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ABSTRACT

Advancement of mobile technology opened new business field in existing marketing area
and in spirit of depression of advertisement market due to worldwide shrunken business,
investment mobile advertisement market only jas a tendency to increase. In this paper I
tried to know some factors to influence on the acceptance of customer to receive the referring
advertisement continually through the study of ‘KaKaotalk Plus Friends’, a kind of marketing
platform of KaKaotalk, the model Killer application of Smart Phone. For this purpose I
developed the research model based on Customer Value Theory and Social Exchange Theory
etc. Futhermore based on these theories I studied the facts to influence on the acceptance
of customer using KaKaotalk Plus Friends Service.
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2.3 1 ZHIIX|0|Z2(Customer Value Theory)
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<Table 1> ATl A= 17 &
7 S ATtstal 1 fFEAS T
AUtk A5 5o sl A9 &g Al a7 o]
w7l& 7HAE A84 7R (Utilitarian Value),
AF3l A 7FA](Social Value), #=e] 7F] (He-

(Table 1) Literatures of Customer Values

Literatures Dimensions

Definition

Utilitarian
(Monetary Saving/Convenience)

monetary values when users make saving

Convenience for customers

Kim Social Value
et al.[36] | (Status/Self-esteem)

social status for purchasing products

self-esteem comparing the others

Hedonic Value
(Entertainment/Exploration)

Entertainment for customers

exploration for service that already not be exposed

Functional Value

the values related to utility such as quality,
function, price and service for product

Sheth Social Value

the value for socialized consumers purchasing products

et al.[69] |Emotional Value

positive or negative feeling through product consumption

Conditional Value

Contextual value for purchasing products

Epistemic Value

Novelty for stimulating purchasing product

Social Relationship Support

the relationships with others

Utilitarian
(Functional/Monetary/
Epistemic Information)

Sweeney
et al[72]

value for technical and functional aspects

commercial elements for sales or coupons

providing information through knowledge or intention

Hedonic

Enjoyment or hedonic values

Functional Value
(Price Utility/Functional Quality)

pricing function for product

Functional quality for products

Rintamake | Emotional Value
et al.[65] | (Aesthetics/Playfulness)

Aesthetics for emotional value

Playfulness for emotional value

Social Value
(Social Self-image/Social Relationship

the value related to developing social image

the value for developing social relationships
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(Table 2) Literatures of Self-disclosure

Researcher Definition

Jourard[32] the process that make others be known user own

Sermat and Smyth[68] | communication for providing personal information that his/her should expose

Tolstedt and Stokes[75] | making relationships with exchanging the information for each others

Kim and Han[35] providing information intentionally to increase relationship
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Use Brand Permission
Zyx AT A wet £U4E = oA Characteristics Intension
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(Table 3) Research Measures

Variables

Operational Definitions

References

Information Offer

The degree for trusting belief for providing information of

Farace et al.[22],
Degeratu et al.[17],

(1I0) product, activity, events for Plus friends with users Cho and Park[13]
Entertainment the feeling for entertainment when users use Kakao talk | Moon and Kim[50],
(Enter) plus friends Koufaris[40], Kim, et al.[37]
Incentive the trusting belief for enabling users get trialability, sales | Godin.[27], Kumar et al.[43],
(ICT) coupon, saving point through Kakao talk plus friends Jung, et al.[33]
Brand Trust tmstlng belief for some brands when using Kakao talk plus Dufrene et al[21], Park[58]
(BT) friends

Social Influence
(SD for users friends in real world

the degree for using or knowing for Kakao talk plus friends

Triandis[76],
Venkatesh and Morris[78],
Venkatesh et al.[80]

Risk Aversion

the cost for risk using kakao talk plus friends

Steenkamp et al.[71],

(RA) Zhou et al.[86], Kim et al.[38]
Self-innovation | the degree for innovative adoption of permission from friends | Foxall[24], Rogers[66],
(SD on Kakaotalk Plus Shih and Venkatesh[70]
Intention to Davis et al.[16],
Permission the degree of the future usage of Kakaotalk Plus Venkatesh and Davis[79],
(IP) Venkatesh et al.[80]

(Table 4) The Characteristics for
Participants

<Table 4>¢} Zo] &<ly} o xglels

S8 Aus AAgE Ay gl s Eeas
Desnye SN AT ARgshE B 28, o4 1079
- 0,
Sex fmdlaj 17027 ggigj o= yehton, F2 200 3007} 747he.
emale 5 (]
E Tala 312 Alesl= Ao
wn o [wa, T OEAS ATE AESE dlow tehin
N 20s 61 | 3408% aga e s Ees ITFE A ARES)
(S - -
& 30s | 41.90% = A4S T Ao yegon 71
more than 40s | 9 5.03% o3l PAZE o x5= OE Tl x
19 BAE FAtE AeE B AT
offce worer | 38| BPC o) 5 159 wlweldm B SHAT A
sales R (]
o o 0/= 21780
N Profesional | 17 | 9.50% Aol T66%6E A
Position
students 66 | 36.87%
housekeeper 11 6.15% 4.2 EfetMI} MEIM HS
etc 13 7.26%
155 [ ™ | @ AT BYL AFHY) Astel WEFRE
6=10 | 4 | 200%% of AT Es FUASA ZAHAEAE ¥
The number of 11~15 26 | 14.33% 23 ) ) -
7 AT A FAES 235199
Kakao Talk 16~20 11 6.14% k7] s e lE S jcib*
Plus friends 21~% 9 5.03% o BldAdolgt st AN HoP ‘&
26~30 6 3.35% St =3t A'S o] ARR 43
more than 30 15 7.82% =Rt 9=k Axo|th
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(Table 5) The result of Factor Analysis

Factor Cronbach’s
Loading Trems Alpha
ICT1 0916 | I can use sample for new product through Kakao Plus friends
ICT2 0906 | I can get the sales coupon through Kakao Plus friends
ICT3 0912 | I can get the presents Kakao Plus friends 0937
ICT4 08063 | I save the points through Kakao Plus friends
ICT5 0872 | I receive additional product service with Kakao Plus friends
BT1 087 | I feel trusting belief for Kakao Plus friends that request permission
BT2 0771 | Kakao Plus friends who request permission will value the relationships with me.
BT3 0862 | Kakao Plus friends who request permission have good reputation. 090
BT4 0908 | I can continually make the relationships with Kakao Plus friends who request permission.
BT5 0913 | I feel good feelings to Kakao Plus friends requesting permission.
BT6 0857 | the intimacy for Kakao Plus friends have been increased.
SI1 0865 | My friends know Kakao Plus friends who request permission.
SI2 0778 | My friends already added Kakao Plus friends who request permission. 0857
SI3 0931 | Kakao Plus friends who request permission have good reputation through my friends.
SI4 0876 | I have empathy for Kakao Plus friends who request permission.
1P1 0.773 | I can consider adding Kakao Plus friends in the near future.
P2 0924 | I think that it is good that I add Kakao Plus friends in nearest future.
IP3 0913 | I have intention to add Kakao Plus friends in the future. 0926
P4 0922 | I will frequently use Kakao Plus friends.
P 0862 | I think that I will use Kakao Plus friends in the future.
ENTERI | 0917 | Adding Kakao Plus friends make me enjoyed through Kakao Plus friends.
ENTER2 | 093 |1 have a free time through Kakao Plus friends. 0%L
ENTER3 | 0950 |Itis fun that I add or use Kakao Plus friends.
ENTER4 | 0930 |1 think using Kakao Plus friends make time fast.
SIt 0909 | I do not hesitate that I add new Kakao Plus friends.
SI2 099 | I have tendency adding new Kakao Plus friends before others permit Kakao Plus friends. 056
SI3 0948 | I add various types of Kakao Plus friends more than others.
S 0906 | I add Kakao Plus friends more than others.
101 0911 | I expect that I can get more information through Kakao Plus friends.
102 0905 | I can receive various information through Kakao Plus friends.
103 087 | Adding Kakao Plus friends make me get more reliable information. 0947
™4 08%6 | I think that I can receive useful information with Kakao Plus friends.
105 0873 | I think that I can frequently receive information with Kakao Plus friends.
106 0.8%8 | I have newest information through Kakao Plus friends.
RA1 0783 | It is annoy me to add Kakao Plus friends.
RA2 0921 | It is not secured that adding Kakao Plus friends who I do not well-know. 0943
RA3 0906 | I worry thay something happens when I add Kakao Plus friends.
RA4 0877 | It make unexpected result to add Kakao Plus friends.
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(0]
0.890
0.153
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0.403
0.482

INNO

ENTER
0.933
0472
0.505
0.318

IP
0.881
0.581
0.633
0.612
0.367

SI
0.864
0.540
0.304
0.356
0.430
0.258

BT
0.680
0.684
0.496
0473
0.640
0.341

0.862

(Table 7) Correlations for the Proposed Model
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(Figure 4) Result of the Proposed Model
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