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Abstract

This study analyzes the various roles of social value in the consumption value model in China's
mobile e-commerce environment. This is because customers in the Confucian culture area are highly
influenced by others in their consumption behavior. However, there has been no consideration of
these opinions in the consumption value model. In particular, it was analyzed whether social value
has a moderated mediation effects in the path of economic value on customer loyalty. As a result
of analyzing 228 pieces of data collected in China, it was found that the economic value is increasing
customer loyalty through the entrance of shopping malls, and this indirect effect is affected by social
value, and there was a moderated mediation effect.

This study is theoretically meaningful in that it is newly elucidating the role of social value in the
consumption value model.
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Fig. 1. Conceptual Model
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Fig. 2. Moderated Mediation Effect Model

(a) Conceptual model
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(b) Statistical model
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Table 1. ltems for Independent and Dependent Variables

Construct ltems Mean S.D
Economic Mobile shopping makes it possible to purchase products at a
Value lower cost. 4.04 784
Mobile shopping can be purchased at a discounted price than 402 823
before. ’ )
Point accumulation, discounts, and payback provided by mobile
; ; ’ 3.84 .888
shopping are important benefits.
| reckon using mobile shopping is also financially valuable. 3.69 873
Social My friends will think positively about my mobile shopping. 4,02 .796
Value . . . .
Using mobile shopping, | am recognized by the people around 3.40 1.009
me as a consumer with a modern sense. ) ’
By doing mobile shopping, | can engage in shopping 371 856
conversations with friends. ) )
Mobile shopping is a shopping method that can be well
. 4.20 .763
accepted socially.
Shopping When | do mobile shopping, I've often been obsessed with
Flow shopping. 3.32 1.126
Going around a mobile shopping mall stimulates my curiosity. 3.80 .887
Getting around a mobile shopping mall is basically interesting. 3.82 .885
lve fo_rgotten about things around me while doing mobile 3.08 1.205
shopping.
| feel free to choose or try what | want to do through mobile
shopping, 3.66 .894
Consumer | would like to recommend mobile shopping to people around 360 963
Loyalty me who are not familiar with mobile shopping. . .
| will continue to use mobile shopping. 4.21 745
I will repurchase through mobile shopping. 4.14 173
The frequency of my purchases through mobile shopping will 400 905
be relatively higher than that of other shopping. ) )
2R 24 tdAle] AEAE Aelsy] A B 2dane) fo4 A%, a
A MERAS AASAT 7 drEsel A AT 229 P ETS 24E Sk

S dotry] s WA LdRdE HeEhA

Cronbach’s Alpha A& &%3}3ic}.

ol o] FAJ2- SpSs 26,0 BAZE IS 53
ol2olAiTE, ol Bhelx] aelE(Conformatory
Factor Analysis)g B3 SAIEe EldA
(validity)-& A3l o]& $314= Amos
26.0 BANZIA7F HE= Ak, o]F /M AA
< 9k 2HE3| AR SPSS 26,0 BAZEL
S 3235193 SPSS Process Macro?} R L=

B ATeM AAA A Eekd 2
& ) A AZskes 7hAe] deldte R
Z24 Aol ey, Deng et al, (2010)7}
Sweeney and Soutar (2001)&] oA &g
H 7S FAeE 2 AT 54 v &
Asto] 43S T35t
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Table 2. Sample Characteristics

Criteria Frequency (n=228) Percentage (%)
Age below 25 81 35.5
25-30 77 338
31-50 20 8.8
above 50 50 21.9
Gender male 7 31.1
female 157 68.9
Education high school graduation 44 19.3
in university 68 29.8
university graduation 74 32.5
graduate school or higher 42 18.4
Average f 5 times or less 19 52.2
e R ®
11-20 times or less 25 11.0
above 20 18 7.9
Number of 1-3 times 47 20.6
rchases P 46 times 60 2.3
7-10 times 59 25.9
11-15 times 24 10.5
16 times or more 38 16.7

AEA A EATe] AAlel mikel
s9e A AEE 249 4oE U
t}. Deng et al. (2010)3} Jung Won-Jin (2012)
o A7E Fustel VlERe FARAY, 4
FJ&Zolo “‘mule pPEyle] AT 2L B
1 e 2 A SR ARl
Z olXgt= FHHol Algld A¥ow
ZZ2 AJol= Y}, Novak, Hoffman and
Yung (2000) % Park Gui-Ree and Park
JaeJin (2014)2] AT+E EUE 5/ E4& +
dateint, AARZGE = “mukd Lol ik

i)

o o o
JkiuQL‘é‘énl
lo 2

A==
FAOE 9 ASH olgelz gela)
Park Jae-Jin (2006)3} La Sun-A (2003)2] <37+
Z2 BEYE &S A5
BE 8 gAE 537 Hug o83 574
ST Asl 29X g}, 33 BEold),
5740wl 2H,

E Jyrd, & 2287 9]
12 35.5%7F 254 w|gko]a
(81fﬂ) zsxﬂ 304 mlwko] 33 8%E x}A|EFAL §)
th 504 olAE 21.9%E ABFAL YTH50
o) ez 31 197} YAdolT 68.9%7} &4
Q Ao Z veptt wEbA oAde gl A
fHog =xv muted 43S Z7)e A
o] B2 YARUE dXo] =& Aog J
AElpg AZ o Y EA YA & EAE=
A= Aoz okt

st o8k EH(29.8%), tE(32.5%) 2 o
skl o]do] 18.4%%5 AA|EFAL glo] mE< o
Fao] thEkAlst o) te] gElg 7hxl An|A]]
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Table 3. Confirmatory Factor Analysis

Standardized _ Cronbach's
Construct ltems Loading t-value Alpha C. R AVE
Economic ECV 1 7507 -
Value ECV 2 854" 12.164
827 821 538
ECV 3 606 8.660
ECV 4 701" 10.115
Social SOV 1 e -
Value Sov 2 591" 8.128
788 761 446
SOV 3 620 8.523
SOV 4 734" 10.016
M-Shopping SFL 1 687" -
Flow SFL 2 88" 11.566
SFL 3 915" 12.223 872 87 580
SFL 4 559" 10.467
SFL 5 749" 10.359
Consumer CLY 1 719" -
Loyalty CLY 2 860” 12.438
865 880 647
CLY 3 849 12.286
CLY 4 782" 11.338
Note: ™ p  .001.
Ao g Yelyitl o|E9 thRrEL wnld £ A= A4l Chisugaree} A
g dFAo Hit 59 oFtR = Ao CFI(Comparative Fit Index), TLI(Tucker and

&
1
°o|M(119', 52.200), EH}d & Faf o 2
o Fuldhs 357t 4-63] ek S o
A7 60%8(26.3%), 7-103] FuidThE 2]
A7k 598 (25.9%) 2= ¥ wH kst muked
£3& 5 TlE FTEL e Aem

EFste}.

HeSel WA Fhsks Az

2
D)
ol
1o,
4z
oo T
oX
o
o
N
N
ofr
ol
e
hn)
X0,
°
N
N
o3l
=

Lewis Index) % RMSEA(Root Mean Square
Error of Approximation) A|5E #-g3}$t}.
55, RMSEAS] A% QTS B3] 23]
HEE T 5 ks 2 BHE A 9
o CFI9} TLIE thE X|0ol] B3] ulgdz|gh
712E UA=E  wEARIg(Hong
Se-Hee, 2000).

EHnd] tigk Hx el gdrd 4
3}, k2 = 422918 (p=.000), df=113, CFI
0.870, TLI = 0844, RMSEA
0.110(.099-.121)¢] =&l A== B} =
9AEs} e Hojzitka dukelel £47)
ol @A e el adAABE nele)
o mug 4. olF, A% S04 a3l
BN A3} x2 = 312,183 (p=.000), df=110,
CFI = 00915, TLI = 0.895, RMSEA =

ehid
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Table 4. Correlation Matrix

Constructs Mean S.D. 1 2 3 4 VIF
1. Economic Value 3.8069 6840 733 1.891
2. Social Value 38333 6733 646 668 1.905
3. Shopping Flow 3530  .8197 543 586 761 1.614
4. Consumer Loyalty ~ 3.9923  .7180 666" 623" 687" 804 -

Notes: 1. The values in diagonal line represents the square root values of average variance extracted

(AVE) for each construct.
2.7 p .01

0.090(.078-.102)2] =4 HI=E B} o
71*1 x2 A7} folahA) kol @Am g3} ol
=go] ghals] Axrtn glovt
x2 A5 Dlwg% Agte
FEA AFFE
%, 7er mekHel @@E
3l FFolrg B Axn

pul

A

_4

)

2=
T

ol }o{a

FoZlog i
Byrne, 2001),

Kim Dae-Up (2008)9l] 9|3}, &31% 821
wie] ARE A57) FaAtE A A}
Aot BEAel AREE WAA B 5
015}1 it} o] AJLr) oA EZ o

, SAFE dg JTEHITEE AFEA
‘:}. AZEFFA Y ASL Hair, et al, (2006)°]
Aeket vk wel, @A o] FAHo
BT Foste Hx 7o R 0.5, ol 7E
O ZE 0.70)F0] HEAY ofRE Fios
AES AT

o2}, BgAIF%= C R(Composite Reliability)
o] gkol] 0.701%%, HEAE4k AVE(Average
Variance Extracted)”} 0.50]°3212]2] of
Hebx o g AuHt e 53], AVEgE 22
AR eko] 0.70)F0] HH QolA k] AlFo|
3 aclake] #Aike] Hu=g 0571 Ht. wet
A 30124211&0] 0.70)¢o] YpQo W AVEZE
SAI71A] Ert, 81 818 9
559 8% XJZHE*Q SAHSR

ItH(Brown,
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Table 5. Moderation Analysis by Regression (Dependent Variable: Shopping Flow)

B
Ste, Variables R? A R? AF
! Step 1 Step 2 Step 3
Economic & o &
Step 1 Value(EV) 543 267 263 295
Step 2 Social Value(SV) 402 383" 381 .085 31.055
Interaction Term -
Step 3 (EV'SV) 161 406 .025 9.616
Note. ** p{ .01.
o2 vttt oA sEel ol A3 kol Mg FlHo g 2 599k f-2s
wfiZo tEEadde] R e A |99 28 ZAANZH A R?=.025, AF=9.616,p < .01).
7t & o= Holu Sl o g Bk o8]t A FI = 2H|A} AAZ 7Hx] A

Z~(Variance Inflation Factor; VIF)3t-& 3}¢]
SEEAR B e obel Auingt
t}. Joo Hye-Young and Kang Sung-Min
(2016) VIFgke] 10K 3A] 2R 9] o
moolJgl E 7 ABASIT ek F o=
Ehla QEAE 2F mEjsiol scka Agket
AL Qlet of2fgk WA ellA VIFgte] 1 H= 10
Bt @A) o FRAL e 2 EA
e Ao yehdel el B AelA o
Zx o] WAE JlSAL =2 9o oz

oo X
gy,

OP

o

3. 7H8dd Zut
Zen| el Azbe AAA 747} 22l
2= ko] Au|A}e] AVE|F 7FR7F 27}
uel FEexs 2P Y B4 5
otEgttt, AAIA BFEA o] WAZ 2HE
S Ao I A= (Table 5)
o WA, 19l B9 AAA 71
PEof| Gond H(+)e] AJFTFS nx
g1 = glek. g, 284 £
A 7}z 9A| /\—s‘%%“’ﬂ freolgk Ag+)
o A ek, vpA|et 3eA|ellA] A
2 7h ok A3 A 7hA) o s A-g o] e
foll wA= FgFe] frofwlgh g (+)9] o
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Table 6. Significance Area of Moderation Effect

Social Value Effect S.E t p LLCI* ULCI*™*
2.2500 -.1073 1619 -.6629 .5081 -.4264 217
2.5250 -.0339 1423 —.2381 8120 -.3143 .2465
2.6625 .0028 1330 .0214 .9830 -.2592 .2649
2.9375 .0763 157 .6593 .5104 -.1517 .3043
3.2152 1497 1011 1.4808 1401 -.0495 .3490
3.3533 1874 .0951 1.9706 .0500 .0000 3147
3.7625 .2966 .0852 3.4813 .0006 1287 .4646
3.9000 .3334 .0850 3.9231 .0001 1659 .5008

Note. LLCl=boot ZH= 2| 95% MZ|T1ZF LHOIIA2| S5t3tat, ULCl=boot 7HHS Q| 95% AZFZE LHOIAM2|

Yot

Table 7. Mediation Effect of Shopping Flow

Effects g S.E LLCI ULCI
Total Effect .6992 .0521 .5966 .8018
Direct Effect 4365 .0532 3317 5412
Indirect Effect .2627 .0416 1867 .3502

o1

Q3 AL TElEn) o] AFe A%
AA 7 A7F 2B EY e TAAAA FgFS
I At 7hd1e AbEE Tk o] 2
’3gk 7Hd4E AAsE Aolt).

, AAIR 7M7Y 2B FAAQ
X1 P EYe 2 INZIET}T F
A+ Wizl EA7F FASEL J=AE
ook, wiZlEd AEe HAEHe
Baron & Kenny(1986)¢] W23} Sobel Test 5
o] o] &85 gt} tink, AFAENA 7F
Z 217] A+ wiZlEY HE5WA9] Baron &
Kenny (1986)¢] W2 & &7} dAeHA] &
=t e ofnrt gtk AAE 7HA
I e o] gAEe] F 29Ut 09 o
27 gvhe AFTHE S 7148HA Xste s
M= THHEAE FonE F k=t
k3L o (Hayes, 2018; Rucker et al,, 2011)&=
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i
E3 SAviAsh Rl vhpRee)

olgt= H|FdE W] glth(Hayes, 2018).
3 Test®] 7A9$E  Baron &
Kenny(1986) 9] ®2jo] wl7] &3}(ab)e] #-2]4

%2 o 5 gk $AE Fusas A
Rhabe] BEEE7} AIHEEE olEths 7
AAL AR B2 o] oRel HsHe
¢tn gJutar & &= QJth(Preacher & Hayes,
2004; Lee Hyeong-Kwon, 2015).
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Table 8. Results for Moderated Mediation Effect Analysis

Cosequent
Antecedent Shopping Flow (Mi) Consumer Loyalty (Y)

Coef S.E t p Coef S.E t P
ECV(X) a; =708 342 -2.069 (.05 c 436 .053 8.209 <.001
SOV(W) ay  —.574 .354 -1.623  ).05
X*W as .267 .086 3.101 .01
SFL(M;) b 404 .04 9.096 <.001
Constant 7y  4.423 1.321 3.349 .01 iy 865 182 4,748 <.001
Observation 228 228
R? 406 593
Adjusted R? .398 590
Residual SE 636 (df=224) 460 (df=225)
F statistic F(3, 224) = 51,056, p{ .001 F(2, 225) = 164.034 p{ .001

Note. ECV=Economic Value, SOV=Social Value, SFL=Shopping Flow.

(bootstrapping) WH-& o]-&3la] w7 a3}

Fole uTt e A2sas sglov ¥
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7b AARHE o] WA= FEIE Lol 16992
o] 95%¢2] 1=zt el] ‘0'e] EASFA] gfot
FAHeR Foaitt APEIS 94 BRkol
43650131 95%2] 41|73k Qhel] ‘0’9 ko] ¢l
ong FAH 7HAe Az e el fofng
YA A2E 7RI ok

DHEAR SA4E N adE pghol L2627
olaL A =|T3ke] ahgkgkat Adekgk Alelel ‘0¢]
EABHA oFot e EA S vihEATE I

L&, aBEYS AAA THx et 12 GE
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Aol ,
omst S mRL JtHCoef=404,
t=9.096, p{ .001). °]&{s+ A=

= A 7Hd2E AASH
A 2dd m R EAR P Edh

=2 4 (O3 2o

05 <b= (a;+ a3 W)b

= alb + ng W
4 (el 29 NAAFES YA o
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Fig. 3. Graph of Conditional Indirect Effects

Direct Effect
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Fig. 4. Significance Area of Mediation Effects
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