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[Abstract]

While there have been a lots of researches focusing on the commitment to shopping site in online
commerce area, few studies suggested the results on the relationships between users’ characteristics
including demographic and shopping characteristics and commitment to mobile shopping site. Therefore,
this study investigates whether the level of mobile shopping site commitment will vary by users’
characteristics such as gender, age, shopping time, and shopping scale. This study suggests, from the
statistical analyses on 230 questionnaires, that there are differences in level of shopping site
commitment among the respondents grouped by age, shopping time, and shopping scale except for
gender. The study proposes various implications for future research on the management of shopping site

commitment in mobile Internet environment.

» Key words: Mobile Commerce, Mobile Shopping, Shopping Site Commitment, Users’” Characteristics,
Demographic Characteristics, Shopping Characteristics
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I. Introduction
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II. Literature and Hypotheses

1. Mobile Shopping and Site Commitment
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III. Research Design and Statistical

1. Research Model and Method
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Table 1. Basic Statistics of Research Variables

Variables ;:(:]'Eéé')
Male 76(33.04)
Gender | ko male | 154(66.96)
16-19 9( 3.91)
Demographic 20-29 88(38 26)
Characteristics Age 30-39 57(24.78)
40-49 66(28.70)
50-59 9( 3.91)
Over 60 1( 0.43)
Shopping st1 4.75(1.60) | 4.66
Shopping Time(Per Month) st2 458(1.66) | (1.57)
Characteristics Shopping scl 485(1.61)( 4.75
Scale(Per Month) [ sc2 | 4.66(1.62) (1.55)
cm1 | 4.30(1.63) 408
Affective cm2 | 4.03(1.71) (1.58)
cm3  [3.92(1.62)| "
Site . cmad | 39001591 5 g
Commitment Continuance cmb5 | 3.55(1.51) (1.43)
cmé | 4.09(1.58)
cm7 | 4.31(1.62) 433
Normative cm8 | 4.90(1.38) (1'37)
cm9 | 3.79(1.67) )
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Table 2. Difference Analysis of Site Commitment
by Gender

Freq./Mean/SD Male(76) Female(154) | F-value(Sig.)
Affective 3.97(1.49) 4.15(1.63) 0.64
Duncan A A (0.4253)
Continuance 3.94(1.50) 3.81(1.41) 0.45
Duncan A A (0.5028)
Normative 4.34(1.31) 4.33(1.41) 0.00
Duncan A A (0.9548)

Z) = p-value<0.10, **! p-value<0.05, **x*: p-value<0.01

olef el Bl 4BZ olgxie] AYrle] mE
SHAoIE BYO| RS BHF AW, 2E A 89,
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Table 3. Difference Analysis of Site Commitment

by Age

Freq./Mean/SD | Under 29(97) | Over 30(133) | F-value(Sig.)

Affective 4.40(1.55) 3.86(1.58) 6.71
Duncan A B (0.0102)*=

Continuance 4.19(1.24) 3.60(1.53) 973
Duncan A B (0.00217)%*x*

Normative 4.60(1.22) 4.14(1.45) 6.31
Duncan A B (0.0127)*x*
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Table 5. Difference Analysis of Site Commitment
by Shopping Scale

Z) = p-value<0.10, **: p-value<0.05, ***: p-value<0.01
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Table 4. Difference Analysis of Site Commitment
by Shopping Time

Small
Amount of Lo el
Freq./Mean/SD . Shopping F-value(Sig.)
Shopping | 10 (197)
Time(103)
Affective 3.40(1.50) 4.65(1.44) 41.05
Duncan B A (0.00017)*x*=
Continuance 3.51(1.29) 4.13(1.50) 10.69
Duncan B A (0.0012)*x*x*
Normative 3.99(1.19) 4.62(1.45) 12.58
Duncan B A (0.0005)***

Z) = p-value<0.10, **: p-value<0.05, ***: p-value<0.01
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Small Large
Freq./Mean/SD | Shopping Shopping F-value(Sig.)
Scale(101) Scale(129)
Affective 3.58(1.66) | 4.49(1.41) 20.21
Duncan B A (0.0007)#*x*
Continuance 3.51(1.30) 4.12(1.49) 10.71
Duncan B A (0.0012)**x*
Normative 3.98(1.32) 4.61(1.35) 12.38
Duncan B A (0.0005)**x*

Z) = p-value<0.10, **! p-value<0.05, **x*: p-value<0.01
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IV. Conclusion
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