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[Abstract]

In this study, the authors analyzed the effect of demographic and mobile usage characteristics on
mobile shopping addiction. In particular, this study focused on identifying the differences in shopping
addiction between countries that were rarely covered in previous studies. As a result of the analysis,
gender and age were identified as significant independent variables in demographic characteristics, and it
was analyzed that there was a statistically significant moderating effect between these variables and
nationality. In the mobile usage, the initial time of use was found to be a significant independent
variable, and it was analyzed that there was also a moderating effect between the variable and
nationality. The results of this study can be used as a clue to establishing marketing strategies for
providing customized products and services from a corporate perspective, and can provide useful

guidelines for resolving shopping addiction from a public policy perspective.
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21417] Z¥HRE AUIEEM; IS PC 59 2ty
717171 'de] EaEA 718 fAg Eiu‘ 419 AR}
e Ess0] ButY 7|Hte g 451 FojE L 9l
o} olo we} wupy 71“Q *J7H1° Duty 4
(mobile shopping)o] |43| S7Isk= FAoloi{1-3].
A7 20209 = K}ﬂOﬂ 5tH, 2Hid 4 AN
o] 8.491do= AA| 22fQl FAZY] 64.5%F RAA|Y
Aez 2ot =l olgs & 4 ok 229 Iz
U g} o| 2 Qlgh v|tiH Afu|Ao] Fibo] dijsl] 24
5t Forbes E 1A[4]0] 2]51H, T2} AJEj= H|HEA]
QIEIHolA % HoARE  ETi(more
interfaces and interactions) 2} ‘2z}Ql
(more online shopping) & o0]oj&l Zlog B3k 9]
t} & gjieo] 4go] Lajelo 2 o]=sto] wet 7]04
S H|OE AB[AE 7Jefsty Al=st 9o, 7]
2R JekE Holl =7 E Ul AlARlo] AHAo s
e Ze=s o skl Qlot.

Duty 492 AHRREY WAAM = AN 57t
Mool Ylojut FEAMN I AEAHAS FOiE 4
A= 7o) Qlou(s], of2fgt 4] mjEo] XJUAl 73
Sofl= 7119 A7 ete) at opyet, ARl 45
A &g ook sh= Ao A 4 AH6]. Dspress?]
B0 oJstH 20047 7]&02 o]= 4dQ19] 5.8%7,
T2 20079 =4 oftjAio] 15.5%7F 445 =02 &
AR BE QITH 7). 2] dldolE 2 QFA]s 7I8te] ghE
3 g1 Z AQto] YtStE A ol2igh A FE A=
Hoh 371 JoR o 5g & ok

ol2igh A& FAlo Tt ?JEW‘ ‘3—! Duty
=of tiet thfet A+LE0] 5_30
7H1of AR AdHl E= /g
[9-12]o]4, ag5= [aclof] Het A-{13], 7l
AED = S

contactless
4 =y

O,

P

[ >
o>
of
e
P>
ofl
i
J
=2
=
)
rlr

|

ol 1o
ot
Pl
re
E
ju)

B~

2 ofl
01% F
J
£ om
(e)
>

2o
o Lo
o e rg
N
[1AS)
o3
=
>
rr
=]
)
Fu
e
m
Jru
o
d
N
>,
P
=,

rr >

B~
oE'
opf mu
1
o
e S
B~
ok,
wo wl e P

2 1787FR](customer profitability) ZTHE &
o2 AskIAL she TSR e} Sik
o] agElo] 1/ =HE0] DX FL{15]o]H, A
P 4329(16]. 23 Bl 432U 28

&

é
ujn

o% wn ofl z@ rE

2

O
=
[‘E
(e

E
=2
_>L

fr

S5 ¥ o $a) Aaoje A% AEe
olg ch3a} e chesst ol Jlelgtch AR, F
Y 2t &3 ARRA}O] A|&A Z7} EAo|ch F3
AEIY o] 8AF - 79.1%¢1 7.8291 Wo] akel 4
°l lon], mutel 47 o] 8A R 7.819]

o8 o
b
5
ne 50

QIEY A}RA}O] 79.2%7} AF&BIAL Tt
[18]. ole EH}% 20| ARPIAY A= TRt
AU WS Jloltt. =M, HiE= +
Oﬂlﬂ &9 7<1+ A6 FAloltt. e-yU=tA] 2 REtA AL

E(2022) 7t=oll o5t $=2 +EH1E A= 7P
¥ ofUH25% %), +EHle AR A S
Hol1 9tk AolcH19]. A, XAt EXJo g2
5t 7o) AL

LIS

I m[o

sgg2ol F0En ek Holct
Oh53 A ehaet %AE ol

SR} ofUjz}, AR 229 RS A&HoR 1
slof st AoleH20-21]

rE ey e o ul ﬁ
=Cl)l=

—

2 A70AE APEAN S4 2 26l o] g}
4BFE0] offl YIS URLAE UFEA st o
ok 53] oS 3YRAL FHOR FI 37 19 &
YEE 272 vlws) Bb o £8L £04} A A7
A} AAE AREES 7199 0P oA 12}
X BAE U3 FYA FU02 8D A5 Q. FF
1% SN ABFEL Y] U7 ok DA
o Bz 289 4 UL Aoz sl

II. Literature Review

1. The Concept of Mobile Shopping Addiction
E}Oké} GHtd AFAZ(mobile commerce)?] THREA Q1
5t 9 % st 2utY A7 (mobile shopping)olth
[22-23]. RHIY &L "AH|AIZ0] ATIEE 59 A
7] (wireless device)E 0] 835t &1 =S A|YUdh=
vyl Au|A' 2 HolE]E otu(24], ‘RutY T
ol AlE 2 AYAE Aiishks Y SR A8

(monetary transaction) 2 &o]g 4 QIt}{25-26].

rir

mlm



A Study on the Influence of Demographic and Usage Characteristics on
Mobile Shopping Addiction: Focusing on the Moderating Effect of Nationality 207

FHE epldol aulAte] SiE-S olsfistal aMat = RS BT & Qe A= 4] G, W3 54
o F71A BA 7A R WEF MBIAS BASY] st o] & FART 5 37K A ARSI ol RAF
g & sttE £X15U(organizational commitment) 517 O'Guinn and Faber[36]2 &1 =2 7iulAo]
of FEEIL H27-28]. Ao xAZU2 A PoisiYlR Agolsti Qlon], shwgh 4u]iE 9
o] &3 ZALS A AA ofAF A, RA L gt BaaZ & gltku &AH
o] Al 241 FLAlsto] Ao AASkALAL 5F Scherhorn[38]2 4TEES AH|AIS0] ZOJALSA]
v JH 2 A 2AZY2 I ABAEY A& 2 ojma)r|= x=0] & mjEloa afotstn 9t} A
A, PaAeYez PYE29] 7ide] 54 A% Moz 4w zExSo Holur} &u AlRFEC] WIS
S8, 2878, 92 4 o). A SEETY. woy sk Agko] 9lon, o]ajst AP |EA 7] BA
M 5) ol mek 29 S 2Rl SEE B o aagsty] s 2= 2opsiele woltty =Abs}
At 2AEYS =R JiQl A £A9] AYAHY, A A} o]"Q[39]0] ATME AWEELS sjol At
SFUE, A3}, o]AE 5 oY FH0 92 R+ A A A5t tlopst BAR 7SS 7ax]7]e Eulst
o= A QUTH30] 1 50 Z=7FX SH OJAl5} 11 9]

B APolME 2529 Age Buld B0 A K}; o g;i;}f 7{;]];' };@i’ 2 mas
xtgo) gelel 4320] BYshs HEE Slolsts ‘2 ot 7r0 o

& Al
715 SPAISE o) OJELL AR ojafet e 7o) S

s e AL 5o WoR moldt 4 9
O 2, Q% oA chost Agela o o)
2] WA £BESo] o) EikE Hol: ozt

% = = 5 T Tdo= o 7}0}_]—1 ]EH40_41]
of 517} 2AE]R] 2ot ’b}EHOﬂ/d, e 28 47 oJofl ] AHHE rlokst 4SS ot 2 mj, pulal
oL} ZAIE oiZ2e 540z, ¥iEAojv: Ffurdoz &1 ZEAEEL ‘gulel Aba) HA0A] 7]9le] Ala)A

- . o v O L5 a

Lo TOIEAE mAT 3 GBI R8IE A% g0 o mpmat 701N, Ry JuKo e
o 5=d }\}} =9 }5&? E}Eff AH|Z ?_]5} 7iQ19] AE=S st 2AA  7AsHaddictive buying
Q] ]-1\]19,]- u‘g O u O A7} =0 _
:'_ o l:oﬂ 3 7;] EE'. E—D:L R K}O;}l_?cljj == tendency)i 7346‘]‘ A 01[‘,} Eo]‘ /\J.\JFEOH J~]‘o]‘
=g 5ol RN 5= Holl OAIE 4 Y= M S 150) s o wm) Barbin(42)e] 2419 @Ea ol
= oI5l RSt k2 AlES Aoz ufist AESIH= HQ mokst A 9t} & 4H ]x}g 1 :rLuﬂsﬂ
2l 92 55l ARstE Kol BaE A

Lejoyeux & Weinstein[35]9] oo i}2H sH ==
o UL JURERIE A 4 glof 5ol o2
g 02 njefsta gtk ofRfa £FFES AR 7
N4

o 2. The Characteristics of Mobile Internet Use
2 2 7Hele) U eeloe wlsio] ujalel s

el in Mobile Shopping Addiction

AR e Fcte A os I3 o a5 s 7|E 9imse AlHuo thokst upel olEYl o] 8E
A= AR)A ob7Ee w717 9s) SUst ?Uﬂsﬂﬁé‘ﬂ Mo /\uJTEJ_} o] Qlrk= A HolzT 9}
SopAl ==t ol2jeh ol mE2 ARl AU 28 xojof43]9] olofAl QIE[Ul 4T TASS 47 Al
stEME WE 4 Qlon], 2 WEGY At RS2 37 (AR, 2=, 25903, £5)02 18517, o]E A
StA S50 oj2A Hi= Zojth36]. 59| S61> ot 7hoj| xfo]"o] Exsl=rl2 AlZBAsIct 1 Ax
gl 22to] ags= 4Tl vRl= = A52A6H Oyl aWEE Ahd 2 nulal oYl o] 2EX (4T
Tt SHAIRE Afe]A PAA BAShH= el 2Qh2 & T AeUe, AYE GIAZH AYA0ES ATR|E
P50 Folet IF= vARlE e Aoz UERTH T 5)olA v46J AtolE E?l‘l}% e Aot

Valence et al.[37]2 &£855Z 7119 YA QQlo FApSEN g}goﬂﬁ AR Z 0]

71913t EHEA St TIFEOL ST L. of
AP ZA2lo] R PURBES AL B
£742 BUsH: 2102 mjetsta glouf. Afele] o



208 Journal of The Korea Society of Computer and Information

B o, B adE WFARE 59 ol &3EilA  =7F (Y] aWFE Ao]E vlusl B Zio] & A1
O Afo7k Qe o= YERT APEA Holn, o] 5 mefelr] ffsl| Fig. 12t Zo] A
Rl S8l F IANTHIL S tis)E of AR oN A3, )2 2AWSE AR

Ao AR QQ(EAFo, AlolEEY, AokeAl)
% QIELN o] & QRl(o] &5, JEEA, =)o] AIEHl e |
LFFE QT ol Yol RIS BASIIH. 2o |
A ALE BE, AFR 4ol FL4E, JHY 1 " aiion
< B3 47 HEE Mok ARt 224E, T9u | [ Mobit Internet Usage - Rescive Ampact
Ve £ F2flowS Fol FRLAE VL & | T
35 50] W 7h54o] ot e golslalrt. |- ot
SEA M= ot 47 o]&Ae] MM ENt & T (orealChine)
Pa= {te] Hd/gdo] o] &t PHSEH(APsl, 4 Fig. 1. Research Model
ARl wet detklerts motsiglnt. 1 An 2 el Salsael SHAl A £
HtY 47 o] 8ANS] AR Eu £ E= (o] ¢l ﬂ;ﬂ“f o ;] ‘i‘—;:a;}‘ﬂ;;; ;g i 70
o] o] &x}9] OIEN | wa} charfs ML solstair}, ];_:L—rt = Yrs —1; 13 71E ;:rLe[; Jofl 71
ol2jst A7 ZISS B ), gujel AWEEL rjok Ststo] Add, A, A 5 I HaEE AAsI
& 90 ol S4ST Auye e oz gy e UFH OI8EE AuvR S 2t ffﬁf
3t

3. The Characteristics of Demographic
Variables in Mobile Shopping Addiction
otg2] 7|Eo] AAEE gt AsAAN 54
AA] 2ot 4B F=a AWS 2L ke As AlAL

6} ME} 0]-558][45]9] AoM = IEHl o] & E4dx}

W FE7r0] BAYS morsldnt. A7 At

Q

@ 2

AZE QIEIY o] Btk Hae mesigict
u123] S{ele |ASY ol Boto] £BFE Y
o DAl e AFTABIEOL Gl AuE o
A 2SI SHAISE o] we AR aTH: gojulsh
U], o] 29 ERl A o] aHFEA §
ot ATE Bk AL welslgrt. ojzidt AR o
FAREL £330 YL AL o WS F
oA ATEAR Sxo] EAROR Golulgh AAY 4

III. Research Design
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IV. Empirical Analysis

1. Validity and Reliability Analysis
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Table 1. Validity and Reliability Test - Shopping Addiction

Variables Factor1 | Factor2 | Factor3 | Cronbach-a
Consumption3 0.86* 0.21 0.15
Consumption1 0.85* 0.24 0.16 0918
Consumption4 0.84* 0.29 0.20 '
Consumption2 0.82* 0.19 0.26
Responseé 0.20 0.90= 0.17
Response? 0.22 0.90* 0.17 0918
Response8 0.18 0.85% 0.17 ’
Responseb 0.36 0.75% 0.14
Post-purchase10 0.11 0.20 0.83=
Post-purchase11 0.16 0.15 0.83= 0.878
Post-purchase12 0.22 0.10 0.83= '
Post-purchase9 0.20 0.14 0.82x

2. Hypothesis 1: Differences in Mobile Shopping
Addiction by Country
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Table 2. Descriptive Statistics - Shopping Addiction by
Nationality

Nationality Mean(SD) N
KOR 2.86(1.10) 197
CHN 3.21(1.09) 307
Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction
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Table 3. Analysis of differences by Nationality

Source Typell SS | DF MS F-value(Sig.)
Adj. Model 14.501° 1 14501 | 11.944(.001)
Intercept 4442.482 1| 4442.482 | 3659.021(.000)
Nationality 14.501 1 14.501 11.944(.001)
Error 609.487 502 1.214
Sum 5405.729 504
Adj. Sum 623.988 503

Dependent Var.=Shopping Addiction, a.R?>=.023(Adj. R?=.021)
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3. Hypothesis 2: Differences in Mobile Shopping
Addiction by Country according to
Demographic Characteristics
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Table 4. Descriptive Statistics - Shopping Addiction
by Sex & Nationality

Sex Nationality Mean(SD) N

Male KOR 2.62(1.10) 62

CHN 3.22(1.16) 98

Sum 2.99(1.18) 160

Female KOR 2.98(1.09) 135

CHN 3.21(1.17) 209

Sum 3.12(1.08) 344

Sum KOR 2.87(1.11) 197

CHN 3.22(1.10) 307

Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction
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Table 5. ANOVA - Sex & Nationality

Source Typell SS| DF MS F-value(Sig.)
Adj. Model 20.294° 3 6.765 5.603(.001)
Intercept 3760.472 1| 3760.472| 3114.549(.000)
Sex 3.324 1 3.324 2.753(.098)
Nationality 18.141 1 18.141| 15.025(.000)
Sex*Nationality 3.750 1 3.750 3.106(.079)
Error 603.694| 500 1.207
Sum 5405.729 | 504
Adj. Sum 623.988| 503

Dependent Var.=Shopping Addiction, a.R?>=.033(Adj. R?=.027)
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Table 6. Descriptive Statistics - Shopping Addiction by
Age & Nationality

Age Nationality Mean(SD) N
10s KOR 3.93(1.93) 6
CHN 2.65(1.00) 10
Sum 3.13(1.23) 16
20s KOR 3.08(1.01) 81
CHN 3.33(1.00) 122
Sum 3.23(1.01) 203
30s KOR 2.69(1.17) 48
CHN 3.29(1.14) 70
Sum 3.04(1.18) 118
40s KOR 2.69(1.14) 54
CHN 3.12(1.20) 87
Sum 2.96(1.19) 141
50s KOR 2.16(0.35) 8
CHN 2.94(1.09) 18
Sum 2.70(0.99) 26
Sum KOR 2.87(1.11) 197
CHN 3.22(1.10) 307
Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction
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Age 14.354 4 3.588 3.033(.017) . Lo . .
Nationality 1.116 1 1.116 943(.332) 4, HypotheSIS 3: Differences in Mobile
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Sum 5405.729 | 504 to Mobile Internet Usage
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20s 203 3.23 15 years ago KOR 2.81(1.14) 43
Sig. 099 306 CHN 3.30(1.23) 41
Sum 3.05(1.20) 84
714 2-32 Aoy ADZE —’T\— o 0o 10 years ago KOR 2.59(0.92) 46
}E _—| Uil = 0= T® } ]9—} ;|L 4 CHN 3.16(1.13) 110
Aaiats A45st= Zojoh AE, =48 7es AT Sum 2.99(1.10) 156
Table 99} ZF 7 years ago KOR 2.91(1.19) 47
o 2. CHN 3.51(0.98) 69
Sum 3.26(1.11) 116
Table 9. Descriptive Statistics - Shopping Addiction by 5 years ago KOR 3.13(1.20) 42
Job & Nationality CHN 3.15(1.03) 59
Sum 3.14(1.10) 101
Job Nationality Mean(SD) N 3 years ago KOR 3.25(0.79) 15
middle & KOR 4.21(1.34) 4 CHN 2.74(1.03) 22
high school CHN 2.71(0.89) 4 Sum 2.95(0.96) 37
students Sum 3.46(1.32) 8 1 year ago KOR 2.02(1.00) 4
Universit KOR 3.06(1.00) 64 CHN 2.74(1.19) 1
Stujesnty CHN 3.37(1.02) 56 Sum 2.45(1.12) 10
Sum 3.21(1.02) 120 Sum KOR 2.87(1.11) 197
KOR 2.89(1.52) 6 CHN 3.22(1.10) 307
public official CHN 3.26(1.09) 22 Sum 3.08(1.11) 504
Sum 3.18(1.17) 28 Dependent Var.=Shopping Addiction
KOR 2.77(1.20) 58
office worker CHN 3.17(1.13) 121 _ _ .
Sum 3.04(1.16) 179 A @AREAHY] sU/dol gt Levene ZA7A1=
romniores | KOR [ 2zanie 2 ofe] MeolA F4u40] QxfAt] FUslrt 97}
self-employe . . -
Sum 3.35(1.19) 3 A& A|R|stal QTHF=1.495, p-value=0.130). Table
KOR 2.69(1.08) 21 112 BAEA Apjo|ch, Q0]A% 10%0A 4TE o]
housewife CHN 2.81(1.20) 13 -
Sum 2.74(1.11) 32 Al710] T2} 43855 S50 Afo]E Holil 9o, o
KOR | 267093 | 32 of TEE AME BAe 5] OEBAMe susin
others CHN 3.08(1.07) 60 _ —
Sum 2.94(1.04) 92 (Table 12 #x). Duncan A4 ZAy}, Bl 42d=ZS
Sum KOR 2.87(1.11) 197 o] &3t A|7]7F 19 oJyjQl Ado] THct o3 7]|7Hzor
CHN 3.22(1.10) 307 — = = _
HiQl ATES 0] Q5} A H ATZRE AXQo] LF
Sum 308(111) 504 E }E'. o= 2 ]o?_]_- Hl:\:]_-oﬂ ]OH 06— T« ] =
Dependent Var.=Shopping Addiction 28 o451 QTHELE 10%). & AL S AFE AR
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% 19 A ol 717 1 o AHBALS Tho] 28F
= 2%o] EAK0R SOt Ao|2 Mol gict. o]t
Dol AHE AFR7IZI0] 1Y olel Aol 4WE
= 2%0] WAL o] ZRHS AL A4H0R DUt
£9e she Aol £7]0] vls) £BES 250] o}
Ae 202 AT 2 Ak Uobt §o5E 5%
o|gAPIeH A 71o] BRG] EAJEICE EEEANS
£o} JEAE L FAROE Tt At RE o] §A]
oA FIAY £WFS LF0] BAIT, oA} 3d
A9 A90la §3AUY FELF0| BoH 5L 2l
g 4 9ot

Table 11. ANOVA - Initial Time of Use & Nationality

Source Typell SS| DF MS F-value(Sig.)
Adj. Model 39.210° 11 3.565 2.999(.001)
Intercept 1822.723 111822.723 | 1533.539(.000)
Age 11.881 5 2.376 1.999(.077)
Nationality 5.165 1 5.165 4.346(.038)
Age*Nationality 13.250 5 2.650 2.230(.050)
Error 584.778| 492 1.189
Sum 5405.729 | 504
Adj. Sum 623.988| 503

Dependent Var.=Shopping Addiction, a.R*=.063(Adj. R*=.042)

Table 12. Multiple Comparison - Initial Time of Use

N Mean
KOR CHN
Duncan 1 year ago 10 2.45
3 years ago 37 2.95 2.95
10 years ago 156 2.99
15 years ago 84 3.05
5 years ago 101 3.14
7 years ago 116 3.26
Sig. .051 279
7 3-2% ol @itAd] 2 AWEE ol 2A]

xdans mr‘l.*ﬁ}% Zlo|t}. Table 132 ojof gt 7]

%%%#01 01%”i7}
p-value=0.522), o] 87340} =4 7to] JoAtE gite
EA5HA] A=
p-value=0.107).
7HAd 3-32 o] &Agilof] e
o] 2AFIWE metol=
71&- g Aol

o

2BFE Rolot 37
Z10]c}. Table 14 olo] o

Table 13. Descriptive Statistics - Shopping Addiction
by Place of Use & Nationality

Place of Use Nationality Mean(SD) N
home KOR 2.95(1.08) 106
CHN 3.09(1.06) 171
Sum 3.03(1.07) 277

office KOR 2.72(1.28) 27
CHN 3.39(1.16) 58

Sum 3.18(1.23) 85

school KOR 2.72(0.81) 8
CHN 3.31(1.06) 26

Sum 3.17(1.02) 34

public places KOR 3.00(1.34) 6
CHN 3.21(1.02) 19

Sum 3.16(1.08) 25

on the move KOR 2.81(1.14) 47
CHN 3.77(1.19) 24

Sum 3.13(1.24) 71

others KOR 2.58(0.22) 3
CHN 2.79(0.99) 9

Sum 2.74(0.86) 12
Sum KOR 2.87(1.11) 197
CHN 3.22(1.10) 307
Sum 3.08(1.11) 504

Dependent Var.=Shopping Addiction

Table 14. Descriptive Statistics - Shopping Addiction
by Hours of Use & Nationality

Hours of Use Nationality Mean(SD) N
~ KOR 2.35(1.38) 7
AMéA’l\fféore CHN 3.21(0.95) 24
Sum 3.01(1.10) 31

N KOR 2.98(1.18) 20
Ang\;’;f"re CHN 3.36(1.20) 57
Sum 3.27(1.20) 77

B KOR 2.59(1.00) 38
PMZP&'?O” CHN 3.16(1.10) 34
Sum 2.86(1.08) 72

_ KOR 2.92(1.29) 64
PM;Jfg"re CHN 3.15(1.13) 162
Sum 3.08(1.18) 226

B KOR 3.00(0.91) 66
PM"All\fl’;fOre CHN 3.37(0.81) 30
Sum 3.12(0.89) 96

AM2~before KOR 2.75(0.12) 2
R CHN - 0
Sum 2.75(0.12) 2

Sum KOR 287(1.11) 197
CHN 3.22(1.10) 307

Sum 3.08(1.11) 504

71 3-30|4 24te] A A4 Aat QAR #4to]
YA Ydte dR7MEE AIR|shL
p-value=0.005). Yo7t 7Hd 3-3of tigt 4k 4
1, S3EQ o] GARIVE RelsHA] 2 o= UE}
O 0{(F=1.038, p-value=0.395), 0]&A
9] FaAgaat AA| FolsHA] g2 Zo= motEQlot
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(F=0.610, p-value=0.656).
Table 155 QoA 243t RS 7}7R0] A2 8
orgt molct.

Table 15. Summary - Result of Hypothesis Test

.| Independent | Moderating _
Hypothesis Var. p-value Effect p-value
H1 Nationality | 0.007**x* - -
H2-1 Sex 0.098+ | Sex*Nationality | 0.079*
H2-2 Age 0.017** | Age*Nationality | 0.024x*x
H2-3 Job 0.152 | Job*Nationality | 0.222
Initial Time Initial Time of
H3-1 of Use 0.077 Use*Nationality 0.050
Place of Place of
H3-2 Use 0.522 Use*Nationality 0.107
Hours of Hours of
H3-3 Use 0.395 Use*Nationality 0.656

* 0=0.10, ** 0=0.05, *** 0=0.10

V. Conclusions and Implications

1. A Major Conclusion
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