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Since a smart phone has been popular, 91% of the internet users are utilizing the technology
in all places for chatting and messenger which overtake share of voice and visual call utilization. The
phenomenon is remarkable to young generations between teenager and thirties, which leads to mobile
messenger shopping such as mobile digital voucher and coupon buy. In this research, we clarify whether
traditional gift-giving motivations works on digital coupon gift-giving, and two technology acceptance
model factors: perceived usefulness and ease of use affects between motivations and intention to
gift-giving. The result shows three traditional gift-giving motivations: experiential, obligated and practical
attitude affects intention to digital mobile coupon gift-giving and ease of use of the digital mobile coupon
works parameter of the relation rather than usefulness. In other words, gift-giving purpose digital coupon
users give a gift with traditional gift-giving motivation but has the stronger intetnion to gift-giving by
technology ease of use.
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[Fig. 1] Three Gift Giving Motivation Factors
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(Table 2) Convergent Validity
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(Table 3) Direct and Indirect Effects

Factor Direct Indirect Total
Effect Effect Effect

E.A—Gift 0.486 0.310 0.797

O.A—Gift 0.087 0.131 0.218

P.A—Gift 0.231 0.138 0.369
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