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ABSTRACT

Mobile wallet that can keep coupons and membership cards for mobile is one of rapidly
growing services due to its usability and financial benefit. However, in spite of its rapid
growth, the increase of users who do not use continuously it is an important consideration
to service providers for making a profit. This study aims to test the effects of factors affecting
the continuous use intention of mobile wallet based on VAM (Value-based Adoption Model)
which can analyse them in both benefit and sacrifice aspects, so as to suggest considerations
to increase the use period of mobile wallet for service providers. The research findings
supported the hypotheses regarding to the effects of usefulness, value-expression, perceived
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security and enjoyment in the benefit aspect and technicality in the sacrifice aspect on perceived
value. In addition, the causal path from perceived value to continuous use intention was
significant. The study results are expected to be used in marketing or service improvement
for short-term users by taking account of emotional factors as well as functional factors.
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Mobile Telecommunication Company

Benefits

- Mobile ads sales
- Card issue sales
- Sales from providing LBS

Mobile Wallet
Customer Service Provider
A
u citibank
Vinoney
Benefits VISA
- The integration of various
cards in a mobile wallet 5
- Real-time discount Benefits
information - New channel for ads and promotion

- Recommendation for
a smart payment

- A substitution for a plastic card
- The provision or suggestion function
of information relating to services

(Figure 1) The Relationship between Major Components in Mobile Wallet Business
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(Figure 2) Value-based Adoption Model
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(Figure 3) Research Model
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(Table 1) Measurements of Latent Variables
La}tent Measurements Sources
variables
Economic 1. I think that a mobile wallet can save money. (17 3]
Value 2. 1 think that a mobile wallet helps me to have economic benefits. ’
1. I feel that using a mobile wallet is fun.
. 2. I think that using a mobile wallet is enjoyable.
Enjoyment 3. I think that using a mobile wallet is interesting. 1, 12]
4. 1 don't feel tedium while using a mobile wallet.
1. I can rapidly achieve my purpose through a mobile wallet. 5 14
Usefulness 2. A mobile wallet helps me carry out effectively my tasks. é?] ’
3. In general, a mobile wallet is useful.
1. When I use a mobile wallet, I believe that I am a wise consumer.
Value-ex- 2. When I use a mobile wallet, I feel a satisfaction. 8 44]
pression 3. When I use a mobile wallet, I am proud. ’
4. When I use a mobile wallet, I think that I am a smart consumer.
Perceived 1. A mobile wallet is safe. [29]
Security 2. 1 have confidence in a mobile wallet.
1. I worry about my personal information when I use a mobile wallet.
2. I am concerned about my personal information used for different purposes
Privac when I use a mobile wallet.
Y 3. When I use a mobile wallet, I worry about my personal information that | [9, 35]
Concern .
other companies are used.
4. When I use a mobile wallet, requesting my personal information bothers me.
5. I am sensitive to provide my personal information.
1. It is difficult to connect rapidly with a mobile wallet for me.
Technicality | 2. A mobile wallet is slowly operated. [14, 16]
3. A mobile wallet has many errors.
1. When I use a mobile wallet, I am sometimes conscious of other people’s eyes.
2. When I use a mobile wallet, I am sometimes concerned about what other
people think of me.
Facial 3. When I use a mobile wallet, I am conscious of other people’s eyes. (4 13]
Consciousness | 4. When I use a mobile wallet, I am aware of other people’s evaluation. ’
5. T hesitate occasionally to use a mobile wallet due to my face.
6. When I use a mobhile wallet, I am occasionally concern about what other
people evaluate me.
Perceived 1. A mobile wallet is more valuable than my efforts for it.
Value 2. A mobile wallet is more valuable than my time spent for it. [10, 27]
3. It is generally worth to use a mobile wallet.
Continuous 1. I will use continuously a mobile wallet.
intention to | 2. I want to use continuously a mobile wallet. (5, 42]
use 3. I will frequently use a mobile wallet.
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(Table 2> Demographic Characteristics
of the Respondents

Attributes Freq- | Percent-
uency ages
Male 71 36%
Gender Female 129 | 64%
20~29 153 6%
Age 30~39 34 17%
8 40~49 9 5%
50~59 4 2%
Student 110 55%
Job Employed 65 33%
Homemaker 7 3%
others 18 9%
under 6months 90 45%
Use under a year 58 29%
period of | under a year and o
mobile a half 0 15%
wallet | under two years| 11 6%
under three years 11 6%
more than once a 21 10%
day
The |more than once a 59 309
number few days

of .a more than once a 56 99

mobile week
wallet | more than once a o
use few weeks % 13%
more than once a 3 19%

month
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(Table 3) Reliability and Validity of Measurements

Latent variable Measurements Std.loading AVE CR Cronbach’s a
. ECO1 0.95
Economic Value ECO2 0% 092 0.96 0.90
ENJ1 094
. ENJ2 0.94
Enjoyment ENJ3 0.9 0.85 0.96 091
ENJ4 0.87
USElL 0.88
Usefulness USE2 0.88 0.78 0.91 0.83
USEA4 0.88
VEX1 094
. VEX2 0.93
Value Expression VEXS 0.94 0.87 0.96 0.93
VEX4 0.92
Perceived PSE1 0.91
Security PSE2 0.96 083 04 081
PRC1 0.90
PRC2 0.92
Privacy Concern PRC3 0.92 0.79 0.95 0.94
PRC4 0.87
PRCH 0.83
TEC2 091
Technicality TEC3 0.86 0.75 0.90 0.77
TEC4 0.83
FAC1 0.89
FAC2 0.92
Facial FAC3 094
Consciousness FAC4 094 085 0.7 095
FACH 0.91
FAC6 0.93
PVA2 0.95
Perceived Value PVAI1 0.95 0.88 0.96 0.93
PVA3 0.92
Continuous CIUL 0.8
Intention to Use CIU2 0.98 097 0.99 098
CIU3 0.98
ojlom RE Y W HRAEEol 5.2 78 €& ¥ Zu
05 olgolglal, FANALELER 078 ol 4
Hef A 0 AlEA AFEAT 28 7 A AT 7HEE HEs A o] 9 (Benefit)
Tgee] W RAEE ] A Fho] <Table 7} 1]-&(Sacrifice) 5 9] 87, 7HA2 4, <
>AY e Mgz daAlTE Bk AA A1 Bk S, 7] B3-S A7 71
[e)

Q1= A of ol FaFe WAL Sl= ACE HERLL



128 F=dAA NG A 4208 A1

(Table 4) Reliability and Validity of Research Constructs

Latent
Variable
ECO 439 | 146 0.96
USE 503 | 114 033 | 088
VEX 461 1.27 047 | 061 093
PSE 404 | 116 026 038] 037 094
ENJ 419 | 1.36 029 | 043 | 055| 027 | 092
PRC 525 | 1.33 002 | 007 008| -026| 005| 089
TEC 369 | 113 | -0.07 | -002 | 012 | -015 | -0.09 | 018 | 0.87
FAC 253 | 138 015 -003| 009| 003| 019| 010| 032| 092
PVA 480 | 1.13 034 | 061 064| 041 | 049 | -0.01 | -023 | 002 | 094
CIU 506 | 143 031 067 059| 041 | 041] -007| -019 | -0.07 | 0.72 0.98

Note) S.D. = standard deviation, C.R. = composite reliability, Diagonals are the square roots of AVE, ECO
= Economic Value, USE = usefulness, VEX = Value Expression, PSE = Perceived Security, ENJ =
Enjoyment, PRC = Privacy Concern, TEC = Technicality, FAC = Facial Consciousness, PVA = Perceived
Value, CIU = Continuous Intention to USE).

Mean | SD | ECO | USE | VEX | PSE | ENJ | PRC | TEC | FAC | PVA | CIU

W, AA, Tere Al e, ARDAS A w3 B ATRYS] FAMSEE] B R
kgl el o3k GRS MAA ks om Ao %S <Figure 4>0)4 Bz vpe} go] w
selsigle, ATt AE ARE mile F 0102 Wi Qlonz d4gee 2 7}
At ASMEES} fOIF BAS 2= A A; Qi Row AuEn. 4 GANEE
o= PZH. waol] olak A2t AZ1E hAI7 56%, A%

Benefit

Economic value ).

3 H 03
< %

Value-expression

Perceived security

Perceived value Continuous intention to use

Sacrifice

Privacy concern

o

Facial consciousness

Z T
o

Note) “ p < 0.05, “p < 0.01, ™™ < 0.001, N.S. = not significant at the 5% level.
(Figure 4) Structural Model Testing
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