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[Abstract]

As the use of mobile devices such as PDAs and smart-phones increases, the Mobile Payment
System(MPS) is widely used as a new payment method. Accordingly, domestic and foreign MPS users
can conveniently purchase or use the products and services they want, free from the constraints of time
and space. In this situation, the study was to investigate how the perception of MPS value varies
depending on the characteristics of MPS users(demographic characteristics, MPS usage characteristics),
and to analyze whether the perception of MPS value ultimately has a significant effect on user
satisfaction. To accomplish these research purposes, the study conducted a statistical analysis using a
questionnaire for people with experience using MPS in Korea. The analysis results of the study could
be useful in secking ways to successfully spread of MPS at home and abroad and improve user

satisfaction in the future.

» Key words: Mobile payment system, Perceived value, Demographic characteristics,
Usage characteristics, User satisfaction
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I. Introduction

AULEEVL B E3 PC 59 2uld Tg7]| Bgo] S
E|HA 2] QAES melsto] 7149 7R e
o] w43] Wslstal Qlt}. £3], ADREES] tiFstz Qls
U A= BHbd ol A, o7 ws, A 5
O] TheRt ZotollA AHilo] Hsh= Ala AW A SLof
22 0l&2 Het BAIE AT 4 QU HJATHI-2]. o]
23t BHIAAF A A (Mobile Payment System, MPS)
> AR OllM |, e, AR 59 e
ctget 71l (value)g Als-stal Q7] diwoll &Zofl=
BlZ(FinTech) 7]8te] 7HAZAR|AE] A(e.g., 717EH0],
/dmlo], HolE &)= YAlskL e Folth3].
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II. Literature Review

1. Mobile Payment System

QIE|Ylnt 5 7]40] WA ue} 14 SHQIEY 7|
sksle] ARV £5 HolA olxle AR Ay
AYct X 7HEs T ™e2|st ghalo g muied S5
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2. Perceived value of mobile payment system
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III. Research Design

1. Research model and hypothesis

B AT MPS AHgAle] S4(UTEAA S, MPS
o] E4J)oll we} MPSQ] Zix[ofl Thgh QA &I} ofEA|
defrlrle motstaal sigick olet ), B Ape
MPS 7Fx|o] Tfst QIAlEs} AREA} BHEEo] S.ojnjat
2E0N dTe um% be BAstant stk & A

Demographic
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—Gender
MPS Value

—Functional

—Age

—Emotional User Satisfaction

—Social

MPS Usage
Characteristic
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—Frequency

—Place

Fig. 1. Research model
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ole} gebal Zo|ch,
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H2-2: MPS 71x]9] tjjst 9l
ol g7 wret Zat Zolct.
H3: MPS 7}x]o]] Tt Q1A == AMGA} PHE o] &)
S A Zolnt

[e]
oo=a

NEr AHgte] MPS

2. Research variables

Table 10]A = 7 A&, 2 Ao o]-&stal
+ MPS AREARS] QIGLEAR 54404, A=)zt MPS
ol& S4ES, )= Y5ty o]&silon, MPS
o] TRl 47HR] SHCISAIIR, ERTIR, ARt
A, R Holstglrt. EF, AR BEEE
MPSet 2 il Sl Tt Aant USEg
Y02 AFAH2 870 55 5 Sl AlNYSS
7doJsto] o]-g5ITH30-32].

Table 1. Research variables

Variables Items
Gender Man, Woman
Age Under Thirties, Over Thirties

Under 1 time per a month, Over 2 times
per a month

Place Home/Office/School, On the move

Always easy to use(vall)

More convenient than traditional payment tools(val2)
Functional | Available wherever users want(val3)
Offers a wide variety of services(val4)
Provides the latest advanced features(val5)
Provides joy and pleasure(valé)

Frequency
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IV. Statistical Analyses

1. Basic statistics

2 A HEAl SBAREY QA EAA E/dut Rt
o ARAAE o]& E4ol tist 712 EAZE o6t
Table 2, Table 31} Zron, AE2X] 2x} 2009 %0
A o}’do] RIX|sH= H]50] 69.5%(139F)C.2 =7 LIE}
oo, Sgrle] ¢3le 30t s} 53.5%(107%H)2
olojc}. ®5F MPS o]& EA &=
of 18] o]Ato] 59.0%(118%W)2 [}
Fae 0l5%5(63.5%, 1277)0] T H]
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Table 2. Demographic characteristics

Very attractive(val7) Variable Freaq.(%)
Emotional | Provides psychological stability(val8) Gend Man 61(30.5)
Induces positive likes(val9) enaer Woman 139(69.5)
MPS Makes me proud(val10) Under Thirties 107(53.5)
Makes me socially acceptable(vall1) Age P
Value - ) =ptabl Over Thirties 93(46.5)
Provides a socially positive image(val12) (Note) Total samples: 200
Social Used by many friends around me(val13) ples:
Makes a good impression on others(val14)
Provides an opportunity to get along with new Table 3. MPS Usage characteristics
people(val15)
Helps to reduce the cost of payment(val16) Variable Freq.(%)
Provides a lot of help economically(val17) -
Economical | Offers a variety of additional benefits(val18) Frequency lCJ)nder21 .tlme per a month 82(419'0)
Helps save time on payments(val19) ver tlmes. per a month 118(59.0)
Offers a high discount(val20) Place Home/Offlce/SchooI 73(36.5)
Fulfills need for payment services(sat1) On the move 127(63.5)

Very beneficial to me(sat2)

User Satisfaction | Very necessary for me(sat3)

Effectively supports my payment(sat4)
Brings overall satisfaction in its use(satb)

3. Research method and subject

B A= FUoA MPSE 18] o] o] &st 7
ol AFBAIS S tito 2 M2Alg ulmsigich 2 7
oA o]8skl Qe MEXL Suxlo] EX(HYEAML)
MPS ZHAlo] cigh QME(EE 7 AE), AH8AT 95
=E7E 74 AE) 52 wefelr] 282 2 9k,

(Note) Total samples: 200

£ A70] 2x| SYASE MPSS] ZHAlo] that 914
= FOIA MPSO] A =8(vall7) % $7HA & %
Fvallg) Y2 TF2 P25 uls) Yrjxos o 7}
Al Roldtil i 202 mlof|oict. ¢HE, MPSO| 2t
et o] &(vall) % 71E AL~ o] H2f/d(val2) =
Fso ula AriE o WA Hxl g A

2 Qi) ojQlof| =, AREA} PFHES] 7
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Ars Y 928 & 4 9)9itTable 4 &%), Table 5. Validity and reliability analysis
MPS Value User Satisfaction
Table 4. Perception of MPS value and user satisfaction Items | Factorl | Factor? | Factor3 | Factor4 | Items | Factor
vallé 82 26 11 1 sat2 88
MPS Value User Satisfaction val18 81 31 9 10 sat3 86
Items | Mean(SD) | Items | Mean(SD) | Items | Mean(SD) val19 79 22 7 15 sat1 83
vall | 4.69(1.90) | valll | 5.72(1.20) | satl | 5.85(1.19) vall7 78 21 15 0 sat4 83
val2 | 5.28(1.44) | val12 | 5.68(1.33) | sat2 | 5.73(1.27) val20 77 21 14 -2 sat5 80
val3 | 554(1.28) | val13 | 5.79(1.19) | sat3 | 5.75(1.15) valls 21 83 19 4
vald | 528(1.40) | vall4 | 5.69(1.32) | satd | 5.72(1.15) vall4 20 83 n 9
val5 | 559(1.30) | vall5 | 5.71(1.20) | sat5 | 5.86(1.16) val12 23 | 80 7 16
valé | 555(1.16) | vallé | 576(1.15) valTl 34 | 76 | 18 | 8
val7 | 534(120) | vall7 | 588(1.17) Va'|173 ‘1‘5 732 ;411 153
val8 | 5.25(1.19) | val18 | 5.83(1.10) vvaa|1[] > T N T
val9 | 5.45(1.20) | vall9 | 5.72(1.44) a0 1 00 i m
vall0 | 5.68(1.04) | val20 | 5.79(1.25) vald 3 5 = 3
valé 8 24 66 24
2. Validity and reliability test val3 12 | 12 | 19 | 8
_ val2 9 15 24 85
© Aol ARBSHL Qe 5782 Big/dS oot val4 10 [ 16 | 28 [ 74
817] 9IsHA ool gt 103k AN 0.558 71Eo. T s T e
2 Varimax9Hilo] oJst Q o182 M(factor analysis)S A Ve Bebned by | 500 | 5og | 349 | 305 |V Bl o oo
Each Factor ) ) ) ) Each Factor )
Aston], aelere Sal £EE AR RUAS NE  [RiGm - G| o
Ao mlorstr] olsf 3&ulst 2l Cronbach’'s o) B4 Estimates ) Estimates )
& mofe7l Hist J2ufst dui( ) 24 Cronbach's a | 0.896 | 0.905 | 0.879 | 0.835 | Cronbach's a | 0.895

2 Ak
£ 9479 59 9740 ot 294 dakTatle

5 A&), MPS 7Ix]9] 749 AdA &=7]0f Z1oisid A
1 Y5 71sR7HAl(vall~vald), SRR
(val6~vall0), AF]A7}R|(valll~valls), ZAAA 71X

(vallb~val20)2 B2L]9ion, ARAL UtE L oA AL
A7 2719 Y&ti2 17] Q9l(satl~sath)o.2 BEE|9]
k. olel 3, MPSC] 7] % ALSA} RIS A @
0159 AlZ|: EAAM= Zt7] 89.6%, 90.5%, 87.9%,
83.5%, 12]1 89.5%2 ﬂo}gmq olg)st BAATIS
Erj2, 2 Ao olgstn gl dpvsol el
AlE)do] desitts A & Jﬂ?‘ifﬂ%].

3. Research hypothesis test

3.1 Analysis of MPS value by demographic
characteristics

2 A70lAE MPS AARE Q) (et ofRhat o
TH(30cH bR, 30ch o] 4)oll wet MPSO] 7hx]of tigt Q1
AE7t derlerts mefstul t-ElAES ANsiolt
(Table 6, Table 7 &Zx).

MPS ALgALSC] ol mhe MPSe] ZHxlo] Tzt 914
L ApolE A 21}, MPSO] of2] 7Hx] FollA 7154
7ERIeE BAIAZIRI Hatgroll QoM sAR ez [of
@ ol Hob} gl o2 s, oleit
AR A of/d AYIOl M2 RARE f2F0M £
FaHe MPSO] ZHRI(ZHRZIA], Amw}xm Aol

SE0A FAshe MPSY] 7HA|(716 87 AL, 741 7HA])
7} Zb7] of2A] At Qlths A AlARH L Qlot
E3H MPS AREAREC] Ao mE MPSQ] Zix]o]
oigt QIA = RfolS FAISH A}, MPSY] of2] 71x] o
H BARZIA9] Hgtoll QlojMg EAR o= fofst
23014 zlo]7} Qe 02 metE| Q. ol2{gt A4
L}L MPS AREAMSCQ] Aol met FRIR7IX|S Ftst
+ Aot gEInt s AL AlARl FaL 9l
ol2|gt RAAIE Foll & I, 2 AFolA AZet A
T7Pd "H1: MPS 71xJof] gt QIAl == AREATO] Q1L
AR ol me} debd Zojtt = REA oz XA|E]
BIRAS  EEC

Table 6. Difference analysis of MPS value by gender

Freq./Mean/SD Man(61) Woman(139) | t-value(Sig.)
FunV 5.47(1.04) 5.19(1.14) 1.72(0.087)*
EmoV 5.46(0.97) 5.45(0.94) | 0.06(0.953)
SocV 5.66(0.83) 5.74(1.15) -0.50(0.616)
EcoV 5.62(0.90) 5.87(1.00) -1.77(0.079)*

(Note) "P<0.10, ""P<0.05, **P<0.01

Table 7. Difference analysis of MPS value by age

Freg./Mean/SD Unde(: 0T7h)|rt|es Over(;;)lrtles t-value(Sig.)
FunV 5.31(1.09) 5.23(1.15) | 0.48(0.634)
EmoV 5.46(0.99) 5.45(0.91) | 0.11(0.913)
SocV 5.69(1.14) 5.75(0.97) | -0.43(0.665)
EcoV 5.89(1 05) 5.48(0.87) | 1.79(0.074)*

(Note) "P<0.10, ""P<0.05, "*P<0.01
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3.2 Analysis of MPS value by usage characteristics
2 Aol s MPS AREAEC] o] 83514 (17]1€o] 12]
oll, 1710l 28] ol4)et o8 (H/ARA/BhL, o5
)0l wat MPS] 7Hx|o] that QAL e s} Detx|este
oI5t A} t-H|AES AA|SIYTHTable 8, Table 9 RH&).

MPS olg 574 & slao] meh MPSe] 7Halo] chet
A& RfolS At A, MPSO] B=
AR o= RoJet £E0lA Aot e
of. o2feh FAZI= MPS o517 ¥l A5 A
T MPS ARgARSO] AAske ZHAlo] folulgt 4&0
FF= UIAIAl ZIHL Qloke A

o MPS AHgxiSe] o
T R i P

2 Al Fa

ot

oj2ier 2M2AvE &3l &

o] & 5/dofl et gete Al

0]o o ot
Aa a

2 2 919l

ot & &

7HRl0] csh 5
o= motslgl

AALSY Z1 O‘Ur

E3H MPS 0]8 Aao] w2 MPS 7Hx|o] tjjst @

T x}o]= BAst Aut MPSQ] o8] 714] Foﬂﬂi -
7ﬂ 717X Btoll lofARh AR o=

22004 &to]7t Ql= Zlo 2 miotg]Qict o]2{gh %

& 5o Algkls odet MPS

o
2IAISHL Qlehe A

_I_>|:

o, & ALoflA At A
714 "H2: MPS 7HRlo gt QA== AREALS] MPS
202 AxlE

Table 8. Difference analysis of MPS value by frequency

ru9 r_
ol
ol

Under 1 time per

Over 2 times per

Freq./Mean/SD a month(82) | a month(118) t-value(Sig.)
FunV 5.35(1.09) 5.22(1.14) |-0.84(0.403)
EmoV 5.40(0.96) 5.49(0.93) [0.62(0.534)
SocV 5.80(1.01) 5.66(1.10) [-0.92(0.359)
EcoV 5.84(0.97) 5.76(0.98) |-0.54(0.589)

(Note) "P<0.10, ""P<0.05, ""P<0.01

Table 9. Difference analysis of MPS value by place

Freqg./Mean/SD F}giiiﬁggf O t(t;eyr)nove t-value(Sig.)
FunV 5.13(1.13) 5.56(1.10) 1.70(0.089)*
EmoV 5.41(1.01) 5.48(0.91) -0.52(0.602)
SocV 5.72(1.02) 5.71(1.09) 0.07(0.940)
EcoV 5.76(0.97) 5.81(0.98) -0.36(0.715)

(Note) "P<0.10, *"P<0.05, *"P<0.01

3.3 Analysis of effect of MPS value on user

satisfaction

2 Ao A= MPS] 7Hx]of] Tt Q1A =rt 3o
Frofulgh EollA

AHgA} B

oJSES.

oo=2

ORI} 1}

o5t u A ths )2 (multiple regression analysis)&

Ealrs

Table 1004 ¥ v} o], & 1710] 3L
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Table 10. Effect of MPS Value on Customer Satisfaction

Unstandardized | Standardized
Research . . t-value
Variable Coefficients | Coefficients (Sig.)
B SE B
(Constant) | 2.173 | 0.472 4.60(<.0007)**x*
FunV 0.142 | 0.062 0.159 2.28(0.0235) =
EmoV 0.214 | 0.076 0.203 2.80(0.0057)#xx
SocV 0.277 | 0.074 0.296 3.74(0.0002)**x*
EcoV 0.109 | 0.079 0.109 1.24(0.0877)*
F-value(Sig.) 17.16%xx
R? 0.2604
(Note) "P<0.10, "P<0.05, ™"P<0.01

V. Conclusions
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