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ABSTRACT

Nowadays mobile devices such as smartphones atetddiecome widespread and this
led mobile shopping to be conducted anytime andvhaye and increased the attention to m-
shopping. In this paper we studied the factorscéfig the use of m-shopping value from
Personalization, Self-Efficacy, Intimacy, SimpliciMobility, Connectivity perspectives. The
m-shopping value that users experience during npging can be divided into utilitarian
value and hedonic value. The results show that getization, self-efficacy, intimacy,
simplicity, mobility, and connectivity variablesvgaeffect on m-shopping value.

In this study sample consists of 342 people ab&gehrs of age living in Istanbul. A
public survey is used as data collecting method andfactor analysis, T-tests, an
ANOVA/Welch test and a reliability analysis arefpemned for the acquired data by using the
SPSS package program. Moreover, the model struttéoe the study is tested through a
LISREL structural equation model.

KISILiK, KULLANILAB iLiRLiK VE TEKNOLOJ iK FAKTORLER iN
MOBIL ALl SVERISE OLAN ETK iSI

0z
Gunumuizde akilli telefonlar ve tabletler gibisitzabilir cihazlarin yayginlamasi bu
cihazlarla her zaman ve her yerdesabris yapilmasina imkan vermive yapilan akverisin
artmasina neden olngtur. Bu makalede mobil alerisi etkileyen faktérler “ksisellestirme”,
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“Oz yeterlilik”, “mahremiyet”, “sadelik”, “mobilite ” ve “baglanilabilirlik” gibi de giskenler
Uzerinden incelenntir. Kullanicilarin mobil alsveris sirasinda tecribe ettikleri mobil
aligveriy degeri faydaci ve hazci olmak Uzere iki unsurdan gmlaktadir. Sonuclar
“ki sisellestirme”, “6z yeterlilik”, “samimiyet”, “sadelik”, “m obilite” ve “baglanti” gibi
degiskenlerin mobil algveris degeri izerinde etkileri oldgunu géstermektedir.

Bu calsmanin 6rneklemistanbul ilinde ysayan 18 yave lzeri 342 kiden olymaktadir.
Veri toplamak maksadiyla anket yontemi kullarglne elde edilen veriler SPSS istatistiksel
paket programi kullanilarak faktér analizi, t-tesfinova/Welch testleri ve guvenilirlik analizi
testlerine tabi tutulmgtur. Ayrica kurulan model LISREL vyapisakitik modellemesi
vasitasiyla test edilntir.

Keywords: Mobile shopping, utilitarian value, hedonic value.

Anahtar Kelimeler: Mobil alisverig, Faydaci dger, Hoslanma dgeri.

Literature Review

Worldwide mobile phone sales to end users totalédrdillion units in the
third quarter of 2010, a 35 percent increase fram third quarter of 2009,
according to Gartner, Inc. Smartphone sales grevp&6ent from the third
quarter last year, and smartphones accounted f8rpe9cent of overall mobile
phone sales in the third quarter of 2010 [1]. Wiertte mobile voice and data
revenue will exceed one trillion dollars a year2#14, according to Gartner,
Inc. Mobile will generate revenue from a wide rargfeadditional services
such as context, advertising, application and sersales, and so on. Each of
these will be a significant business worth seveas of billions of dollars per
year [2].

Smartphone technology is exponentially evolving asdnificantly
impacting consumers’ behavior, marketing and bssinectivities, education
and mobile industry. As a consequence, studyinguaerstanding key factors
that affect adoption of smartphone technology hesoime more important in
business and marketing activities, improving pradand meeting consumers’
expectations. Besides, scholars from differentdéebnd interests mostly
agreed on the importance of smartphone technolsgyitcal evolutions in the
information technology. Smartphone technology’ imiance and popularity is
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increasing and showing more promising futures. Adicg to Gartner Inc. as
of third quarter of the year 2011, Smartphone megmed 26% of mobile
phone sale and that represent an increase of d@étitof the third quarter of
year 2010. Also, Smartphone’ sales are expectstiamly increase in the next
3 years [3]. According to an eMarketer forecasbglanobile app audience is
expected to pass 2 billion this year, accordindgséptember 2014 estimates
from 451 research. The research firm predicted that number of active
mobile app users worldwide would rise from 1.81lidml to 2.17 billion
between 2014 and 2015. By 2018, it expected tha to pass 3 billion [4].
According to IDC (International Data Center) resbadata, smartphone sales
increased by 6.8% in 3rd quarter of 2015 compatinghe same quarter of

2014 [5].

Table 1: Top Five Smartphone Vendors, Shipments, Markete&had Year-
Over-Year Growth, (Units in Millions)
3Q15 3Q15 3Q14 3Q14 Year-
Vendor Shipment | Market | Shipment| Market |Over-Year
Volumes Share | Volumes Share Change

Samsung 84.5 | 23.8% 79.6 23.9% 6.1%
Apple 48.0  13.5% 39.3 11.8% 22.2%
Huawei 26.5 7.5% 16.5 5.0% 60.9%
Lenovo 18.8 5.3% 16.9 5.1% 11.1%
Xiaomi 18.3 5.2% 17.3 5.2% 5.6%
Others 159.1) 44.8% 163.0 49.0% -2.4%
Total 355.2) 100.0% 332.6 100.0% 6.8%

Source: http://www.idc.com/getdoc.jsp?containerld=prUS25888, (06.03.2016)

Scholars have done significant effort in studyiragious aspects related to
Smartphone technology to explore and better uralaistisers’ adoption of
Smartphone technology. Smartphone technology esol@st, and its
popularity increased grasping more attention amsmiwlars in both industry
and academia. As it appears in figure 1, publicattm research in subject
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related to adoption of Smartphone technology isreasing continuously
specially in the last five years which indicateportance of understanding and
studying the adoption of Smartphone technology amscholars in various
field [3].

publicationsrelated to adoption of smartphone technlogy
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Figure 1: Publications Related to Smartphone Technology
Source: Aldhaban, 2012, p.2759

With the rapid changing atmosphere of mobile deviasonsumer
preferences are also changing and this transfohrasway of consumers’
shopping experience. Technology force consumeusé¢otheir mobile devices
to make purchases and to buy anything which thessipty need and want
immediately from anywhere and accessed at anyt61¥%d,9]. This new type
of shopping mode, named in different ways such lai®rnet shopping, e-
shopping, net shopping, web-based shopping, ordimegpping, or mobile
shopping. In this type of shopping customers ae from having to personally
visit physical stores [10].

M-shopping can be defined as a popular approaciméamtern consumers to
order or pay for goods using mobile devices [1HnY and Kim [12] describes
m-shopping as an influential medium for connecitngtomers with retailers
and ultimately in generating sales.
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Mobile business (m-business) applications have gisan exponentially
even though they have been slow to catch on impiéngemobile applications
for consumers. M-business applications have createthendous business
opportunities and provided benefits such as loweogerational costs,
improved productivity and created fast shopping.[13

With the rapid growth of the mobile internet, shmgpbecomes extremely
flexible in terms of space, time and channels. NMobtevices have a number of
characteristics, such as ultra-portability, locats@nsitivity and personal nature
which enable consumers to use these devices founaber of shopping
activities: creating shopping lists, query, searcbimparison, purchase, and
post-purchase. Consumers use their mobile devizesuimerous pre-purchase
activities, such as finding store locations, firglipromotions, consulting
opening hours, making price comparisons, findingpilers of particular
products, browsing for product information and prodreviews, checking
product availability in-store and purchasing. Wathcommerce, consumers can
access retailers’ offers and product informatiogvarere and anytime while
shopping becomes extremely flexible in terms ofetiamd space. Consumers
can visit a retail website via a mobile device eurea competing retail store,
and even purchase at a competitor’'s on-line shapowi leaving your brick-
and-mortar store! In 2014, three-quarters of Anaricmartphone owners
believed they would be more likely to shop at aestoffering services via a
mobile application [14].

The popularity of smartphone usage has resultednéneased mobile
shopping (m-shopping). Mobile devices especiallpn@s facilitate the use of
mobile shopping anytime and anyplace; this has htemged people’s
expectations and interest in this new shopping.tyjeike in the case of PC-
based business, mobile devices play a critical molen-shopping. Previous
studies have showed that as a value-added serviben vin-commerce, m-
shopping appears to be a new opportunity for irsingarevenue through the
use of mobile devices anytime and anywhere. Thilg#@tes a need for a better
understanding of the reason behind the rapid gra#thopping that is done
with smartphones [15].
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However, despite the industry’s conviction that thebile Internet is the
next “killer application,” the reactions of actuasers are quite negative in
terms of usability. Their disappointing experieneash the mobile Internet
result from the limitations that distinguish mobdevices from conventional
desktop PCs [16]. Smaller screen sizes on mobitagdh increase the cost to
the user of browsing for information. In additiom,wider range of offline
locations for mobile Internet usage suggests tiel lactivities are particularly
important. It is found that ranking effects are Heg on mobile phones
suggesting higher search costs links that appeéneatop of the screen are
especially likely to be clicked on mobile phonesl dhe benefit of browsing
for geographically close matches is higher on neopliones: stores located in
close proximity to a user’'s home are much mordyike be clicked on mobile
phones. Thus, the mobile Internet is somewhat‘legsrnet-like”: search costs
are higher and distance matters more. [17].

The tendency of shopping behavior happening todayrelated to
consumers’ underlying motivations to shop. Shopatyity is initially done
by the consumers with rational motives regardintip\the benefits of products.
Another value influencing consumers’ shopping aistivs emotional value
known as hedonic. Moreover, consumers will takeraexspects into their
consideration covering pleasure and joy aspecuoftism) that can be gained
apart from the product profits that can be enjoyedugh shopping activities.
Today, consumers are more recreation-orientedatentuates pleasure, joy,
and entertainment aspects when shopping [18].

Hedonism comes from the Greek word ‘hedone’, menpieasure. The
central theory of hedonism is that the natural ctibye of human life is to attain
pleasure, considered as the highest good, andrarrgpain. There are many
different views of pleasure some involving a hiehgr of different pleasures.
In British philosophy, the hedonistic current isked to utilitarianism which is
descibed as the greatest happiness principle H&Jonic shopping value can
be defined as shopping’s potential entertainmedteanotional worth, whereas
utilitarian value reflects shopping with a work ntedity [20].

Consumers are influenced by both hedonic and aridih shopping value
when they make the decision to buy. They preferespmoducts to meet their
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utilitarian expectations and some to satisfy thedonic desires. These two
shopping motives are considered as the oppositeaoh other. However,
consumers are influenced by both types of shoppmige together when
shopping for most products. Consumers’ purposeatisfg hedonic desires and
acquire utilitarian expectations may happen attrae time or different times.
For example, a tooth paste provides utilitariarugaby preventing caries and
hedonic value with its nice taste. It means thattarian and hedonic reasons
or motivations don’t necessarily exclude each otbleconsumption [21].

Utilitarian shopping is a consumer behaviour, whicAsed on acting
rationally and effectively to look for solutions psoblems, realizes a specific
purpose, and finally acquires the optimal value [22]. The decision making
processes of a consumer in utilitarian shoppinghgough rational processes.
This approach is related to utilitarian benefitd ahe consumer focuses of the
functional features of a product. For hedonic slhrmgpit is first needed to
understand hedonism which is a philosophical cartdadonism is defined as
a life style dedicated to pleasure. While it isaeerbehaviour that an individual
devotes oneself completely to pleasure, the searchedonic experiences is
very common. Hedonic shopping value describes #teevwhich is acquired
from the multisensory, fantasy, and affective atpeof the shopping
experience [20, 23]. According to this definitidredonic shopping value not
tangible as in pragmatic shopping value, it iseagxperimental and affective.
Shopping is not just a boring task that needs todmepleted by consumers; but
an activity providing pleasure.

Hedonic shopping motivation is a person’s motivdty something based
on sensory pleasures, emotional responses and slréémsuma et al. [18]
mentions six hedonic shopping motivations: Gradificn shopping motivation
is when consumers shop to relieve stress, alleviagative mood, and forget
about present problems; Adventure shopping motmathat occurs when
consumers shop for stimulation, adventure, andfeéleéng of being in their
own world; Role shopping motivation that happensewlconsumers feel
enjoyment from shopping for others rather thantf@ir own selves; Value
shopping motivation is when consumers assume shgpgs a bargaining
game, hence they seek stores that offer discosates or bargains; Social
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shopping motivation that occurs when consumersdeglyment and gain a lot
of information on potential product by shopping twfamily and friends, and
view shopping as a social activity with other cansus or workers at the mall;
idea shopping motivation that happens when consustesp to keep up with
the latest fashion trends and see new productsangations.

2. Research
Research Model

UTILITARIAN
VALUE

USAGE

HEDONIC VALUE

Fig. 1.1:Research Model
Source:[15]

2.1. Research Objective

The aim of this study is to investigate the fastamfluencing the use
(Usage) of mobile shopping (m-shopping) value frBersonalization, Self-
Efficacy, Intimacy, Simplicity, Mobility, Connectity perspectives. The m-
shopping value that users experience during m-shgpgan be divided into
utilitarian value and hedonic value.
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2.2. Sample Size and Sampling Technigque

In this study, a total of 342 people above 18 ye@d chosen, and are
surveyed between 16 January- 10 February 2016.gUkiree indicators for
each latent variable and sample size of above26€augh for a research [24].

2.3. Research Instrument

Research data are obtained through a two-partegucenducted to the
sample given above. In the first part of the surtlegre are 36 statements
measured on five point Likert scale (1=Stronglyesgr2=Agree, 3=Neither
agree nor disagree, 4=Disagree, 5=Strongly disagiée second part of the
survey contains demographic characteristics sugjeader, marital status, age,
education, profession and income level.

2.4. DataAnalysis

SPSS (Statistical Package for Social Sciencesiststa package has been
used in the analysis of interpretation of data,levhISREL structural equation
model has been chosen for testing the validity ratidbility of the developed
model to see if the model is valid for Turkey. $tatal analyses have been
performed and survey results have been examinadighr SPSS program.
Statistical analyses and tests used in research atalysis are as follows:
Frequency Analysis, Factor Analysis, Reliability alysis, t-Tests and
ANOVA/Welch tests.

Demographic features of survey participants hawnhiested by frequency
analysis and then the service quality dimensiossetk by factor analysis.
Following the factor analysis, reliability of demlmt and independent
variables have been tested by Cronbach’s Alfa nietAte result of that
analysis shows that answers given to survey questiave had a high rate of
internal consistency.

In order to test the significance and reliabilifyresearch model, a second-
order confirmatory factor analysis has been peréatmfollowing which
goodness of fit statistics, t value and standaddi@ution results have been
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examined. Consequently, the model has been foundetsignificant and
reliable, along with being tested as acceptable.

2.4.1. Demographic Characteristics
Demographic characteristics of respondents arepted in Table 2.1.
Table 2.1.Demographic Characteristics of Respondents.

Frequency | Percentage|
Gender Female 142 415
Male 200 58,5
Total 342 100
Marital Status | Single 184 53,8
Married 158 46,2
Total 342 100
Age 18-29 159 46,5
30-39 143 41,8
40-49 26 7,6
50+ 14 4,1
Total 342 100
Education Primary school 9 2,6
High school 83 24,3
Associate degree 86 25,1
University 120 35,1
Postgraduate 44 12,9
Total 342 100
Profession Public employee 121 35,4
Private sector employee 115 33,6
Student 85 24,9
Retired 15 4.4
Unemployed 6 1,8
Total 342 100
Income level 0-1500 98 28,7
1501-3000 166 48,5
3001-4500 65 19,0
>4501 13 3,8
Total 342 100
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The data in Table 2.1. show that;

a. Of the total 342 survey participants, %41.5 (p&dple) is female and
%58.5 (200 people) is male,

b. Of the total 342 survey participants, %53,8 (p8dple) is single and %46.2
(158 people) is married,

c. Of the total 342 survey participants, %46,5 (p88ple) is between the age
of 18-29, %41,8 (143 people) is between 29-39, %Zpeople) is between
39-49, %4,1 (14 people) is above 50,

d. Of the total 342 survey participants, %2,6 (9pgle) is primary school
graduate, %24,3 (83 people) is high school grad®ais.1 (86 people) has
associate degree, %35,1 (120 people) is univeggiguate and %12,9 (44
people) is postgraduate,

e. Of the total 342 survey participants, %35,4 (h2aple) is public employee,
%33.6 (115 people) private sector employee, %283 deople) is student,
%4,4 (15 people) is retired and %1,8 (6 peoplenesmployed,

f. Of the total 342 survey participants, %28,7 (&ple)’ income is under
1500 tl, %48,5 (166 people)’ income is between 1300 tl, %19,0 (65
people)’ income is between 3001-4500 tl and %33 ggople)’ income is
above 4501 tl.

2.4.2. General Findings

The statistical data of the responses of surveticgzants to statements are
shown in Table 2.2.

Table 2.2.: The mean values of the participants’ responsgsi¢stions.

STATEMENTS Min | Max | Mean DSet\'/
M0b|I¢ shopping provides information/services that 1 4 1,76 0.782
are tailored to my needs.

I can Qrder products that fit my needs through eopi 1 4 1,80 0.798
shopping.

_I\/Iobﬂe s_hopplng provides me with personalized 1 4 181 0.798
information.
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STATEMENTS Min |Max |Mean |
ev.

Mob_|le shopping provides me with personalized 1 4 1,75 0.776

services.

I have no great difficulty using mobile shopping. 3,88 0,897

I do not need help from other people in using ekl 1 5 383 0.906

shopping.

I am better able to use mobile shopping than my 1 5 4,01 0.881

friends.

| can respond _ef'fectlve_ly to unexpected events that 1 5 3.90 0.907

may occur during mobile shopping.

| have experienced mobile shopping. b 3,¥5 1,386

I experience easy communication during mobile 1 5 379 1,369

shopping.

| feel an affinity toward mobile shopping. 3,76 1,383

Mobile shopping is convenient. 3,80 1,365

It's easy to learn the process of using mobile 1 3 1,58 0,670

shopping.

Mobile shopping is very easy. 1,58 0,675

For me, moblle shopping is a simple and easy-to- 1 3 1,53 0.634

learn service.

| can f!nd what | need quickly through mobile 1 3 1,58 0,691

shopping.

I can do other things while mobile shopping. 8 531,] 0,725

Wherever | am, | can optam the service | want 1 3 1,57 0.742

thorough mobile shopping.

It is possible to use mobile shopping anytime, 1 3 1,55 0.724

anywhere.

I can access product_s or services that | need while 1 3 1,53 0.729

moving through mobile shopping.

Mobile shopping can be used anytime, anywhere. 1 53,22 1,286

M0b|_le shopping can be used regardless of the 1 5 323 1,283

location.

_I\/Iobﬂe s_hopplng can _prowde the_z real-time 1 5 323 1,286

information that | am interested in.

Mobile §hopp|ng is avaliable without time 1 5 323 1,290

constraints.

ii;:naaten browse a wide range of products in a short 1 5 167 0.877

Mobile shopping enables economical shopping. 5 781, 0,909

Mobile shopping can provides me with important 5 1,70 0,895
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STATEMENTS Min |Max |Mean |
ev.

and valuable information.
_I\/I0b|le_ shopplng is convenient and practical because1 5 174 0.894
it requires less time and effort.
| use mqblle shopping more having fun than for 1 5 1,96 1,048
purchasing products.
| enjoy mobile shopping. 1 5 2,02 1,054
| feel pleasure during mobile shopping. 1 f 1,98 048,
I can feel the exciting shopping atmosphere thorugh 1 5 201 1,064
mobile shopping.
I frequ_ently purchase products through mobile 1 5 245 0.874
shopping.
| always use mobile shopping. 1 5 2,48 0,859
| use mobile shopping very often. 1 5 2,46 0,875
| use mobile shopping periodically. 1 5 2,46 0,868

(1: Strongly Agree; 5: Strongly Disagree)

2.4.3. Reliability And Factor Analysis

The internal consistency of the study was caledlaising the statistical
Cronbach’s Alpha coefficient. Cronbach’s Alpha \eduof 0.854, 0.911 and
0,974 in the presence of the research question ghatwit has a high internal
consistency.

To measure the number of sub-dimensions, a faatalysis is applied to
survey statements. Factor analysis is generallg ts@nalyze the correlation
level of variables with each other. As a resulfaaftor analysis, by means of
summarizing data consisting large number of vaeisbless factor groups are
generated with minimum level of data loss [25]. s@iMeyer-Olkin (KMO)
sample adequacy criteria is an index that compateserved correlation
coefficients to size of partial correlation coeifficts for the variables in factor
analysis. KMO rate is required to be greater th#&n The greater this rate is,
the better it is to perform a data set factor asialy26]. As a result of KMO
test applied to survey data, KMO value is found@&@21. This demonstrates
that suitability of variables to the factor anatyss at very good level.
Furthermore, provided that p value of Bartlett isdess than 0,05 significance
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level, one can say that there is enough level latiomship between variables
to perform a factor analysis [27]. As the resultsboth Kaiser-Meyer-Olkin
(KMO) sample adequacy test and Bartlett spheri@st are meaningful, data
set is found acceptable for factor analysis (KM@2Q, y2Bartlett Test (630)=
17411,178, p=0.000).

Table 2.3.Factors with Regard to Survey Statements

Explanation | Cronbach’s
of Factor (%) Alpha

Factors ltems Loadings

Mobile shopping provides
information/services that are 0,910
tailored to my needs.
| can order products that fit my
needs through mobile 0,881
shopping.

Mobile shopping provides me
with personalized information
Mobile shopping provides me
with personalized services.

I have no great difficulty using
mobile shopping.

| do not need help from other
people in using mobile 0,896
shopping.

| am better able to use mobilg
shopping than my friends.

| can respond effectively to
unexpected events that may 0,882
occur during mobile shopping|.
| have experienced mobile
shopping.

| experience easy
communication during mobile| 0,863
shopping. 10,116 0,984
| feel an affinity toward mobilg 0.889
shopping.

Mobile shopping is
convenient.

9,747 0,943

0,893

Personalization

0,912

0,896

9,325 0,933

0,768

Self-Efficacy

0,898

Intimacy

0,885
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Factors Items Loadings O'?’(Fﬂf:‘t”;“(‘;/;‘) Cr%‘gﬁgh S
It's easy to learn the process pf 0793
using mobile shopping. '
) Mobile shopping is very easy. 0,839
£ For me, mobile shopping is a
g' simple and easy-to-learn 0,896 8,653 0,896
(%) service.
| can find what | need quickly 0853
through mobile shopping. '
| can do other things while 0.950
mobile shopping. '
Wherever | am, | can obtain
the service | want thorough 0,928
2 mobile shopping.
5 It is possible to use mobile 10,272 0,971
o . . 0,939
s shopping anytime, anywhere. '
| can access products or
services that | need while 0936
moving through mobile '
shopping.
Mobile shopping can be used 0947
anytime, anywhere. '
2 Mobile shopping can be used 0.950
% regardless of the location. '
o Mobile shopping can provide 11,097 0,993
S the real-time information that 0,945
o am interested in.
Mobile shopping is avaliable 0948
without time constraints. '
| can brov_vse a Wlde_ range of 0.885
products in a short time.
5 Mobile shopping enables 0.806
f>r5 economical shopping. '
c Mobile shopping can provideg
8 me with important and 0,840 8,870 0,916
£ | valuable information.
3 Mobile shopping is convenient
and practical because it 0,841
requires less time and effort.
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. Explanation | Cronbach’s
Factors Iltems Loadings of Factor (%) Alpha

| use mobile shopping more
o having fun than for purchasing 0,911
735 products.
> | enjoy mobile shopping. 0,906
o : -
.g | feel pleasure during mobile 0.882 10,127 0,965
S shopping.
£ | can feel the exciting

shopping atmosphere thorugh 0,920

mobile shopping.

| frequently purchase products

. ; 0,962

through mobile shopping.

% | always use mobile shopping| 0,953
i i 10,393 0,974

@ | use mobile shopping very 0,948

often.

I use mobne shopping 0,948

periodically.

In social sciences, factor analysis is used todesstruct validity. However
it is required to calculate numerically the relldaipiof factors obtained via
factor analysis and this calculation can be madednyg Alpha model. Factors
and the statements under them are reliable providatd Cronbach’s Alpha
value regarding each factor is 0,70 and above [A8].a result of factor
analysis applied to survey data, minimum Cronbalgh& value is determined
as 0.896 and we can say that the factors are Ieliab

Table 2.4.Results of Correlation Analysis

St. Dev. PER SEL INT SIM MOB CON UTI HED USA
PER 0,729 0,808*
SEL 0,819 -0,353* 0,743*
INT 1,344 -0,281* 0,517* 0,780*
SIM 0,582 0,259** -0,217 -0,217* 0,715*
MOB 0,699 0,167* -0,033 -0,122 0,356*4 0,880*
CON 1,272 -0,005 0,273* 0,519* 0,069 0,147* 0,897*
UTI 0,798 0,192* 0,183* 0,120 0,258** 0,226** 0,100 AL
HED 1,00 0,068 0,206** 0,101 0,058 0,092 -0,2367* 0,441| 0,818*
USA 0,836 -0,038 -0,012 0,160** 0,002 -0,023 0,073 019 | 0,189* 0,907*

* Square root mean of AVE values are diagonally.
** Correlations statistically significant at 0.0dvels. (2-tailed)
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24.4. Testing the Developed Model and Hypotheses with the Structural
Equation Model

A confirmatory factor analysis has been made VIS8REL structural
equation model. The goodness of fit statistics amdollows: chi-squareyl)
value=1891.15, p=0,00; Degrees of Freedom= 5&50= 3,34; Root Mean
Square Error of Approximation-(RMSEA)=0.08; Goodnesf Fit Index
(GFI)=0.76; Adjusted Goodness of Fit Index (AGFI)AD, Comparative Fit
Index (CF1)=0.93; Normed Fit Index (NFI)=0.90; Rddean Square Residual
(RMR)=0.05 and Standardized Root Mean Square RasitERMR)=0.05.
Values derived from the structural equation moael the acceptability criteria
of the goodness of fit statistics [24] are showbétow.

Table 2.5. Values Derived from the Structural Equation Modeld athe
Acceptability Criteria of the Goodness of Fit Stttis

Goodness of | Values Derived Acceptability
fit Index from the Model Criteria

C?;iq:c?re 3,34 < 3 perfect fit
GFI 0,76 Acceptable fit
RMSEA 0,08 < 0,08 Good fit
RMR 0,05 < 0,05 perfect fit
SRMR 0,05 < 0,05 perfect fit
CFI 0,93 > 0,90 Good fit
NFI 0,90 > 0,90 Good fit
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Fig. 2.1.The Results of Measurement Model

Table 2.6Results of the Structural Equation Analysis

Dependent | Independent Path t

Variable Variable Coefficients | Values
(PER) 0,27 4,64

(SEL) 0,29 4,53

(INT) 0,23 3,36

S (SIM) 0.33 5,42
(MOB) 0,15 2,63

(CON) -0,14 2,35

(PER) 0,21 3,71

(SEL) 0,34 5,36

(INT) 0,25 3,70

(HED) (SIM) 0.17 201
(MOB) 0,11 1,96
(CON) -0,44 -7,22

(uTn 0,13 2,25

(USA) (HED) 0.13 233
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When both the path diagram derived from the se@wyddr confirmatory
factor analysis and t values are examined, t vadunek standardized solution
values are seen to be meaningful with 0,05 religdiével. The T values and
path coefficients from the measurement model aogvshn Figure 2.1.

When the goodness of fit statistics in Table 2l a@he results of the
structural equation analysis in Table 2.6 are taken consideration, the
model, which is wused for investigating the relasioip between
personalization, self-efficacy, intimacy, simpligit mobility, connectivity
factors and m-shopping use (Usage) through the atiegi effect of m-
shopping value (Hedonic, Utilitarian), which is tex by LISREL structural
equation model, is found satisfying in terms ofngfigance and reliability,
through which the fact that this model is accemddals been tested.

2.45. Resultsof T-testsand ANOVA/Welch tests

Research model dimensions are tested through endept t-test and one
way ANOVA/Welch tests. First, the dimensions weestéd by independent
samples t—test according to the participants' gefde test results show that
there is significant difference in the variablesriracy and Usage according to
the participants’gender.

Table 2.7T-Test Results According to Gender

(}/anabl_es/ Gender| N | Mean| Std. Dev. | p value (Sig.)
imensions

o Female | 142| 1,737 0,745
Personalization 0,367

Male 200 1,810 0,717

. Female | 142 3,93 0,798
Self-Efficacy 0,613
Male 200( 3,88 0,835

] Female | 142 3,51 1,536
Intimacy 0,040
Male 200| 3,96 1,158

o Female | 142 1,56 0,613
Simplicity 0,924
Male 200 1,57 0,561
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- Female | 142| 1,54 0,696
Mobility 0,953
Male 200( 1,54 0,703

o Female | 142| 3,00 1,299
Connectivity 0,060
Male 200| 3,38 1,231

o Female | 142 1,65 0,760
Utilitarian Value 0,196
Male 200 1,77 0,823

) Female| 142 1,95 0,969
Hedonic Value 0,577
Male 200 2,01 1,026

Female | 142 2,34 0,896
Usage 0,030
Male 200| 2,54 0,782

The difference in variables is tested through OnayWariance Test
(ANOVA/Welch) according to participants’ age. Iretfirst step of One Way
Variance Test, the equation of variances has ttested. If the variances are
homogene the ANOVA test should be used, and if wheances are not
homogene the Welch test should be used [27]. Theobeneity and One Way
Variance Analysis Tests show that; there is sigaiit difference in the
variables named as Self-Efficacy, Intimacy, MoljliUtilitarian and Hedonic
Value according to the participants’ age.

Table 2.80ne Way Variance (Anova / Welch) Test results Adoag to Age

Variables/ Homogeneity test p value (Sig.)
L Result
Dimensions P value (sig.)
Anova| Welch
Personalization 0,411 0,059 -| . Biccepted
Self-Efficacy 0,000 - 0,000 Hejected
Intimacy 0,000 - 0,000 Hejected
Simplicity 0,681 0,686 - Haccepted
Mobility 0,000 - 0,025| Hrejected
Connectivity 0,000 - 0,480 dJhccepted
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Utilitarian Value 0,516 0,007 - | Hejected
Hedonic Value 0,004 - 0,000 .tejected
Usage 0,009 - 0,56p Hccepted

3. Conclusion

With the advance in mobile devices, customers Haal ddvantage of
shopping anywhere and anytime. Mobile devices @sabustomers to shop
anytime, anywhere, thereby providing them with ngalue. This study
provides an empirical analysis of the relations wieeth m-shopping
characteristics and use through the mediating effem-shopping value, and
the results have important theoretical and pralctieplications.

In this study we analysed the relationships betwegsersonality
(personalization and self-efficacy), usability {macy and simplicity) and
technological (mobility and connectivity) factorsdam-shopping use through
the mediating effect of m-shopping value. The rssshow that m-shopping
has relations with factors such as personalizatsmif-efficacy, intimacy,
simplicity, mobility, and connectivity. The shoppirvalue which customers
have while m-shopping was both utilitarian and hmeclo

First, in contrary to other researches about m4gimgp this study not only
focuses on the characteristics of m-shopping aa ptovides the literature by
verifying the factors influencing m-shopping valed use. Because of this the
study could be a basis for future research. Inghugly we also examined the
moderating effect of user tendencies. The reshtisvghat user tendencies had
moderating effects on the relationships betweesguealization, self-efficacy,
intimacy, simplicity, mobility, connectivity and Henic value/utilitarian value.
The results also have important practical implmadi for m-shopping service
providers. As seen in structural equation analgsisonalization, self-efficacy,
intimacy, simplicity and mobility had significantopitive effects on both
utilitarian value and hedonic value. Because of thm-shopping service
providers should;
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e concentrate on consumers’ ability to personalizeirtim-shopping
experience,

e use new methods for promoting consumers’ self-afficto improve
their m-shopping value,

« focus on the intimacy of customers while shoppmgncrease the m-
shopping value,

* maximize the simplicity of m-shopping because timapter the m-
shopping experience, the greater the m-shopping\val

* enhance the mobility of m-shopping to promote thehopping value,

In this study the results also show that connegtivad significant negative
effects on both utilitarian value and hedonic valdé&is suggests that if
customers can’t get high-quality connectivity, the-shopping value will be
effected negatively. The results show that utiktarvalue and hedonic value
had significant positive relationships with m-shogpuse. This means that one
of the main tasks of m-shopping providers shouldtdencrease both of
utilitarian value and hedonic value.

In the literature there are a few researches stgdyhe relations of
personality, usability and technological factorsham-shopping value and use
and this study was made only in Istanbul provifideese are the limitations for
our research. There may be other factors in relatith m-shopping value and
use. With the research of literature new factory tma found and included in
further researches.
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