFAA 7EA (o5 0.05 Bias)e] A7} HA & = Qg0 ®, E ATlA
oAl AR 1965 e st Ael7t v Harman®] ©¢ 274 (Harman's Single-
wbslo] AT 71go] 9Ma] $ZEA) B A Factor Test) WS A8siel B ¢
2 e e A QA0 s A 22 ARan: A5A% L4A 1 o4l 47)
e SFANE AT S =5 duiE A aRlo] E&HSom 47] 89l BF AWl 3
AEANA & TA7F gliohA At e 7Hdel 5% & 77 50% olstE VER i ATt AREE
Arha ol Fesk glgow, el Al ARe] FAwdRds $ed B fEol okl
FEA0L AU ol 2e WS AH oz wusdn,
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e ERY EHoz @ 3.0 kA 4859, o4
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54 200 51.9%, 30t 481%= YESITE T
we] mule) AMg 717He AN o) 615%, 18
AMA~242 300%2 R} AAH R A1E7]
Zre] 18709 o)) ALEATE 0% 335l

& B &9 ALS WFOR AE 7S 18
~24719 281%, 6~1271€8 259% <=
o veptor Hie] Bulel &9 ALg 717k
A% WAz A 1z AR 1T BEH o]
Sl Ao veith sAgeR mutel &9 A}
& NEe] A9 F 1~23] 41.9%, F 3~43] 359%

o8 =24

(Table 2> Demographic Characteristics for

Respondent
(n = 270)
: . Sample | ratio
Category and Items size (%)
Male 131 485
Gender
Female 139 515
Ag 20~29 140 51.9
e
30~39 130 481
3~6 months 2 T
Period of 6~12 months 9 3.3
Mobile 12~18 months 12 44
use 18~24 months 81 | 300
more than 24months 166 61.5
3~6 months 41 152
Period_ of 6~12 months 70 259
Mobile 12~18 months 76 | 281
Shopping
use 18~24 months 42 156
more than 24 months 41 152
Once a month 4 15
2~3 times a month 39 144
Frequency
of Mobile | 1~2 times a week 113 419
Shopping | 3~4 times a week 97 359
use Once a day 15 56
Many times a day 2 i

Goz i dehgon, B &3 F19) of
A ol ek Eio] A TR 8%6E F3lshe
Ao \/}E}‘*E‘r ZEO AL Q931 <Table

oA LW s AFE 9
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3} 3 #3 C(C/dD, LAPEFAIO(RMSEA), &
Z,:
%
Kl

4

FHF(GFD, oA FAF(TLD, Bl

(CFD, A3 AFIFDE &3t AjfEs
= o

X2 = 212273(P =

0.000), X/df = 1.86620.2 AF 4321 3 o]5}= 1}

Ebxkom RMSEA = .053% @42 (8 o]3}&

vrebsith w8k GFI = 0917, TLI = 0969, CFI =

0976, IFI = 097622 A F47]1%3 09 o4

o2 Ueht dve] 49 24 mde 4§
3|

g J?v] (CR : construct reliability)7}
0.7 o, Hit EAZ(AVE : average variance
extrac)©] 05 olgolofof girh HF BdEe 3
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Table 3) Confirmatory Factor Analysis Base on Reliability and Validity
Variable Measurement Item | Std. Loading | Std. Error CR. Concept of Reliability AVE
PU_1 801
Usefulness pU_2 792 072 13.048 812 592
PU_3 655 076 10619
PE 1 770
Enjoyment PE 2 931 086 14.159 810 539
PE_3 699 094 11.67
PSE_1 875
Self-efficacy PSE 2 952 046 24.107 923 801
PSE_3 932 045 23.169
HA_1 815
Habit HA 2 925 050 188 818 .600
HA_3 932 056 18.961
SF_1 854
Satisfaction SF_3 892 055 18469 932 321
SF_4 786 063 15.308
CON_1 839
Continuance CON 3 908 017 21722 914 780
Intention
CON_2 874 063 20.188
(Table 4> Discriminant Validity
Ttem Usefulness Enjoyment egiecliy Habit Satisfaction C(I)Ettgrllltlﬁ)rrllce
Usefulness 092
Enjoyment 333 539
Self-efficacy 281 123 301
Habit 365 180 231 600
Satisfaction 619 363 321 355 821
Continuance Intention 036 189 326 452 588 780
15 7= 2ol b 9 ok HE Qafe). Weh T2 m) A S Belsta B
Ao 7S ARSI 7HEAA A3 A
574 mdo] Aetstal Hmse] Aot B 87d0] o] &t W= Bl A EALE- ool 1A=
7} SRE Ao vepdel wef AAE Ay 2d A&l A, o]-gA} v CR. = 6906(p = 0.000), A
of o]2# A7} Azl el AAHE=AE Wl 7] A4 == CR. = 2578(p = 0.010) 22 YER}
fato] 2 Bel BAS AASHTh & sl A 74 HI, 74 H2 257 A=) oo s 27t
e 34 2y 2 2Ye BE A et # g S50l ol &AW Bl A SARR o el WA
A7 3 e AR Y s Bdde = G, o)A v CR. = 3112(p = 0.002),
2R AT F4 By 2 ndo) AR § A&EAHES == CR = -1.840(p = 0.066) 2.2 1}
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m X 43S CR. = 2602(p = 0.009) = e} 7}
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q3kS CR. = 0.760(p = 0447)= eht 7k HS
& 717k Qe =9k A7k A7) Esgte] F3ol
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E
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4388(p = 0.000), ©187 W3] Fato] WA= o
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(Table 5 Validity of research hypothesis

Hypothesis Path coeri)‘?itc}ilent E%E%r CR{) ARCe(jGGIC)tV
Hi1 Perceived Usefulness — User Satisfaction 533 077 6.906™ Accept
H2 Perceived Usefulness — Continuance Intention 292 113 2578 Accept
H3 Perceived Enjoyment — User Satisfaction 213 068 31127 Accept
H4 Perceived Enjoyment — Continuance Intention -.144 078 -1.840 Reject
H5 Perceived Self-efficacy — User Satisfaction 164 048 3425 Accept
H6 Perceived Self-efficacy — Continuance Intention 122 056 2.183" Accept
H7 Perceived Usefulness — Habit 460 177 2.602" Accept
H8 Perceived Enjoyment — Habit 0% 125 0.760 Reject
H9 Perceived Self-efficacy — Habit 233 089 2610” Accept
H10 Habit — Continuance Intention 208 046 4555 Accept
H11 User Satisfaction — Continuance Intention 516 118 4.388"™ Accept
HI12 User Satisfaction — Habit 367 134 1.993° Accept
Table 6> Total Effect, Direct Effect, Indirect Effect
Puth Standardized Coefficient(B)(p < .05)
Total Effects Direct Effects | Indirect Effects
— Perceived Usefulness 432 303 129
Habit — Perceived Enjoyment 099 04 045
— Perceived Self-efficacy 217 172 045
— Perceived Usefulness 596 247 349
. . — Perceived Enjoyment 001 -.106 107
Continuance Intention - -
— Perceived Self-efficacy 255 116 139
— User Satisfaction A70 410 .061
A, S IS A&olg RHe] dijolA, ¢ AEAQ FHoRA o FasHA Qs A=
4 A7 29 F A4E G843 ANEERFE Ao ofd B & Utk AvjEEe] B UF
o187 W Adabg ool BE fo18 GFE  sol ek Fu) GBS 49 2k 23 A
WA Aoz e Bhattacherjee@01) AT, MAE Aol mdaiglent Eq 270 7]
Hsu and Chiu(2004)2] <1 Lin et al.(2005)<] <1 = /I 5o Acke s wutd &9 AQdS 5HA
7, Thong et al.(2006)2] <1+, Bhattacherjee et o &3 AERE FFsIRTE 7€ &% Ad(/
al.(2008)2] <1, Kim(2010)2] A ZAape} 4| xRl &¥E F4 59 RS % B
S 1 T 4 AT 2y A EAeE ZAQ FowA ool ghrk ek wutd &
REERoll = o3 JES MR AR A Lol ol o] o] Af Hutdo] zi= ufd SA SR AR
o3k JFE vAY & AR yeued, o= ol Frofglo] Mot 4 AH| =S o] 88 5
ojgA7} Hutd &3 AMH|AE AVY 759 A A A Hute]ze] 2o} AT
24 AXEE ARTE 2849 £a9S 9% Ul 87, Addks 71e 5o Ao B & A
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