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The analysis Influencing Mobile Channel Loyalty using a Transaction
Cost Theory
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Abstract

This study aims to empirically examine the factors influencing mobile channel loyalty. This
study has been reviewed various theoretical research relating to mobile channel loyalty and
transaction cost theory. The model was tested Structural Equation Modeling(SEM) using AMOS
7.0 analysis on the sample collected from 240 respondents. The result of hypothesis testing is as
follows. First, asset specificity, uncertainty and transaction frequency were influenced by chanel
satisfaction. Second, asset specificity was influenced negatively by chanel preference. Third, chanel
satisfaction was influenced positively by chanel preference. Finally, chanel satisfaction and chanel
preference were influenced positively by chanel loyalty.

» Keyword : ZHI(Mobile), ZHEdEME(Chanel Loyalty), oS (Chanel Satisfaction), &

A% (Chanel Preference), zit|E0|E(Transaction Cost Theory)
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Fig 1. Research model
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Table 2. Sample characteristics

Sk _A'I

=71 =o

ML2 913
B ML3 .894
ML4 912

T2 HlE HI2(%)
107 4.6
A 133 55.4
240 100.0
20M| ofst 68 28.3
21~30M 103 429
o2y 31404 58 24.2
414 ofA 1 4.6
240 100.0
B 132 55.0
Az 40 16.7
o1 7 |&/AX|-{ofZ| 25 10.4
R TR 16 6.7
= 27 11.2
240 100.0
ROHE 222 7.6
o PDA 9 29
ZH reg 60 19.4
7P ul Aok 19 6.1
H (558D 310 100.0
2. 5Y 239 A 3 EtEY BN
AFYE A% A3, BE HEES] Cronbach’s agto]
0.8 o139 3= = ZAoZ Yeprh olgdt ZAujoA
AANH oz Aol =& AE & F or, & Ao A
49 BE PPINIEES 2 Rt gtk & 5 )
2E g goldA|gto] 0.653~0.9229] = 7KL
=z =

: Average Variance Extracted)

G 8T 4 U= % 05
EEo] BE A57} g
Yolet d7Rge] Atk & &
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Table 3. Reliability and validity analysis

oI},

ooz Vet ®3oIA
A4 oo PERY A5 A9

29|

i g5 P AVE ICR Cronbach’sa

P AS1 653

oo AS2 977 732 | 889 870
e AS3 .903
UN1 .885

=y UN2 .922 731 .890 .883
UN3 .749
Cs1 .876

pElEs Cs2 1901 791 919 918
CS3 .891
CP1 .876

PSR- CP2 .924 .814 .929 .928
CP3 .906

= ML1 .819 784 .935 .935

X2=192.330, df=105, X 2/df=1.833, 0.000, RMR=0.076,
GFI=0.918, AGFI=0.881, IFI=0.975, NFI=0.948, CFI=0.975,
RMSEA=0.059
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Table 4. Correlation analysis
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