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Abstract

Purpose - This study examined the relationship between the priorities of information, usability, mobility, reliability and
empathy, which are the lower dimensions of mobile tourism app service characteristics, on the perceived value and
satisfaction of tourists.

Research design, data, methodology - Data collection was conducted from June 10, 2019 to June 20, 2019, and a total of
500 questionnaires were distributed to collect 352 copies. Factor analysis, reliability verification, and covariance structure
analysis were carried out using SPSS 23.0 and AMOS 23.0 for 321 parts for statistical analysis.

Results - First, information, mobility, reliability, and empathy have a significant effect on perceived value. However,
usefulness did not appear to have a significant effect on perceived value. This analysis results can increase the reliability of
the tourism app, it can be seen that the accurate tourist information services are used in the tourist app or in the place
required. Second, information, usability, mobility, and empathy had a significant effect on satisfaction. However, reliability did
not have a significant effect on satisfaction. Third, perceived value had a significant effect on satisfaction. Fourth, it had a
significant effect on information, empathy, and intention to use. However, the usefulness, mobility, and reliability did not
have a significant effect on the behavioral intention. Lastly, perceived value and satisfaction had a significant effect on
behavioral intention.

Conclusions - The analysis result is that the tourism app that is being used is provided with a reliable and accurate tourism
information service, it can be seen that you are using the tourism app in the place or on the go. Therefore, it is relatively
difficult to use the tourism app, and it is easy to understand the contents of the service and timely information. Therefore, it
is possible to communicate with other users and provide customized services according to needs and desires. The study
has the following limitations. This may influence the progress of the research because the respondents' responses to the
mobile tourism app service are from different experiences. In addition the accuracy of providing accurate information, the
usefulness of using the mobile tourism app, and the ease of communicating with other users can be understood as being
relatively satisfactory.
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M o9i EA M O D7k 2t o= gl
ZAREE Q0T 2180 AnEe drgAyy sy S REC OB LAC S 2aedl HHE A, B8 %
2 QO8{B <Table 151t ZCh. Aol QOME Wxpt 118 DS or=o T A0 Tl SRR KEIZHE SAGHAC,
Table 1: Demographic characteristics
item division frequency(%) item division frequency(%)
Male 118(36.8 . Single 183(57.1
Gender Female 203263.2; Marriage Married I?/Iarriage 138242.9;
21~30 years 21(6.5) Graduate of College 16(5.0)
Age 31~40 years 107(33.3) Academic College Diploma 145(45.2)
41 ~50 years 183(57.1) Background Graduate School 152(47.4)
over 50 years 10(3.1) Graduate school Graduation 8(2.5)
profession 85(26.5) Between 2 ~ 3 Million 46(14.3)
employees 152(47.4) Between 3 ~ 4 Million 106(33.0)
Job self Z;r;\)lllgj;ents 722?26)1 ) Income Between 4 ~ 5 mfll?on 95(29.6)
official 3(0.9) Between 5 ~ 6 .mllllon 63(19.6)
housewife 5(16) Above 6 Million 11(34)
Table 2: Confirmatory factor analysis
Contents Estimate S.E. C.R. AVE CCR
Tourist app provides accurate information 1.265 0.091 13.966
Tourist app provides credible information 0.954 0.058 16.474
Information | Tourism app provides timely information 1 0.792 0.850
Tourism app provides relevant information 1.187 0.089 13.272
Providing detailed information for tourism service 1.239 0.084 14.687
There is no difficulty in using the app. 1.519 0.144 10.566
The service content is easy to understand. 1.337 0.146 9.14
Usefulness | There is no difficulty in searching the app. 1 0.814 0.867
Easy to use tourist app. 1.621 0.152 10.699
App provides timely information 1.566 0.146 10.701
Sightseeing apps are available when you need them 1.131 0.06 18.928
Mobility Easy to use tourism app on the go. 1 0.729 0.791
Connection is possible at necessary place 1.101 0.056 19.68
| feel safe when using the app. 0.789 0.075 10.479
Responsibility | Your privacy is safe when using the app 1 0.692 0.886
Confident to receive the promised service 1.254 0.105 11.966
Easy to communicate with other users 1
Empathy 15 Vide services tailored to your needs 0.881 0054 | 16289 | 0743 | 081
It is worth investing time when using the tourism mobile app. 1.049 0.27 3.891
Perceived The tourism mobile app is well worth the effort. 1 0.847 0.896
value It is worth paying for the tourism mobile app. 1.256 0.312 4.021 ' '
The tourism mobile app is worth using. 1.385 0.345 4.011
The use of the app was satisfactory. 1.106 0.147 7.515
. . The use of the app was nice. 1
Satisfaction The use of the app was not disappointing. 1.556 0.214 7.254 0.832 0.871
The use of the app was good. 1.695 0.226 7.495
| want to recommend to others to use the tourism mobile app. 1.356 0.14 9.683
Behaw.oral | W!|| reusg the tourism moblle. app. 1 0.786 0.853
Intention | will continue to use the mobile app. 1.197 0.111 10.789
The mobile app will be given priority next time. 1.247 0.123 10.135

X?=546.727, DF=319, p=0.000, RMR=0.087, GFI=0.909, AGFI=0.867, NFI=0.921,

IFI=0.964, TLI=0.950, CFI=0.963
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[ 0% OH 12
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o —
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Table 3: Discriminant Validity analysis

LIEHE 7420, RMR(0.083), GFI(0.906), AGFI(0.863), NFI
(0.917), IF1(0.925), TLI(0.945) B! CFI(0.959) §°| XNgt=X|+
7t AAXSE Yoot Qo FErHel R ES| MYk J|FE
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Z&(t=3.784, p<0.01)2 THEO| FO|HQl FkS OK|= A=
LIEfREOL), 412[dg(t=-1.129, p<1.0)2 THHO| FeIHQ Fts
OIXIX] Rt A= LIEHHTE MR, X[ZE 7HK|(t=3.361,
p<0.01)= ZHEO| FelXQl Fek2 DXz A= HERCE Ul
R, HEM(t=2.144, p<0.05)1t SZH(t=6.093, p<0.01)2 HS2|
=0 ReFel OXle A2z UEfReLl, {84
(t=-0.431, p<0.10), O|=4(t=-1.337, p<0.10), AlZ|d(t=-1.361,
p<0.10)2 #So|=0f FolHel Feks OXX| Rots A=
LIEHRACE. CHAM, X|Z{El 7HX|(t2.365, p<0.05), THE(t=2.144,
p<0.05)2 ALE2l:=0f RolHQl FeS OlXl= A= LIERIT,

3SES
ge2

Contents F1 F2 F3 F4 F5 F6 F7 F8
Information 0.792 0.049 0.082 0.094 0.057 0.173 0.216 0.133
Usefulness 0.222** 0.814 0.161 0.199 0.343 0.037 0.025 0.043
Mobility 0.287* 0.402** 0.729 0.227 0.287 0.120 0.078 0.106
Responsibility 0.308** 0.447** 0.477* 0.692 0.232 0.127 0.100 0.126
Empathy 0.239** 0.586** 0.536** 0.482** 0.743 0.002 0.066 0.145
Perceived value 0.416** 0.193** 0.347** 0.357** 0.048** 0.847 0.119 0.131
Satisfaction 0.465** 0.16** 0.281** 0.317** 0.258** 0.345** 0.832 0.104
Behavioral Intention 0.366** 0.208** 0.326** 0.356** 0.382** 0.363** 0.323** 0.786
X MEASE 0.015:F0M Fold X Al MFTL = X T AVE ¢}
Table 4: Parametric estimation results for research model
Path Estimate S.E. CR P Result
Information - Perceived value 0.185 0.072 2.575 0.01 Acceptance
Usefulness — Perceived value 0.097 0.072 1.351 0.177 Reject
Mobility — Perceived value 0.101 0.049 2.052 0.04 Acceptance
Responsibility — Perceived value 0.2 0.072 2.787 0.005 Acceptance
Empathy - Perceived value 0.441 0.113 3.915 i Acceptance
Information — Satisfaction 0.218 0.05 4.315 o Acceptance
Usefulness — Satisfaction 0.105 0.046 2.315 0.021 Acceptance
Mobility — Satisfaction 0.108 0.031 3.492 fd Acceptance
Responsibility — Satisfaction -0.044 0.039 -1.129 0.259 Reject
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Empathy — Satisfaction 0.163 0.043 3.784 o Acceptance
Perceived value — Satisfaction 0.504 0.15 3.361 o Acceptance
Information — Behavioral Intention 0.192 0.09 2.144 0.032 Acceptance
Usefulness — Behavioral Intention -0.03 0.07 -0.431 0.666 Reject
Mobility — Behavioral Intention -0.07 0.053 -1.337 0.181 Reject
Responsibility — Behavioral Intention -0.074 0.055 -1.361 0.174 Reject
Empathy — Behavioral Intention 0.708 0.116 6.093 i Acceptance
Perceived value — Behavioral Intention 0.52 0.22 2.365 0.018 Acceptance
Satisfaction — Behavioral Intention 0.707 0.33 2.144 0.032 Acceptance
X T ip <001, 1 p<0.05" 1 p<0.10
5. A& Gl AJAME 2 AF8o|z0f| RoFel Feg O|X|l= A2Z LIEHGC) 0|2t
22 24410= 2HY & Y 0|8 Al HIBL =S FXt

2 oo DHIY B W MH|AEMO| sIXIOl AME gotot JHX|7F SO =E ZHIY 2 HS ErRloA FH5t
N, 28X 0|=A, Al2|A U ZZH4o| MQQI0| HBHS Z{Lt, THO|EA|O|= MEe2 nEfaiist MKt e AL

) ) o O - o X obmo—l o — —o = A == 0 O H A 747 = 37 2 o _—
of X|ZtEl JpXiet BIS0| DIXE FHRAS morergck 12| 2 MEEC Ol 2 SABI0E ekl £ Aps of

- = - 2‘||. 7t 'c‘s|.7;||x-|2 7|.x|_7|_ olq_ 21:+);|._9| EH|-°' paF oH A-I
1 mHiYl B Y MHIASNO| AlgolEo) OXls ggmm  SH ES eES M. SE 2 &8 S
2 AZSIQICE E3H X|ZHEl JHK|QF OHEO| AF2O|Z 0| Ojk|= HA O|&0| CHst SE0| M2 &0o[st o|8A™A HIRE
= 0Oo PON - - == [ ] o — — . -

s 5 oo x=  A0I7| W0 0 BEo| AnTHAY 32 O/ 5+ A
010&]'.}7“2 7—I§o|.of| EI:I|-°| Iz oH A—IHIAE 7|.|A-|o|.04 xS N . T OT1So So= =2 T M
STTAZE B3 = U8 o == Al T 7o A} [SIx=2e] N EXNE SHANAM TAE
DLMEO| DHIY BLMEF IO S8 MEE XZSnA} A2 OMEH, BT AF0M SHE oM ZAE
SIQICH 2AMZTIE Qoks|DI Cre Tt 2L g = ACHH ZAR| M7t S gdE A2z 7|

A
Hm, 243 0|5y, MY, SHd2 XAE 7o 7
OXl= A2 LEIRCOLL /842 X|HE 7+

X0l FelXQl S OIXIX| Rot= A2 LIEfRCE 0|9
22 2420 MEdtd e 2 Ys Sl MElY9o| =
MBSt geet HFYEMEAE HSRD eH, 2R
H20M E= Ol SO 2& %S 0|83t RUSS W
= Utk 2 9E MEdt=H ANME HLH 020
ME|A WES Ofalstr] g, Al7| HEeh YEE K|
ASE mefet = UL mEtM CHE ABAED 2
Jtsst Haet 40| ME HEelE MHIAE A
A Aoz TEHECE =X, =25 F84Y, 0154,
| = OXl= A2 LtEfRteLt
DHEO| FolMel Fes OXIX| Rdts A= LIE}

ORI OK > ORI £@ not ot rlo

Olgt Zte BN Mol YHE AT, DoAY BT o
Aol 984, Bt F20IM HaItsY 9l CHE A8
Sifo| oAa50| o|42 ATfHOR BIEEIL &2 HO
2 ofsfE & UACL J2{Lt BHY B Aol HHY, el
Mot OfEl AH|A0| Cf$t 2412 Djoj%t Aoz ARSI,
Mot Al2INS 2t 4 Qs gors BMjo B o2
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