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The development of ICT technology has created new channels for product sales and promotion, which not only make information

accessible to customers as easy as possible, but also provide consumers with much more absolute and comparative information.

Modern consumers are exposed so many shopping channels currently, especially mobile-based channels have grown significantly

and have become the center of the market. It is true that mobile shopping has led the growth of overall online shopping with

the recent development of mobile devices such as smartphones and related software. The importance of strengthening corporate

competitiveness and mobile-based management strategies through on line channels continues to increase. At this point, this study

attempted to investigate the influencing factors by focusing on the entire distribution channel and mobile shopping channels.

As most of previous studies were focused on Internet shopping malls or specific channels, So the research on mobile channels

can be judged to be timely and appropriate. Furthermore, it can be said that mobile shopping channels are now presenting empirical

implications. In conclusion, it provides practical implications to examine the management strategy of mobile shopping channels

from the perspective of consumer value.
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<Figure 1> Conceptual Structure of Research
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<Table 1> Consumer Value Factors of Mobile Channels in Regression Result

B SE Wald df Sig Exp(B)
. price sensitivity -.144 174 .682 1 .009 766
functional value -
experience -.658 211 8.888 1 .003 418
. Perceived risk -.540 224 5.645 1 018 583
emotional value
pleasure 361 204 3.114 1 078 1.474
social value social influence 280 192 1.754 1 185 1.123
cognitive value innovative -.340 254 1.698 1 180 714
constant 3.183 1.346 8.364 1 .004 64.790
Goodness-of-fit test of the model
-2 Log 221.833
Cox & Snell - R’ 113
Nagelkerke - R 178
Chi-Square(df=6) 29.680
Significance .000
<Table 2> Regression Analysis Results: Socialization Type
B SE Wald df Sig Exp(B)
. price sensitivity -.645 535 1.457 1 177 525
functional value -
experience -1.329 615 4.522 1 .023 265
) Perceived risk -.833 731 1.299 1 054 435
emotional value
pleasure 496 567 767 1 384 1.643
social value social influence 1.015 738 1.890 1 269 2.759
cognitive value innovative 129 911 .020 1 .889 1.138
constant 4.244 3.730 1.294 1 257
Goodness-of-fit test of the model
-2 Log 35.301
Cox & Snell - R? 270
Nagelkerke - R’ 3791
Chi-Square(df=6) 13.146
Significance 041
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{Table 3> Regression Analysis Results: Economic Type
B SE Wald df Sig Exp(B)
. price sensitivity -363 252 2.055 1 192 .696
functional value -
experience -394 363 1.173 1 299 675
. Perceived risk -.366 345 1.130 1 278 353
emotional value
pleasure .700 341 4.047 1 0.12 1.027
social value social influence .550 357 2.244 1 218 1.733
cognitive value innovative 015 .360 .002 1 978 1.015
constant AT73 2.302 .041 1 877
Goodness-of-fit test of the model
-2 Log 97.076
Cox & Snell - R’ 163
Nagelkerke - R’ 219
Chi-Square(df=6) 14.098
Significance 010
<Table 4> Regression Analysis Results: Systemic Type
B SE Wald df Sig Exp(B)
. price sensitivity 615 541 1.352 1 347 1.650
functional value -
experience -.924 582 2.541 1 211 297
. Perceived risk -425 .649 429 1 .542 754
emotional value
pleasure 175 523 212 1 .545 1.215
social value social influence -.330 515 706 1 .501 751
cognitive value innovative -.988 11 1.969 1 261 274
constant 7.546 4.017 3.529 1 .080
Goodness-of-fit test of the model
-2 Log 49.540
Cox & Snell - R? 143
Nagelkerke - R’ 205
Chi-Square(df=6) 7.866
Significance 278
{Table 5> Regression Analysis Results: Prospective Type
B SE Wald df Sig Exp(B)
. price sensitivity 1.331 986 1.821 1 177 3.783
functional value -
experience -4.084 2.180 3.509 1 .061 017
. Perceived risk -4.007 1.099 3.644 1 .056 018
emotional value
pleasure -1.832 1.299 1.988 1 159 .160
social value social influence 3.032 1.845 2.698 1 .100 20.730
cognitive value innovative 113 921 015 1 .903 1.119
constant 17.528 9.478 3.420 1 .064
Goodness-of-fit test of the model
-2 Log 49.840
Cox & Snell - R’ 133
Nagelkerke - R’ 205
Chi-Square(df=6) 7.866
Significance 248
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