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Abstract

This study investigates the effects of O20-based mobile shopping application (020 MSA)’s
information and service quality on the user’s perceived privacy protection, satisfaction and loyalty.
In this study, 969 questionnaire reponses were collected, out of which 555 were used to estimate
the structural paths using PLS-SEM (partial least square structural equation model) for the hypothesis
test. Our empirical findings are drawn from Chinese respondents that live in a 1-line city in China
and use 020 MSAs serviced by China's leading companies. This study examines and confirms that
qualified information and service of O20 MSA positively affect both perceived privacy protection
and customer satisfaction, which finally leads to customer behavioral loyalty through the perceived
privacy protection. Further, this study presents effective practical implications for application
development strategy suitable for users in the O20-based mobile shopping industry.
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I. M2

[

7140 W2l Wl 2vkEEe] Al
Folx W) HeA, AUEE Adues
e Alsg $9E 4 WA B ade
emaelolN erlelor FHHT e F4
oW, 53] mulle FHoR £YHIL 3)
(Clarke TII, 2001; Davis, 1989). 7 ol|l& tf¥
I 7H1E AFEHE JABUE AT, =
SPEES) A Z712 Q1) A A AL
|5 2nEEZS 3 o]FolAaL qlrh 22

ArhEe 2vheEs daglel Al
Asagd LERE BT Aol A3}
T 11;]. =2uldd /\_J—]A :L*}’\‘?j' A)#Fo] o 5
o] eg}o] 43 AFE == }111/\1 E]j].oa] J/;_
B a9 #HEE N2 3 AnEES
%—6} 7120 AW ol A W A
@ 5 HslE 7hAgithlee Gwang-Hoon,
2016).

A A o] A &gt ojZe Ao, B

}01 SIE Ul 7]*54 2e ZnfEES] F8 7V

Eo| AAHo 2N AFEE 27 24 Y
E%”J%lol 7VedtAl  HtHHuang et al.,
2017). A7t theR =gk &3 ofEelA ol 4d
& & Aul=E 7] gE] Z-8-Frk(Chen,
Hsu and Lu, 2018), Er}lYd &3 ojZgAo|A
(Mobile Shopping Application, ©]3} MSA)°]
ol EE A7 ] B ow el of
2H(Wu Run-Ze and Lee Jong-Ho, 2016), MSA
= Ao wedt AaPEA A S T
AEAQ Agiiokz WA 5 A BT
(Natarajan, Balasubramanian and Kasilingam,
2018).

MSA7} =4 =HA, 17
2 oZAlolAS &8 F 3 :
W& AR o] & B3 AFE H AHlE
wjahs g elA vt Y-S e 5
(Marriott and Williams, 2018). O20(2g}¢l-
Eaheh | 2E AT ke ArEE
A2k wAES Ak ARyl Ad=
Askar Q7] e, 2vtEES E8 A
A A TFs 7o Ao ARE AlE
g Wk ol e 978 AEHoE

< 7askE A
4

T e
ST
A=)

yo it rm =

2 ﬂllo o & o [r

dl

933} 3A}F gl (Fuentes and Svingstedt, 2017).
2 l% MSAE &8l 2ehela} ezepels 4
A= B 020 AMH|27F SAHo 2 2
Q1 AL A A el A FujebA shar
ATk 020 AMH|2o] HRE A% F S
MSA9} AAIE $1x] 7RF TR RS A5}
2H|AE grEskal R Ao Al v
A AlF A F AAl= MSAE F3f AEs)

A she Aol
020 AL Skl APl A Ak
Ae Ao ool B2 5 Urks A

S oulatal o] wEke Aol % T Ut
(Hillman and Neustaedter, 2017), F3F £=9]
A 14 ZAE BEls Weld, Adstel, #F,
ARA L dHdle] ™R F HyHo]
o 020482 o] 8AE ThE =A|E H
3 ®7] woll 020 MSA &3/} ] &2 e
2 2#A JEHCNNIC, 2015/2018).

olgfst FAo met £ ATE 020 AH|~

718ko 2 MSA (020 MSA)¢] EAS BEAIs5}
H MSA Q¢lo] 1A BER | S n|
el Y5 FTHER oA =X it
FAstaa) sty FAHo s nATE
Tof th3k 21AE 020 MSA HH E&3} 9=
® 020 MSA AH|= F-E ZAbste] Q1w
Al BAE @Eﬁ}lﬂ s}, gk, 22l 4A
H meEs ol F shel X d
MelAE BEw o wdd T3EL £3)
020 AH|2e] 544 vz 22 e F
wl dlele 9} 22 AnAte] A HH= A
2 FRES B3 FREn =l uiidellA
e 2 DS whdo 24 oddAe AU &
gRloA e PFo] =E=A Hrh o]gl o]
2 342 AR E Bt 53] Wzt
g 4 ok mEkA B ATE 020 MSAIA 9]
AR F4 9 A= Fdo] 1AE JIAE
B35 wlE st IAGE 2 5 A=
o B|x]= ke AAGtstEd] 1 EFo] 9ot

8

a o
2|
ol

mlﬂl H



AVRRREE B AREAT Auls Fdo| BEmet &

I, 7IE29 0% F 7HENA
1. 020 72l AfH|A

020 A= o zZekelxt 28kl F AdLe
535 v|=Y2 o]t (He et al., 2016).
Yl ¥ ®ukd Tl wHo R AH|Ap}
AAEA el F&E 5 A=F 3L, 7]

Eo] Bujd X & 7Rte g 2817 IF

H ozl AgdA AR AH|=E AT
aheA 020 7wl w9le] ShfEl ik, &
7] 0207 22l AdolA Qzetel xd = o]
o e YERASL tha] ), 22kl A
42 ezl wiAS A =T
0208 3l AT == 7P HEAHR] Anlae
anlae] §1xsh 15 Fu Re Awow
shol A7k 2Ee AEss Aclelth
Iy oA=Lkl MujAE
ol g% F °‘7ﬂ 5]“1’\1 A =
0209] A= =
A2 sistel kel el EAEE LnA
= eeldloz 1Ae umelo] 4ES Fule
t}+= Aolt}(i, Sunand Liu, 2014),

0200] &3l AFE v =YL Bl Az}

T&El, A A, vHAR 88 AtElY Ul 7HA
WEE s 4 tH(Shankar et al,, 2010),

H‘:‘ﬂ AT T F 2R #Ed #g AFE
B A7yt 2Asls s T 9dsk Bao] )
ompg EX WHFo #HA 020 AAHE
AHHE Ao|t}, Chen, Hsieh and Lin (2013)]]
2W 020 F3 Au|2 o] 85 B3l A=
F4o| k”ﬂ QL olF %EH &a}o e

l ﬂ “}*0}‘1] 19‘r 7L° 020 =238 thet 3
o:17} TN ukEE ] :176;(40] O:] l:,g ]3‘]1;].%
T3k Tsai, Yang and
Wang (0131 olelgt #go] SApF 1A
G AUE An Ak BAE P
7158l ol sl gl Hka Wl
2 Sl %, 020 AFlEE AR opde)

= ujAe FFl B AFAT 79

A9 FAHD & 4+ 3I

3 020 BAUE wHk AR AT
he e 2o SV $5 4 a1
£ 2 ofnlaka ol wehe Aol | 5 9l

tHHillman and Neustaedter, 2017), o]of o3}
o] Hsieh, Chen and Lin (2014)& A AR
gk oofuzl AZEY oA ke 179
=g ZFA71E dagEs o83k 020 H
242 2dS Attt o] AFeA ol dL
Bl S oA &y FIE AT F
E&402 THE & glon, TFHoZ
2B, 93, A5, v)8A, 23 53 2
2 tpeFel A gan| =] digk PR olojd
4 AoH(Tsai et al,, 2015).

2. 3= 020 7=,

2018 Z=o] AAPIAH A Zd o]
24.2% 737gs 7,52 1Kk 1.07x @)=
20209 9l= 20%71A] Akt AR A

Aol mlekA el e mukd ZA|, AuAt
T8, EF 75, ¥ dole 2 Al RIF A%)

& =97 22 2 Q=g /ide] Ax=

E otk 20189 A AAIFSE MSA U2

F 1,9409& oA 2016dHT 35% SV}
%2111, F2 2018 A AlA MSA A9
50% ol%dS AABEAL A AlAl AREAF A&
oF 40%E AABHLE. T3 AEYl HE AlE
(China Internet Network Information Center,
oJ3} CNNIC)dl| W2 H F=o] Huld ARg-2;
5 20181 7] 79 8319k el muld
AEYl HFELS 98.3%°] ©]ETHCNNIC,
2018).

FRAEL 23 UL A8 Ak wy
T AL Azett 20189 5 020 MSAAHE:
A v= ARSAIEGE H 118 o B, of
= A% AREAF el vl Ao 7uje Eah=
Frolth, olEg T3 020 MSA AREAHES
e o B2 XEZ oA 1L g}, 20189
= 020 A RS
U]—EE B o]

ofN oﬂ-\

=1x 65204 _940]—0; 2~
AR 20%4 343Hsdch
020 223 A2 st Fa =AM o)A, et
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jus

Al ol

o, A%, A5, Fe)dll AFd= &
SHor FAgstEen 259 2= A
g ol =Eskgirt. CNNIC (2015)= &
A 020 AH|= REolx o] WHgERy
£ Akl S8 HrblA 144 =4
o)A, dstel, BEA)7t dh.onE Y =& F
Foldler 020 AAFE FEAME 67.8%
2 o2 25 vl €58] Eskvh. whebA
020 MSA7} 17 ZAlelA B 52 235 B

Ao & & vt
olglgt T 020 Akl FbH <l el
A2 v 2k T5 GAl Ao 53 A
2 Aol s Evhg ZEa Qe AlFol|A]
K A ERAE Fd Fofl, TR W
A 7l BEEel 23] Quick
Response (QR)Z} 2 A2 AA| A|2=Hl
Zgo] HAY Aotk QR 4§ 7h= W
glo] FrehZol AAd & olds} st
of AAsle Wae]7] wlEl ol2gt Healgte
2 Q3] FollA o] AntEE HgEo| 553t
Itk &, SFAAME 25 37 94 F
Ale] £ Atele] &gk whi Qre] Wt g
ZARNEYL M| =) TheFgh ICT Ahd2 A

1

14

¥

-

3. ¢IX|E 020 MSA HHE ZEut

MH|A ZH
1FF AEE o] 54 FAs #dd
JHE 5EHoR e 5 =S 51 52
L3 ARE Ashe v 2deY =¥S S

o|#] &7 3l&tH(Zheng, Zhao and Stylianou,
2013). Wb aFE JRE AFshd 7 vk
Z5E =9 F dvf(Delone and McLean,
2002), 14 wrE JR FA Alole] F4a%
A el B =FoA AR FAS v
21 T o2 AoJslHar A=t Ranganathan
and Ganapathy, 2002; Srinivasan, 1985), ©|2]
& ApAEel weols BoD Fab, 4
&4, 44 9 Ay 2o ZEstE 4
449 Eo] EAlEA getth, wEbA B2 A
—_L

12l 2ol 4] Michnik and Lo (2009)2] A

w2lo] 020 FAYE vFe HZ =w<
Kang Jee-Won and Namkung Young (2019)¢]]
AMZ= ARRESY] dite] B AFdAMR olE
2833t

TAHRE AR FHL WAIA A 33
A 2ol F 7HA Ao g2 BRdvt AA
AR FAL G, AR, A=gd 22 v
AlA ] Wi 5788 vEFATHMichnik and Lo,
2009; Sipahi and Timor, 2010). Kim
Hye-Jeong and Niehm (2009)°] w2 AR
of WAl EAL el 9 AbolEst Msac)
7150l 43 F8% JFS Y. 59
Natarajan, Balasubramanian and Kasilingam
(2017)9lA] AAIGE AA ™, 22klat @ =ekdl
Ztel d¥d 714 Ax ds PsitE
020 MSA9] 54 el & J7& 28l A
Ho] ARt ofyzt ofdf sFshs QX
?l ARE ZFekal Sl

MSAS] Hol gL Au2 ool HolE A
&sto] ol & 4 glom, AMujx HejAdo|e
o] AHlshE mEd ARES HASEtEE
AAE FEe] AolE ZEE Aul=etal H o
st &= I} (Berry, Seiders and Grewal, 2002).
web o] olg ojEeiA oM Au)zel] g
s HolAo] 2 MSAZ B8 AMAE A
B 23|, T, dAld B2 AR =E9s Y
daglo] AHl=E o] &8 F tke s ©
v) e} (Zeithaml et al,, 2006),

Kwak Dong-Sung, Yim Ki-Heung and
Kwon Jin-Hee (2014)2] ATFAE Hed#}
A5G4, TE3 ARAE MsAe] EHew
ERlom Heldo] MSA AHlA FH o 71
2 FFE vRIva F48k . Cho Yun-Jin
and Yang Hee-Soon (2012)-2 Y Alo|E9] &
s Ao, A=A, A VIR ERE] A
43 AEFIHA7Y TR RE 71 wol F7HA
Ath= A3E =&k MsAS] Helgho]
2z o] JFE wFtE A7 A9
AW Colwell et al, (2008)3} Berry, Seiders
and Grewal (2002)¢] Ao @ =xgkel A3t
oM e] vl el o] Aulz Helx et
o] 7l¥tete] 17 HEEE A Holgta F

Astoict. wep B o E Held ALg

it



MIYRETE T3 ARHFAT Au|A Fho] MRS FHE vjXe Jgol udt AFAT 81

o gelo] MAEH] R JFE v
Z0 2 &kl MSAS] WMo AT mztrlA|
A Ao ARsA g

MsA Az 0] o) welsks T wiA)
L4+ HIEAo|Y Lee and Wong (2016)2]
Aol Wzl Msadl dlg Z24Hsl dae
wEEel 49 JFe WA 1 wEe A
579) ALg ool AR dFL vl 2
olfr= S24A Y dAZo] AIRE Hl&-ES THAAA
TAHNA oFA oz Q1A E o] MSAY] T
@ 24749 182 WEL 12 432 Fo)7]
wjE-o|tH(Kim Hee-Woong, Chan and Gupta,
2007). E3F Al Dmour, Alshurideh and Shishan
(2014)0l] W= olgst S22l HEAdL <l
Ad 84, 715 2 AEAdo] S ot
o WAzl =il agol FHH JTFS
wlFich, et Msael gk Z7keel izl
d7 Bestel 3 1AL ez @ o
T HuE] wEe] B ATl olF 2
Hog ARsaa} dr.

<

¢

o

¢

4. AXE HAEEHS

Chen, Hsiao and Hsieh (2019)°]] u}=H A]
28 T2 FEEeet 7ol T2 M0 58
e 3R FYAZE F e 020 H|=
Rd ZPZo Ao 4 glom, FH
FZ A|2Ho BAIEE JEZ P23}
. Chen, Hsiao and Hsieh (2019)= AJH|2
AA| wFol A e S Xkl AH]
2 Aottt sHATr H2 AT E F=E 2
Al F4e A8k, 28] AH) A
FA9 AgslE Hdl AFst A=F Agsit
(DeLone and McLean, 1992). wglA tiA|=
o] AFolA] oA KR} Au|x FZ o]
IAEE 9 ST JIS A=A ZAL
3L, dSEE A4S Al Aol A
3t gt

A= FAlE Tkl FolollA] FHLsHA =
AbEIRle oy JFR] wAleg A dr
Mellinger (1956)& 212E Ag|doz o9&
A AR FYtAaL, AFE BFH o
A BAFE geks gl AlEE A

|
a1

i S
o o

RN
23

o

< #8 THS 7N g sluia FAs ST}
E3k Bauer (1960)= AJH]2 A" gl 11
AFE Fo|7] Y Fag 94hF U2 F
o] QX YFolgtu FAsgITh. wEkA

d 932 020 EYE A HAH
7] WiZoll 020 AH|Ale] ZAAA el sk
3 FEolgkal Hoe 4 Arh(Chen, Hsiao
and Hsieh, 2019),

O 30 o HN X K
N
(o]

020 Hlﬂlﬁsq -E'—)E])\]- 3211494 E;jé] E]]O]
H, A= A4 dlolg, F1f] ol Au|~ =

Aol olaf M 2L omebel ol
Al A A= Z Q3 mpsfof gk, o]
NI E B 53] ®IFeA ®hE
= 02094 7i¢] AKX H3ZE 020 AH]
Ho e BHo] e o
THHOR 020 ZAF ] A&HI Aol
Q% ‘1A AFY JFS mXIth(Jeong
Yu-Jin and Song Yong-Uk, 2016; Kang
Jee-Won and Namkung Young, 2019). whg}A]
tolH B3 e} dHE ESANS gslete= A
o M7l% wlel QoA Leels @xzlel
M2 A3 020 AH|2 B4 BiojA
] AEE A F8% IS T A

MR 22 EFRES 9T o, AR
wussl AFE AAH Aol et 159
7ol Yepdt), 2B o] mEdAE <
A8 ABE FFS] A8 e Aol
A 3AE F e AR ER S i &

)
o

Lo
2
X
i)
i

h

[ I D

£

2ol T A HH Aol
£4 Fa7t ok, FHE AF7F BY] wi
7} Zsm|ake] 8 Abgte] A7 thE S Q7] o
oltt,

olglst AR FAL 020 MSA7} AH|=}e
NIARE BHEshs o mle BANS A
Bes 2R} A3k 257 d 5
aeja greol A Jle] aElshe A4 e

2
-
K

m.b
o
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Arol AHE ZE HAog B 4 3}l Hodge
Jr, Gostin and Jacobson (1999)4 AF-dA=
ARAR 7= ARt gl wel 2|27k
Aolet % gl Aol dlolelst vg Fas
< AAskEA Lmjap 2x27) 79 AR 3
Ae w8 sk itk sl
t}. vR7FA]E Wang and Lin (2017)2 =n}
4 AL 9 S 3 2sad
Aeg o £4 Zeadely Az 3
FAo ol Hle] AREINE BAY F
© ATt A oy Abtelgte Ae AlA
skt oleloll oz AN olzgh ¥
o] ARE Ln[RelA AlFstr] Al ot
Feje] A" MAPEESE  AQFstir
(Hsieh and Tsao, 2014; Resnick and Montania,
2003).

¥ o

H1: 020 MSAS] WA4 AR TAe x|=E
MARAH R T o] FAZF J&e v
Aolct,

H2: 020 MSA9] 482 An T AL olxd
MAARRZ o FAFA JF2 wA
Ao},

A Muj= F2E 020 Au]2 o827}
A oty IEYlell A &t 020
A=, AlF RS A7v 020 A= 34
A Ve AT T e ARE YrEt
(Choi Gil-Ok and Chung Hye-Won, 2013).
020 |28 S| ALgAlE Azkol} kel
Aok o] Belshl 2% 5 g wak ok
2} T g e THAE ;o AREAbA
S & 4 UthH(Wu, Zhao and Tzeng,
2015). WEbA] AREAR= 020 A2~ 2 A E
3 Al (Xiao, Fu and Liu, 2018)¢} zl<=g}t
(Hwang Shin-Young and Kim Seong-cheol,
2018)& 7atar o] & o glo] M=

& Ru7%, AxE EE AHAE AEE
2§28 Zol),

Lee Sang-Jun and Park Seung-Bae (2006)¢l|
w2, A A v metd Awxe
A 2 A AEZS Ash A8A}
ARbol} B7ke] Ak glo] £B& & F o]

o

2413t A8l 7}
020 MH|=E &
Al oA °1E1Li°ﬂ
ujzte] A= gl 714
o Bel FES F
slo} wjz 1ol 7}

o
H

o
5

Ry

K o A
ETLM

Ruhyed
L rng

ol
o
¢

>
o
Mo 2

Hoge £ 0 g
i

A

}-oofb

ol i
4
X
o
p:
B =

N A

E

ofr rE oX ot 2 o &
B
o0
)

o]a—aL AH| 2 ZZe AH| 2 AFAT} 24|
2] JNIAE BHEel B f2 AEHS F
8 Aolgle A7) Hol JlelAdR AdH ¢
< 9 5 9lr}. Zeithaml (2000) 2ot g
Ml AR B35 EFS 11714 2oz
Ao d= HAF ARl F2 B B3l
=z 913E JPEstgdtt. Hwang Shin-Young
and Kim Seong-Cheol (2018)2 7JA R B35
7F A= F24E Jedle 4 F shels
Zugl o Zhou (2011) XE3F 92 7|9k AjH]
2 Aol glo] ZefolHA] EA7E 53] T8
stk stk =, AR B A
IAE ol FFE mA AL Ao R AR
=5 AAst] uliol Be ¥ Anj=
ZAT HAAE B 7re] FAHAQ #AS
A A8}

H3: 020 MSAS] HEA Au]= FEL& Q1A
NIRRT FHHA JFL v
3 Ao},

H4: 020 MSAS] H AMu|x 28 QX"
MAFRES ) FHHA JFFS WA
Ao},

5. IZHTL=0] CHgt QX

—

IxH MAAHRREFTE 2l 2 o=l
AUz Blske W Fad azold
Parasuraman, Zeithaml and Berry (1988)°]] u}
=1 7Ho];<4£.‘—_ =84 9§, A4 59 &4
4 5§ R} AP A3 gt mE ¢
E ougtt. IR ES EAE AFEHA
Agahs AMulzE ZAZA 8, &4 ==
AP |2RE ARRAE B3 4 JtH(Featherman,
Miyazaki and Sprott, 2010; Wolfinbarger and
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(Liang, Yang and Ou, 2014). T2
a9 MAARRE FA9F 12 BEL Alo]
o] AAGE AT 4 Sl

Liu et al, (2008)¢] 7= A7 el &7
oA Bty AR E ST 2] L3¢l &
9 37 Qg dashe o wgo] He 2
g5 89495 =3ttt Sakhaei, Afshari
and Esmaili (2014)2] AF-o|AE Zgto|HA|
o mgre] Fa4, Telw o|zel FIHoR
A s e W7 e Edo) v
= JFs AxEn & o2 dFolME T
= AAgAdeN 1A BEwsh S
Aol JFgS n|H= Zelo|HA] 891S &
3FItH(Sheng and Liu, 2010), O20 AH]29]|
A Aol g 8 FgAns A% oo
I A sl Fasteh exefl wirgelA
Ao 2ol A ds 8o Fofsjof
o}, wEbA 020 #H Hj2U 2 9 o[ 3
o g2 Aujzke] AeIARRE T = 17 v
£ dSdte=t 838 8o, 3T
7Hd& AAE 7 Tk

old

i N o o K
fo

o Ly

32,

H5: 020 MSAZEE QX H /AABES
€ 317 g2 FAHAQ] IS v
A Aot}

6. 020 S8

A

oL

S ThE AFOI Au Az A

Re AsApel Q) oA SrEle
o g5 A3 AFE e AMuAE
1oz ATWIAG AHESATHE 2
2 A oJH}(Oliver, 1999). o]#3F &F
FATE ole) waAel Tt op
W] BAls o w HAoR B 5
LR SAHEE 3 vHA" Y 8 &
W olsh e ol ST o 4t
ool M= A FA F R AAH

on Jo ofj
b1

RN, PR
[o i
Mo

o 4

Y0 o2 fH o M 2 10 N g
B

o

FHus} A 27 AT hRRE $F

o 4ol AL e ATl g
(Caruana, 2002), 12V HZ ATELS B9,
Kang Jee-Won and Namkung Young (2019)2]
ATolMs TR ekl AMn|=e ddd o
/3%l sl o Wol aeEwA A7t
A FREE ICTAA (e A,
W7 g QI2HE mukd wA[R] AH|Z)
of AgctaL At Aok, FAEES] B
AR e T AR A2y Ay mdd 5o
Sk AR g A2 F2e Au| o) gigk 4
Ao "B, 9%, 5 3820 TS 1A
= 94 222 Preg,
o7 BHolAe] Fo Wit HH A|xY
43 23 AR 2
Rzolgir), PAHeR Aul pAE dTe
w2 4F wdolxe) 1 v
gl Aul= FA Alole] SA AR FHAA
| BABAE 25 1A FAER olojxhE
J=3lc}H(Caruana, 2002; Hwang Shin-Young
nd Kim Seong-Cheol, 2018), %3k, AH
AMu = F4, MEE, FAEE ddste 3
T T3 AFdA dF=HAH. shAEE, 020
MSAE o2 &t A7+ AgHA <l Asolrt
(Deng et al,, 2010). @A & AFolx =
020 ZYFoIM e AR Axd Ay 2ds
ko T BEH A EHE 2A)
7] $18 dEZ2AFE Al
B Ao FATE B4 Aux AFY
Aol gk Anjake] el ox Y s re
T A% obd 54 HAl=o] AA vhE
Fujel FF FAHEE 9n]dltH(Chaudhuri
and Holbrook, 2001; Dick and Basu, 1994;
Hwang Shin-Young and Kim Seong-Cheol,
2018). PT THEE B3l A= A =1
I AR G AT PAE 5 e 1
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Fig. 1. Research Model
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Table 1. Scale Item of Construct

Construct Code Scale item Reference
CSQ1 020 MSAs are easy to use. [Zeitham
By using 020 MSA: t informati il eithaml,
Convenient service CSQ2 Ogt:izglg 020 MSAs, product information can be easily Berry and
lity (CS ) P
quality (CSQ) CSQ3 Booking or orders are comfortable by using 020 MSAs. (1%;?5][} raman
CSQ4 020 MSAs make life more convenient.
ASQ Whenever | need 020 MSAs, they can be available right
away.
Accessible service ASQ2 Wherever | need 020 MSAs, they are readily available. [Hubert et al
quality (ASQ) asqa | can connect 020 MSAs anywhere and purchase goods —(y17)] :
or services.
| can see the information on products in 020 MSAs in
ASQ4 .
real-time,
IIQ1  The location information of 020 MSAs is accurate.
Intrinsic Q2 '(I:'Q;ereigtformation presented in 020 MSAs is precisely
information quality ) , , , [Thakur
(1Q) 103 (S)le(aiCl\gSAs provide the latest information on product or (2018)]
104 The information described in 020 MSAs matches the
product.
ciat Using 020 MSAs, | can conveniently use the information
about product and service that are locally distributed.
Contextual I 020 MSAs provide products and services information by
information quality region. [Pura (2005)]
(clQ) cla3 020 MSAs are updating various products and services
related to places where | visit.
020 MSAs enable customers to transact local-based
ClQ4 .
services and products.
PPP1 When | use 020 MSAs, my privacy is well protected.
Perceived privacy PPP2 When | use 020 MSAs, the payment method is safe. [Li et al
protection (PPP) When | use 020 MSAs, the process of refunds and :
PPP3 A (2016)]
booking is easy.
PPP4 020 MSAs are well-equipped to secure payments.
csi Compared with other purchasing methods, | am delighted
after using 020 MSAs.
Customer CS2 After using 020 based MSA, | am generally satisfied.
P _ [Hwang and
satisfaction (CS) cS3 Because 020 MSAs are more economical than other Kim (2018)]
methods, | am satisfied with the purchase.
cs4 Because | can compare a variety of products through 020
MSAs, | am satisfied.
BL1 | want to continue using 020 MSAs.
) BL2 | am willing to recommend 020 MSAs to others.
Behavioral loyalty T ber of i hat | 020 MSAs wil i [Kang and
(BL) BL3 e number of times that | use s will continue Namkung
to increase. (2019)]
BL4 In order to buy and search for products, | will continue to

use 020 MSAs.
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Table 2, Sample Demographic

Total Early Late respondents
(\;Ec::ﬂ:) Classification (N = 555) rezilpc;nggg)ts (N = 272)
N % N % N %
Gender Male 161 29.01 80 28.27 81 29.78
(0.695) Female 394 70.99 203 .73 191 70.22
Less than 20 6 1.08 2 0.7 4 1.47
Age 20-29 207 373 98 34.63 109 40.07
(0.786) 30-39 274 49.37 145 51.24 129 47.43
40-49 59 10.63 31 10.95 28 10.29
Over 50 9 1.62 7 2.47 2 0.74
Middle school 14 2.52 9 3.18 5 1.84
Education High school 64 11.53 33 11.66 3 1.4
(0.298) Undergraduate 304 54.77 155 54.77 149 54.78
Graduate 173 31.17 86 30.39 87 31.99
Office worker 179 32.25 83 29.33 9% 35.29
Civil servants 146 26.31 79 27.92 67 2463
ggbs%) Seli-employed o5 374 113 3993 102 375
' Student 7 1.26 5 1.77 2 0.74
Others 8 1.44 3 1.06 5 1.84
Shopping 600-1200 RMB 165 29.73 82 28.98 83 30.51
amount per  1200-3000 RMB 330 59.46 170 60.07 160 58.82
month 3000-6000 RMB 58 10.45 29 10.25 29 10.66
(0. 554) Over 6000 RMB 2 0.36 2 0.71 0 0
Beijing 164 29.55 83 29.33 0 0
Region Shanghai 164 29.55 87 30.74 77 28.31
(0. 193) Guangdong 132 23.78 58 20.49 74 27.21
Shenzhen 95 17.12 55 19.43 40 14.71

Note: no significance between early and late respondents using x 2 —test.

service quality)2 Z}z} ZA It} Huang,
Lee and Wang (1999)°] w2, 020 MSAd
48 7bse 4w Fde A8y gu EAw
A9 An FAo g 471 FEoz =4
F At Huang, Lee and Wang, 1999; Pura,
2005; Thakur, 2018).

A= FH 9 FRde HYAH H2AHL
2 49t Azidel digk Mux FHe
Zeithaml, Berry and Parasuraman (1996)9] 2]
3 F4E 47HA] A, FIA gk ARl
Z 22 Hubert et al, (2017)0] A¢tsl AZAA]
o gl w7k F=e Tesgnh
H MJAARRTE Li et al. (2016)9)|A]
A JRQIAAR A FA-HE 371K

A5} e] 477 o g FFA A

Nl HH S o] Z(privacy calculus theory)?]
& Agate], & A= 020 MSA AREA

| o3 JAAHE AFS JIAE B2 WA
AT}, Kang Jee-Won and Namkung Young
(2019)9] A7toll whet & A7 2HIAF FAEE
& FAE e 1A FEo R S
Aot 2 o) AMSE 74 2 (Table 1)
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Table 3. Confirmatory Factor Loading, Mean and Standard Deviation

[F?;r;?g#g;] Code Factor Loading Mean Std. Dev.

. , , csaf 0917 3.40 1.13
v oy o P OS2 0@ s
(1996)] CSQ3 086" 3.56 1.18

CSQ4 0.86 3.46 1.21
ASQT 0.90" 3.73 1.00
Accessible service quality (ASQ) ASQ2 0.87" 3.57 1.00
[Hubert et al. (2017)] ASQ3 0.89™ 3.70 1.03
ASQ4 091" 3.71 1.04
Q1 083" 3.68 1.06
Intrinsic information quality (lIQ) Q2 0.86"~ 3.64 1.05
[Thakur (2018)] Q3 0.90" 3.58 1.03
Q4 0.84" 3.64 1.02
_ _ _ clat 0.88" 3.63 0.98
(Cé)lgt)extual information quality cIQ2 0.90" 3.66 0.97
[Pura (2005)] clQ3 088" 3.73 1.01
ClQ4 0.88 3.65 0.94
PPP1 0.89" 3.67 1.04
Perceived privacy protection (PPP) PPP2 0927 3.63 1.10
[Li et al. (2016)] PPP3 089" 3.64 1.03
PPP4 0.89" 3.63 1.05
CSt 0.89" 3.59 0.95
Customer satisfaction (CS) CS2 088" 3.64 1.03
[Hwang and Kim (2018)] CS3 0.89" 3.78 1.15
CS4 0.89™ 3.67 0.92
BL1 0.90" 3.76 1.18
Behavioral loyalty (BL) BL2 086" 3.59 1.02
[Kang and Namkung (2019)] BL3 085" 3.67 1.03
BL4 0.86" 3.73 1.08
Note: ‘p € 0.05, “p € 0.01, “p € 0.001.
Hgle 248 23, 7} ZAgcle] &My st 3 FxEE A 2R Ve A
o HA& P& *é JE RS Fgtsls ol st B4, CFAE T2 ngol AFe
UM 7P AlFEE e Wy Eo|t) o} ¢ 9 e d S T RE )&
PLS-SEM& ThFHEA oA @ 75= At ds o =3l A7} Qo = I PE RS
87384 %= Aoz Qs BE A7)0 3] AZF3ACE, AA, T2 23 fofAy
of A-frE22 "ol 2 AEES FEZ2EH(bootstrap) &=
7 o

B o= STATA 169] A|3-3H= PLS-SEM

7148 AHgstel HasE A
sheich. A, B A7e) mae 4

2ds AHS

&3] el

el Q9RA(CFA)S B3 e &l

=
939 normal, percentile,
confidence intervalS %3t 7ZHHEH7) 79
2] ksl ot

2]l bias-corrected
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Table 4. Inter-Construct Correlations, Convergent and Discriminant Validity

Construct 1[e] cla CSQ ASQ PPP CS BL
nQ 1
clQ 0.271 1
CsSQ 0.260 0.431 1
ASQ 0.307 0.608 0.47 1
PPP 0.330 0.434 0.348 0.562 1
CS 0.220 0.585 0.410 0.476 0.405 1
BL 0.232 0.418 0.284 0.317 0.257 0.402 1
Cronbach’ s alpha 0.899 0.913 0.883 0.909 0.919 0.912 0.887
Composite reliability 0.930 0.939 0.919 0.936 0.943 0.938 0.922
rho 0.900 0.918 0.885 0.909 0.919 0.912 0.890
AVE 0.768 0.793 0.741 0.785 0.804 0.791 0.748
SQRT(AVE) 0.876 0.891 0.861 0.886 0.897 0.889 0.865

Notes: IQ = information quality, SQ = service quality, PPP = perceived privacy protection, CS = consumer
satisfaction, BL = behavioral loyalty, AVE = average variance extracted, SQRT = square rooted.

3% 555709 &
o] JNExEARES

At &

Qske, we SEA
(n=283)9} =% SHAH(n=272)2 TE3}o] 7}
AT-EA W 670l 3l AT (x-test) S
AAsGY. wA AT A FoEhA g
Aoz Yepgornz S} 7ke| zfo]r} Ay
A o] HFEHATH

e T Abs]Ehe 548 A E,
el A9 PxkE 1617(29.01%), 2=
3949 (70.99%) 2.2 =7} Gzl vls)] @
H5& 2Rk, vrolo] 2= 307} 274
M(49.37%) 0.2 7P wekar, 20t 207
(37.3%), 40T 599 (10.63%) =0 & ==H ]
o}, FFhE2 gist Agto] 30478 (54.77%) L
2 7P ggkon, ARt e 29dy 215
8(38.74%), 3AHL 17998 (31.17%), FFL

1468(26.31%) =22 YElgTh S9xke] ¢

|

N 0&1:

Jt & FAL 1200-30009]¢ko] 3303
(59.45%) 0.8 71 wgkord, 600~12009]¢t
165%8(29.73%), 3000~6000913F 58%8(10.45%)
TOR YENITE vpxgto s gutabe] Ao
o] 7} gatol 7} 16478(29.55%), B5A4 132
19(23.78%), 217 958 (17.12%) 2.2 J=A]

ool 9es & & ok
2. ATDHO| Hiz 2
2 AAT AR Sk Gl A,
FUEGA, BEEYAS olgste] B AP
wde] £§ /FsHe s ¥ a7
AR AZeR BF QARAE AN

A F QAgto] 0.7} vhe Ee
sfse] N o] e AT FEAS
324} BTk Hair et al., 2009).
A ke Selg Az 2he) P
gatolet. mE wge] 8904 A
FEO78T B tepta, v
0.0012 frolsteba viehdeh. 7t e @
e, QH g, B, EEHAR= (Table 3)
o AA = AT

(Table 4)+& Cronbach’s alpha2}
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Fig. 2. Results of PLS-SEM
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2. nsnon-significant, *p € 0.05, “p < 0.01, **p ¢ 0.001.

T=(Composite reliability), H EAF F=
(AVE)Z} AVES] Al g, 2L ZAHS 3h
of AHAAAE HoFt F dide
Cronbach’s alpha®} g4 A% ghol 0.7 o]

ol A%, FH3 Ao g & 4 I (Hair et al,,

2009; Hair et al,, 2017), ¥ A74¥= 118 o]—
W, B gy e @ BT
0.919 o]’do2 0.7HT} 7] wlFdl UlF I
dol dttal & £ 9ot e 4 WY
AVEZF .2 FHElFAd(Convergent validity)S
At 4 glal, B AT BE WHSE AVE
Zrol BT 0.741 o]om AFEE 7|ZEX9]
0.58t} =7 Yebgth(Hair et al,, 2017). 7}A]
o7 AAHFE Y AVEA|HFZ Fhol 2+ ZA)
HEED J3dA #Eo = JeEhg 2 o
FoMel FAESF FEEFG S (Discriminant
validity)2 SR ot 8 5+ o},
3. SYgHmol HZ(Common

method bias test)
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X,
o,

AEL Bake ALSSHE PLS-SEM

o4 ZAESTE AT 5 Qe TETA

ey ox b
o= 1o o\ of

Wb o 2§84 Az /\]’%QT‘:‘ AR 79k
(covariance-based) 7|¥H-& ¥ 3+ale] EAL7vt
(variance-based)2] PLS-SEM 7Zdl 9AAS
gt olzlg & FLHHAL HE ol
Wi A1 28 <o) Y e 3
F3A A daf & o WEd AF
9 wrEel ¥ AFRY G w2

gelsljrolol gt} Kock (2015)2 HHE}
e F=dojets BAF 33 QA (VIFS

she] BN AFFHE el FUPEA
of WAE EAHEe] BeA @A 5]
o Bastcin gugwu}. 2 el 7

1,00 gk 1.669& 7}
7] wj&-ol] Kock and Lynn (2012)0] @73}t
AARQL VIF 3.3& 27314 o} b5
qol BAE gdn BeE £ 9

Podsakoff (2003)el] w2, %‘%‘ﬂ)&«lA
BA7F 42 A3 AARSE0) & aclE
4] Eigen valuegto] 10]24¢] Q¢lo] 3 7wk dt
ASAL ole] el 2olo] yhEolAtehE o
A gelemn 218 Aol FFsapl Hhe
TAZE EAgTE olE  Felsky]l sk
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Table 5. Direct, Indirect and Total Effect of Paths

Effect Direct Indirect Total

IQ — PPP 0.155 0.155
IQ — GCS 0.063 0.063
IQ — BL 0.025 0.025
clQ — PPP 0.112 0.112
cQ — GCs 0.045 0.045
clA — BL 0.018 0.018
cSQ — PPP 0.063 0.063
csQq — GCS 0.026 0.026
csQ — BL 0.010 0.010
ASQ — PPP 0.416 0.416
ASQ — CS 0.169 0.169
ASQ — BL 0.068 0.068
PPP  — CS 0.405 0.405
PPP — BL 0.163 0.163
CS — BL 0.402 0.402

Notes: IQ = information quality, SQ = service quality, PPP = perceived privacy protection, CS =

consumer satisfaction, BL = behavioral loyalty.

3, BLol W3t BE gauele] & A
373202 Ueht Bl o] A7} s}

=
i E T Uk

4. 7HE4H

2 AT ARE 7Y HgEY] dFS
2 a2 45sl7] 9l8te] PLS-SEM HE&
. (Fig. 2>& & d79 A€ 71
HE2Z 2yslste] YR, 2de] A
AHR2)Y FFS ARATE BAF
2 A7 7P 9F) IQ — PPP AEE
fFofst Aoz vefb Hi12 A =HATHE =
0.16, p ¢ 0.001). CIQ — PPPE 7}= ARE
UNTELR froulst Aoz YERr] wiel
H27} AAE QLB = 0.11), ASQ — PPPE 7}
= AR ARASFE 042009 fo FES
0.1%FFo R For|g o R Yehtr] mii
o] H4= AAHE Ao vepgth wHH,
CSQ — PPP AZE FY4F snolA 23t
A %<& Ao E Ues7] wlie H3w AA =

-

i o wx N
>
QL
2

2] F=THB = 0.06). PPP — CS ARE §ola)
of H5% AAHATHEB = 0.41, p < 0.001), w}
Ao 2 CS — BL BEAFE 0.400]L ]
o] 0.1%TFELE Fol3HAl UEhs7] miiE
o Ho> XA AT, & A7olA 2 7w
o] AWEE PPPE 35%, CSE 16%, BLE 16%
o] AR g 7Kg B AT rdddA CsQ —
PPPe] BA|(H3)E Alejshd, BE 70| fof
g Al glerz B Apmde] duye
AAF ez SEsHaL & 5 Sl
BT A -2y 53 JFEL (Table
Syoh #Zo] =tk HPEAE ASQ —
PPPO] mX= EFHVE 0.416282 7HF E1L,
PPP — CS (0.405), CS — BL (0.402) 59 &
ME 2= AR et deos A
Tt 9l AEE ASQ — CS (0.169)7F 71
¥ PPP — BLY| v]X|&= &3V} 0.163, ASQ
— BL (0.068)5 2] A& YN
FATAAEFE WA= e g EAE
A7) flste] FEXEY WS Agst

i, AAET) o4 BFE Ashel 2000
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Table 6. Significance Testing of Indirect Effects with Bootstrap

Statistics I—PPP—CS ClQ—PPP—CS  CSQ—PPP—CS  ASQ—PPP—CS
Indirect effect 0.063 0.045 0.026 0.169
Standard error 0.019 0.019 0.02 0.027
z-statistic 3.238 2.395 1.271 6.241
p-value 0.001 0.017 0.204 0.000
N (0.025, 0.101) (0.008, 0.083) (-0.014, 0.065) (0.116, 0.22)
P (0.029, 0.103) (0.009, 0.083) (-0.017, 0.088) (0115, 0.224)
BC (0.029, 0.105) (0.013, 0.084) (-0.017, 0.08) (0.114, 0.24)

Notes: 1. 2000 iterations for bootstrapping.

2. confidence level is 95%.

3. 1Q = information quality, SQ = service quality, PPP = perceived privacy protection, CS =
consumer satisfaction, BL = behavioral loyalty, N = normal confidence interval, P = percentile
confidence interval, BC = bias—corrected confidence interval.

Wel AERS At PE2EGe
Percentile(PCI), Normal(NCI), Bias-Corrected
Confidence Interval(BCCI)¢] 2z} A18]77ko] 0
& TP B A fIF Aoz B 5 9
TH(Hair et al,, 2017)., CSQ — PPP — CS A=E
£ Agt BE ARE 21F|F37] 08 X33}
A romE QETIL FOIF A0E ekt
t}. (Table 6y W=, IIQ — PPP — CS,
CIQ — PPP — CS, ASQ — PPP — CS AR9]
b ave= Zh2y 0.063, 0,045, 0.1692 UERsE
o, FFEE Al AR BT swrsolA
oJgt B o2 vERyth wEks CsQ — PPP —
CS ARE A3t RE AR)A ] PPP IHHE
He= Fofdt o2 ASHAT

V. 28
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o] JMeldre] HaE QlAs]d Hax
olglx Azl whd 14 EAld AFdHE &
H|2HE-2 ou] FE3] Al sl wEsh]
dito] MAFEET ] doAFs =X £
F AJTHLi et al., 2016). &, 020 MSAE: o]&
e 2HIREL ofZ Aol UellA AE
o] o] &3l 7)ol gk F3 ulo|E7} o=
A2 BEEI JEAd gt o F4E 714
3 AR, vk AR Z: AN HAaAo] FE3)
o HRHEF| g QA WEE oA 4
Aot AL 9H|gltH(Resnick and Montania,
2003). Thgk, 020 MSAQ] He|Ad Au|~ BE
o thek wEo] R0 WolA] Tl o] o]
ZAlo) AL o] 8o T AF HE T Lo
g 7kxE FrHH o =74 BE 4 Qi
ZH 020 MSAS] W Qls| o]Z Ao
tREo] A FF o] HeA AMu=E
A T3] LvAEe] JHES O 3l #2
3 L 2ol & HHEo] W & glY] wiiEel
B2 ARIARE K S o sk QAo 33F
n|xz] 23 Aow FAordc) 9o e g
S 58 3% AT Ao Hzld Mujx F4y
MAARRES 7he] AAlo] e o AAE A
T7F des Aog Holrh

o B = o

2. 27X AR

>

AR, o] A= 53] T 2HAEC] MS
off AAle re] Fo thaf zlo] A
e AR WA R E

N
=

oo MY

T 98 e
4 An F4 mF Addoz A BEE

of YEFE mXIT}. whEbA] Ak Fofo] #eH
£ 020 EHEFH /AR MSAAIM T AlF
TEE AH2E AFE u AAA], Az 34, A
5 Yakx)o} o AH o thal] =AE] A3
o} dlt}(Xiao, Fu and Liu, 2018), FH o] A3t
e HAH AR F4 @4 54017 i
o, ke #oke] AR A= AFH doler} 3
21 e o] AAA, 4v] AE vkt Qe
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