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A Study on the Impact of the App-Book Purchasing Behavior
of Smart phone Users in Korea
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ABSTRACT

In order to research the factors influencing on the intentions for smart phone users to
purchase “App-Book” in Korea, the study examines the levels of influences using on an
additional variable, “cost”, as well as the four key variables(performance expectancy, effort
expectancy, social influence, and facilitating conditions) proposed by Unified Theory of
Acceptance and Use of Technology(UTAUT; Venkatesh et al., 2003) validation. The result
of the research confirms that the hypotheses of UTAUT model variable are generally
supported by the information technology and many related previous researches. There is
one exception, however, that facilitating conditions do not influence on the App-Book
purchasing behavior by smart phone. It is revealed that the “age” and “experience” of the
independent variables, as the proposed control variables, are most visible effect of control
on the purchase intention and purchase behavior.

This study has an academic significance of presenting a new integrated model to perform
the research of the similar next App-Book services and purchase behavior related to the
acceptance of new media. It also clarifies to the related companies that the usefulness of
App-Book, the easiness of use, the cost and the social influence of purchasing App-Book
by Outsider’s intent. These aspects have practical implications as being presented.
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(Table 1) Domestic Electronic Publishing Market Forecast

(Unit : Billion Won)
Average
Type of Book 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 annual
growth rate
E-Book 825 | 1,236 | 1278 | 1,323 | 1975 | 2,891 | 3250 | 5838 32.3%
Electronic Dictionary 1,220 | 2,100 | 2,400 | 2542 | 2597 | 2613 | 2518 | 2,581 11.3%
Mobile Book 208 265 279 247 533 929 | 1,315 | 2,024 38.4%
Professional Academic 127 192 214 248 251 264 270 282 12.1%
Audio Book 72 115 118 104 122 139 142 165 12.6%
Etc. 91 | 1,203 | 1,262 | 1,322 | 1,430 | 1,492 | 1528 | 1,678 8.6%
Total 3,393 | 5110 | 5551 | 5786 | 6908 | 8328 | 9,023 | 12,568 20.6%

Source :
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(Figure 1) Model of Research
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(Table 2) Operational Definition and Measurement of Research

Variables Operational definition Measurement items Source
The use of App-Book PE1 | App—Book useful degree of use.
Performance | through other rqedla PE2 The degree of promotion of Venkatesh et
Expectancy | better than rgadlng the reading convenience. al.[59]
(PE) degree of belief that - Yoo et al.[64]
give benefits provided. PE3 | The degree of speed reading.
Effort }Js’ir'fblApp—Fookbigsily EE1 | App—Book about ease of use. Venkatesh et
Expectancy | 2Varab'e, many believe | pro | The degree of skill easy. al.[59]
(EE) that without much - Y Al[64]
effort. EE3 | Usage about ease of understanding. | Y00 €t al
App-Book users about 1 Degree qf inﬂuepce of the
Social using social prestige, surrounding environment. Venkatesh et
Influence reputation, the degree of SP The advice of the people around al.[59]
(SI) influence of the people you So. Yoo et al.[64]
around. SI3 | Perception of social reputation.
App-Book for what you FCl The degree of ownership of the
e use to support the resources required. Park and Ahn[49]
Facilitating L d Venkatesh et
Conditions | ©r&amization an e |Possession of knowledge on usage enkatesh €
(FC) compps1t1(?n of the to use it much. al.[59]
technical infrastructure Yoo et al.[64]
and believe so. FC3 | Usage much of a guide.
COS1 About the reasonableness of the
App-Book to pay when cost.
Cost using the degree of - . Dodds et al.[13]
(COS) propriety of financial COS2 | Extent of the cost of feasibility. Cronin et al[10]
and emotional costs. COS3 Reduce the degree of effort and
commitment of buying.
PI1 | The d f planning to buy. Aj d
Purchase App-Book want to buy ¢ deetee © ?fﬂ.mmg 0 .uy 1\/[5(?262?2]
Intention a plan, the potential, the | PI2 | About the possibility of buying.
(P degree of intent . Jung(26]
’ PI3 |The degree of purchase intent. Ohl46]
Th f th f
Change in number of PB1 e extent of the number o
Purchase purchases. Engel et al[15]
Behavior purchases Approok, ngel et al.
(PR) recommendations and PB2 |Purchase the recommended level. | Fornell et al.[16]
degree of buying advice PB3 |Buying advice of degree.
3.3 ¢i719| 7t oA zdAWFR AQtE 479 HMAEMS
W, A", AE, AR ApEA) Tl AR
. A4Lof| 3= Venkatesh 5-©] #|9Fst UTAUT A Wpvhs Adste] Aggomy
REox zkaeh ‘WG WS SHBISRE gojo] WA= daae] HANS AFHe
Z713ke] B} A3 B Au|so] g 2 BA37] 98] <Table 3>3} o] 714 &
e ATzt gl B3 UTAUT = A4Skt
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(Table 3) Hypothesis of Research

Hypotheses Description
H The performance expectancy will also have a positive impact on the purchase
intention of the App-Book.
The age of users will moderate the performance expectancy and influence on the
Hla . .
purchase intention of the App-Book.
Hib The experience of users will moderate the performance expectancy and influence on
the purchase intention of the App-Book.
o The effort expectancy will also have a positive impact on the purchase intention of
the App-Book.
The age of users will moderate the effort expectancy and influence on the purchase
H2a | . .
intention of the App-Book.
The experience of users will moderate the effort expectancy and influence on the
H2b . .
purchase intention of the App-Book.
3 The social influence will also have a positive impact on the purchase intention of the
App-Book.
The age of users will moderate the social influence and influence on the purchase
H3a | . .
intention of the App-Book.
The experience of users will moderate the social influence and influence on the
H3b . .
purchase intention of the App-Book.
The facilitating conditions will also have a positive impact on the purchase behavior
H4
of the App-Book.
Hda The age of users will moderate the facilitating conditions and influence on the
purchase behavior of the App-Book.
The experience of users will moderate the facilitating conditions and influence on the
H4b .
purchase behavior of the App-Book.
H5 The cost will also have a positive impact on the purchase behavior of the App-Book.
16 The purchase intention will also have a positive impact on the purchase behavior of
the App-Book.

STt 2AF B AnEES o] 43}
T8 EE 52 7]E ARy 955 1
2 ol HAEH= Ao digk Aglel AA,
wale] e U=l T TR FEHe] A
s Agapsiny AA 2413 20139 5
9 1745E 59 3197HA oF 2541 73t
Aok AA 40075 viEste 361371 3)5H
Ak o] FoA EAMSHA $HEE 8%
A9 Rar, YA 333532 B4 Asw &
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(Table 4) Descriptive Statistics of Respondents Characteristics(n = 333)

Frequency | Percent Frequency | Percent

ftems W | ©) ftems W | ©)
Male 173 52.0 Novel 13 39

Gender - -
Female 160 48.0 Children’s book 1 0.3
Less than 20 16 48 Cartoon 9 2.7
21~29 147 | 41 Economics, 6 18

Management
Age 30~39 97 | 201 | Pavthe | Examination books 4 12
40~49 51 153 prefirfence Foreign language 9 27
Over 50 22 6.6 App-Book IT sector 7 2.1
Zero 278 835 Religion, Art 2 0.6
App-Book |14 7 2.1 History-Social Science| 1 03
Buying

experience 4~12 45 135 Travel, Hobbies 3 0.9
13 or more 3 0.9 Etc. 3 0.9

gateleh. meby BHE H¥e] AFEAY
4 54o] o3 ARUNES <Table 4> 2

I (Convergent  Validity),
ternal Consistency), 23 E}34 (Discriminant
Validity)& 53ttt 12 E‘f%ﬁ QolEA
A3h <Table 559 o], 24 G2o] 4elEle
e Asshe AR tad A (Squared
Multiple Correlation : R? > 049)3} ZFQ¢1%
3} 2F(Standardized Factor Loadings : FL > 0.7)
& 7o R BAE Ad #EHT T pe3(R?
040)9} fel(R2=017)2 7% 7S Z%54)
Sste] AQE AL, YA BSHFES T4
AAEDRTFES X—Vés}ﬂ] 2R3} 980l

AZHQ 3 =

e [e2ha]

HEH S AS3] A8l 22 ER14 81
o5 A2nksl &3HCronbach’s Alpha)E ©]-&
ato] AWl gk AlF e gk i AlE e
(CR : Construct Reliability), &o&235%3k
(AVE : Average Variance Extracted), 233
2 (Correlation Analysis)S o]-gate] gHelstaic).

22} gl Q918X A3} Cronbach's aghe
AR O F 065 7] & 07 o) do|H A|AIgH

e

7% e wEsE B5F 070 o)t o s =4
ek =3 hd ANFHE(CR > 07)9 Het &
AEZZHAVE > 05) 94 7] g oo =
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(Table 5) The Results of the Confirmatory Factor Analysis

= Correlation Analysi
Variables| 0PV | ge |Factorp | Cron | gl aAvE OeHon S AV
ation Var. loading bach’s PE | EE | SI | FC |COS| PI | PB
pel 053 | 079 | 0.38
PE 0.710 | 0.709 | 0.550 | 1.00

pe2 052 069 | 052
eel 053 | 073 | 047
EE ee? 056 | 0.75 | 043 | 0.809 | 0.811 [ 0.590 [-0.07| 1.00
ee3 068 | 082 | 033
sil 0741 08 | 026
SI si2 0841 092 | 016 |0.834|0.884|0.718 | 0.40 |-0.02| 1.00
si3 057 | 076 | 043
fc2 053 | 067 | 056
FC 0.700 | 0.701 | 0.746 | 0.37 | 0.06 | 0.29 | 1.00
fc3 0521 080 | 036
cosl 0651 081 | 0.34
COS cos2 066 | 081 | 034 | 0841 | 084310642052 0.10 | 0.36 | 0.51 | 1.00
cos3 061 | 078 | 039
pil 0.77 | 08 | 023
PI pi2 0.78 | 083 | 022 | 0913|0911 |0.774 ] 069 | 0.12 | 0.17 | 0.29 | 0.40 | 1.00
pi3 0771 083 | 023
pbl 067 082 | 033
PB pb2 070 | 084 | 030 | 0.862|0.863|0.677 (059 |0.07|0.37|0.07 046 |0.79 | 1.00
pb3 0651 081 | 0.34
cf : PE(Performance Expectancy), EE(Effort Expectancy), SI(Social Influence), FC(Facilitating Conditions),

COS(Cost), PI(Purchase Intention), PB(Purchase Behavior), CR(Construct Reliability), AVE(Average
Variance Extracted).

4.3 2| Hal: A = BF dubAel A Es 29eke 4l
o8 YehA FRREY Aol grd
Ao A G W e AHE ZeR I5E & g
= shoraly] ol %4 7714 LISREL 872
& AREet] AdE A4S e Y 4.4 A7 J1d AT
9] A% (Goodness of Fit)E destr] 23l
A ) 532 = (Absolute Fit Index), &3t SYHF S FEUSY] Qg
A 4=(Incremental Fit Index), 7t 432 AE BAE o 7Hd 9] W] &+
(Parsimonious Fit Index) 52 &3t & 2 A w13 FFE o =010,
A8k A3l= <Table 6>3F 70| el + ITI> 1.64. « =0.05, ITI> 196, « =001, [TI>

—

2nge) APme] e AjHel 71F @l 258 o4 @ AdAYY Azew 3%

gtk dl22]S gerd o, & Ao 5442 ahlth 3 2l AR Gl g

R

e
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(Table 6) Overall Measurement Model of Fit Indices

Description Measures Criteria Scores

X?%/degrees of freedom(df) < 30 1.78

Goodness of Fit Index(GFI) > 09 0.93

Absolute Fit | To assess the overall
Indices | fit of the model index | Root Mean Square Residual(RMR) < 005 0.037
Root MEAN-Squared Error of
Approximation(RMSEA) = 005 0049
Normed Fit Index(NFI) > 09 0.9

I tal Fitness evaluation
neremen model based on the Non-Normed Fit Index(NNFI) > 09 0.98

Fit Indices
proposed model ] l
Comparative Fit Index(CFI) > 09 0.93
Adjusted Goodness of Fit
Index(AGFI) = 09 00
Parsimonious Difference bereen Parsimonious Goodness of Fit The higher
Fit Indices model ?omplemty .and Index(PGFI) the better’ 0.66
objective evaluation

Parsimonious Normed Fit The higher, 077

Index(PNFI) the better '

Source : Cho, S. B., FLISREL Structural Equation Models, Seoul : YoungJi Publishers, 2000; Kim, K. S.,
"New AMOS Analysis of Structural Equation Models, Seoul : Hannarae Publishing Co., 2007.

A2 Al ¥ (Constrained Model)®] #9F A= ARgARe] @9jo)ins AWshzd] 43}
%o} Ao B3 (Unconstrained Model) 2] %] the} 3 Fas WaE Agsks Ao] g9l
G Aot Aol A () AXNAFE =1, HATHAL webA <45 AFERE A S A5
a =000), AX?=384°1M Feletd, 2das o ofFshr ool flv ARATE
7} e Aow HFE) 2 H g AR S dsled B2 =9s

A, A3 1= XLZH(Eﬂ g SOl A o SolA Fot H7| wEel J5S s

5 rujelzel 7 2 dFHE vAE W T =7t SARAR dFS MAE dew £
2 IEQI I AHrE AvtEZSR 5 M =3 ARA G FHdY 9F
Au|2E o] gdhe o] Bf WiAlE AMESle ARSI wkERR) Hetke] A(52] T ERlel &
A Bt A9 S 9 sAEE Yt 5 Qstrhal Az A0 dFHES SASS
o] g Y42 M aE AFelE Zlolehs 7] HQlowH, AntEEI} HESPCY 22 X
7b A A AR s Er. =8rde Hkd 717] B Aujze] A8 dEelM =
N8 Rge] AAE AR ol FAF AR B9kl dFE S MAE AR

§ 4
B lMen AEEL Qon, 2ulEE 2 AEH AdUe $AS Ao ERHAS
[}

=}
< Bk 717] d Muj s A sl = AT AT
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(Table 7) Hypothesis-Testing Results

.. Path-
Hypotheses Description coefficient [T Remarks
H1 PE — PI 0.90 8.30 Supported
H2 EE — PI 0.17 2.19 Supported
H3 SI — PI 0.16 2.9 Supported
H4 FC — PB 0.12 1.16 Not supported
H5 COS — PB 0.16 2.30 Supported
H6 PI — PB 0.65 12.33 Supported
PE — Age — PI 5
Hla <The moderating effects of age> AXE = 334 Supported
PE — Experience — PI 5
HIb <The moderating effects of experience> AX" = 6456 Supported
EE — Age — PI N
H2a <The moderating effects of age> AXE =50 Supported
EE — Experience — PI N
H2b <The moderating effects of experience> AX® = 6.38 Supported
SI — Age — PI )
H3a <The moderating effects of age> ax 1.23 Not: supported
SI — Experience — PI ,
H3b <The moderating effects of experience> AX" = 402 Supported
FC — Age — PB 5 _
Hia <The moderating effects of age> AX" = 459 Supported
FC — Experience — PB ,
H4p <The moderating effects of experience> AXT =04 Not supported
=4, FX21E S5 AFE AHA AA, gL TA g Frlxo] #A Ao
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