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Abstract The purpose of this study was to analyze the relationship between the mobile commerce
services characteristics for beauty products and shopping orientations, as well as the effect of these
variables on customer satisfaction and loyalty. This study distributed questionnaires to university
students, and 247 copies collected were used using SPSS 23.0 for factor analysis, reliability coefficient
extraction, regression analysis, ANOVA, Duncan Test, and T-test. The results are as follows:.Beauty
mobile commerce services characteristics were extracted into three factors: convenience, informativity,
and reliability. Mobile commerce shopping orientation were classified into rational shopping
orientations and hedonic shopping orientations. The convenience factor of beauty mobile commerce
service characteristics was found to be correlated with the rational shopping orientation, while the
informativity and reliability factors showed a strong correlation with the hedonic shopping orientation.
.An analysis of the effect of mobile commerce service characteristics and shopping orientations on
customer satisfaction revealed that the convenience service characteristics and hedonic shopping
orientation had a significant influence. The analysis of the effect of mobile commerce service
characteristics and shopping orientations on customer loyalty indicated that both convenience and
hedonic shopping orientations had a substantial effect.
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(Table 1) Factors analysis of service characteristics

Factor Question Factor Loading
It can be purchased conveniently by comparing the price with the product. .821
It can be conveniently purchased using discount coupons and events. .819
A variety of products can be compared and searched. .768
It is easy to find the goods. 751
Factor 1 It is convenient to purchase products in real time. .730
Convenience It is available anytime, anywhere. 723
When comparing beauty products, you can use various sites quickly. 704
It can be conveniently purchased at a discounted price. 701
It provides me with customized and convenient services. 655
It is convenient to search various sites quickly 613

Eigen value:6.816 Cumulative:32.459 Cronbach's a: .951

| tend to enjoy looking up the types and functions of beauty products. .899
It is good to search for beauty product brands from time to time and learn new information. .872
Factor 2 It is fun to use and search for information on beauty products. 763
Informativity I'm happy to find the beauty products | want. 745
It is good to purchase limited or planned event beauty products. .650
to be able to search for information from time to time .503

Eigen value:4.753  Cumulative::55.091 Cronbach's a: .933
It is thoroughly managed to prevent leakage of customer information. .894
Factor 3 Personal information management is done safely. .883
Reliability It operates a system for safe shopping transactions. .864
The complementary system can be trusted. .766
It provides the benefit service that corresponds to me as a notification service. 547

Eigen value:4.460 Cumulative::76.332 Cronbach's a: .941
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{Table 2) Factors analysis of shopping orientations

Factor Question Factor Loading

| want to make a reasonable purchase . 913
Factor 1 Mobile shopping is convenient because it can be accessed anytime, anywhere and can be executed right away. .900
ST:};%?;’; It is convenient to quickly search for products that require mobile shopping.. .868
orientation While shopping on mobile, | feel joy when | buy products and prices that are optimal at a good opportunity. 796
| want to find a product with a good price compared to its characteristics in mobile shopping. 787
| tend to find products with high satisfaction through mobile shopping. 712

Eigen value:: 4.901 Cumulative:40.842  Cronbach's a: .947
Even if | have no intention of purchasing, | tend to visit often for mobile shopping. .856
| tend to enjoy spending time on mobile shopping. .848

Factor 2

Hedonic | feel like my stress is relieved while shopping on mobile. .826
oSr:;onRtZit?ogn | want to find new or limited products that others do not know through mobile shopping. .816
| tend to find special and effective products through mobile shopping. 733
| tend to see if there are good benefits or promotions through mobile shopping. .600

Eigen value: 4.378 Cumulative:77.329  Cronbach's a: .924

(Table 3> Correlation between service characteristics and shopping orientations

Convenience Informativity Reliability Ration_al sh_opping Hed‘”?ic shppp\'ng
orientation orientation
. 1
Convenience 247
- - 1
Informativity .758(*%) 047
_ o -~ 1
Reliability .703(**) 661(**) 247
Rational shopping orientation .790(**) 575(*%) .601(*%) 2217
Hedonic shopping orientation .634(*%) 734(*) 719(*%) .696(**) 2137
#p< 01
(Table 4> The effect on satisfaction
Dependent variable Independent ariable B B t Adj R2
Convenience 574 494 6.906%**
Informativity .039 .041 .598 103.508*** 6561
Satisfaction Reliability 299 278 4.473%*
Rational shopping orientation .354 .332 5.170%**
112.788*** 479
Hedonic shopping orientation .388 419 6.520***
***p¢.001
(Table 5) The effect on customer loyalty
Dependent variable Independent variable B B t Adj R2
Convenience 433 .350 5.045%**
Informativity .254 .250 3.806%** 115.363*** .682
Loyalty Reliability 287 251 4.173%%
Rational shopping orientation .204 180 2.880%*
- - - - 126.807*** .506
Hedonic shopping orientation .b68 .577 9.235***

**¥p<.001, **p<.01
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(Table 6) Differences in service characteristics

- Mobile service characteristics N Convenience Informativity Rliability
General characteristics
Mail 7 3.951 3.132 3.499
Gender
Femail 176 4.097 3.702 3.532
T-value -1.135 —3.712%* -.237
20-24 164 4.198 3.701 3.772
Age
25-29 83 3.772 3.215 3.029
T-value 3.522%** 3.285%** 5.915%**
Less than ¥100,000 70 3.549¢ 3.155 b 3211 b
##100,000-#200,000 72 4.288ab 3.873 a 3.744 a
Average monthly allowance
¥200,000-¥300,000 61 4.0561b 3.159 b 3321 b
More than 300,000 44 4.487a 4125 a 3932 a
F-value 13712 12.848%+ 7,313
Less than 30 minutes 102 3.719% 2938 b 3.110 ¢
1-2 hours 64 4.144b 3.813 a 3.478 b
Average shopping hours per day
2-3 hours 45 4.522a 4.148 a 4.116 a
More than 3 hours 36 4.267b 3.986 a 4.028 a
F-value 10.339%** 21.810%** 17.138%**
**¥p<.001
(Table 7> Differences in shopping orientations
Shopping orientations . . . ) . .
- N Rational orientation Hedonic orientation
General characteristics
Mail 71 4.092 3.1854
Gender
Femail 176 4.150 3.6117
T-value -411 -2.659**
20-24 164 4174 3.6951
Age
25-29 83 4.052 3.0823
T-value .899 4.063***
Less than ¥100,000 70 3.783 b 3181 b
¥#100,000-##200,000 72 4.428 a 3.810 a
Average monthly allowance
¥##200,000-#300,000 61 3.99 b 3145 b
More than 300,000 44 4.398 a 3.932 a
F-value 6.762%** 8.137%**
Less than 30 minutes 102 3.765 b 2.786 ¢
1-2 hours 64 4.240 a 3.609 b
Aerage shopping hours per day
2-3 hours 45 4426 a 4341 a
More than 3 hours 36 4582 a 4.204 a
F-value 9.796*** 36.787***

< 001, **p<.01
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(Table 8) Differences in customer satisfaction and loyalty

Shopping orientation . .
General characteristics N Satisfaction Loyalty
Mail 71 3.985 3.817
Gender
Femail 176 4.193 4.085
T-value -1.383 -1.685*
20-24 164 4.262 4.19
Age
25-29 83 3.879 3.639
T-value 2.694** 3.728 ***
Less than 100,000 70 3.829%b 3.714b
¥#100,000 —#200,000 72 4.319 4.264a
Average monthly allowance
¥#200,000 - 300,000 61 4.082ab 3.63%
More than 300,000 44 4.386a 4.568a
F-value 3.611% 9.332 ***
Less than 30 minutes 102 3.696¢ 3.539%
1-2 hours 64 4.344b 4.063b
Average shopping hours per day
2-3 hours 45 4.733a 4.867a
More than 3 hours 36 4.250b 4.167b
F-value 13.086*** 17.574%**
**¥<.001, **p<.01
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