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Mobile app Loyalty of Cross-over Shoppers: A Comparison of Korean and Chinese

Eunjoo Park, Gu Jin” and Shinyoung Park’

De{)t. of Fashion Design, Dong-A University; Busan, Korea
'Northwest University of Politics & Law; Xian, China

Abstract: Since 2009, consumers could access a new shopping channel called ‘mobile shopping’ with the generalization
of smartphones. Mobile shopping (based on wireless communication technology), emphasizes convenience differentiated
from internet shopping. A recent report introduced fashion products as powerful global drivers for mobile shopping sales.
Korea and China have the highest percentage of consumer mobile shopping experiences compared to other countries.
This study investigates the effects of cross-over shopping orientation, perception of app attributes, and flow on app loyalty
that compared Korean and Chinese consumers. We obtained 652 usable questionnaires from two local college students;
subsequently, data were analyzed by using factor analysis, Cronbach’s alpha, and regression analysis using SPSS 21.0
Package. The study results showed that the cross-over shopping orientation affected perception of app attributes that
included Review/Information, Design, Response and Product. Product only affected Flow, which reflected a high similarity
between Korean and Chinese consumers. However, Korean and Chinese consumers showed remarkable differences in
the factors related to app loyalty. Therefore, the results indicate that retailers of fashion products have developed strat-
egies to improve mobile sales and increase the app loyalty of cross-over shopping orientation consumers.
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Table 1. Results of factor analysis and reliability test
Korea China
Factor Factor Eigen Cronbach’s Factor Eigen Cronbach’s
loding value o loding value o
After shopping around department stores and outlets, 0 29
purchasing is done on mobile. ’ ’
C.ross-qver ' Prefer to 1001.< at the product m' the offline store and buy 7 24 85 36 20 75
shopping orientation  the good price through mobile.
Favorite fashion product, then I look through offline
. .85 .70
channels and prefer mobile purchases.
The app’s provide credible information and reviews. .82 .89
RCVIGV\"/ The app’s information and reviews are clear. .87 23 & .88 3.0 91
Information 1 formation and reviews provided by the app are 7’ 20
objective. ’ '
The app looks good overall. .90 .70
Perception Design  The app’s pictures, icons, fonts etc. look well. .86 2.6 90 78 2.0 78
of The app has a good layout design. .83 .86
app The app wants to help customers actively. 77 .70
attributes The app keeps its promise with the delivery of various
Response . .83 22 .84 .66 1.9 .80
services.
The app responds quickly and kindly to questions .82 .81
The app always shows the latest fashion trend. .86 .89
Product The app shows you exciting new fashion products. .79 2.1 17 81 22 78
The app has a lot of stylish fashion products. 73 73
I feel fun and freedom in mobile shopping. 92 91
Flow When I go shopping on mobile, I get completely lost. .89 24 87 90 23 85
Mobile shopping tends to forget about things around 37 3
me. ’ '
I will be the first to visit this mobile app when 01 3
App purchasing fashion products in the future. ’ ’
. . . 23 85 2.1 78
loyalty I will actively recommend this app to others. .88 .84

I will continue to buy products through this app. .85 .86
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Table 2. Regression analysis for perception of app attributes, flow, and app loyalty of consumers in Korea

Dependent variables Independent variables B t 'S F
Review/information 36 6.68 13 4463
Perception of app Cross-over 287 466 07 21,63
attributes shopping orientation 26" 456" 07 20.78""
317 567 10 32147

Review/information

Flow Design ’ ) 30 30.00""
Response - -
Product 52" 94"
Review/information 147 270"
Design 15" 283"
| ;;‘;ﬁy Response .45*:* 8.40*:* 48 52.10™
Product 14 2.53
Flow 10" 18"

3

<05,

v = T =001
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Fig. 1. Factors related to app loyalty of Korean consumers.
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Table 3. Regression analysis for perception of app attributes, flow, and app loyalty of consumers in China

Dependent variables Independent variables B t R F
Review/information - - .01 2.66
Perception of app Design Cross-over - - 01 74
attributes Response shopping orientation - - 01 3.56
Product 137 2.40° 02 572"
Review/information - -
Design - - o
Flow 26 29.20
Response - -
Product 52" 9.90""
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Design 157 264"
App Response 26™ 377" 24 21.10™
loyalty skk ok
Product 24 3.95
Flow - -

p<05, " p<01, " p<.001
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Fig. 2. Factors related to app loyalty of Chinese consumers.
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