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Abstract: In this paper, users’ adoption intention for location-based advertising service in mobile
marketing was explored from the perspective of perceived benefit and the perceived sacrifice based on user
perceived perspective. Meanwhile, this paper also studied the influence of gender differences on user
adoption intention. By employing the structural equation model methodology, the data of 586 samples were
analyzed. The results show that the hedonic value, functional value and experiential value are the main
driving forces of users’ attitudes and use intention for mobile location-based advertising service. Privacy
concerns and perceived risks have significant negative effects on users’ attitudes to use. In addition, it was
fund from the research of gender differences that male users pay more attention to the privacy concern. In
contrast, female users are less awareness of the risk in the mobile advertising services.

Key words: mobile marketing; location-based advertising service; perceived value; adoption intention

:2019—04—16 :2019—10—24
(17YJC630155) ; (LGF18G010003, LGF19G010002, LGF19G010003) ;
(2017YFF0209001)
1979— >, s s ,

,E-mail: mer2013(@163.com



116 ( ) 2020 44
(Technology acceptance model, TAM)
, . Christiane
. i, TAM i
,2018 °
3698, 4 , 2017 39. 63%, , Gerpott
e - (Task individual
(CNNIC) 43 technology fit, TITF),
s 2018 12 . Shahrom ™
8 17 (Unified theory of
o, acceptance and use of technology, UTAUT),
’74—‘ b o ’
. . Fodor ™
, . LBS
-
, [10]
Murphy [V .
() .
(Location based service, LBS) , ,
GPS )
. 1 .
, ()
1.
, . ,Khoi M*
’ [13] ’ ’



117

HI.

H2.

H3.

___éﬁﬁﬁ__]
|
EEME W

igetE

RN E

14]
o
b
. .
[15-16]
N
.
N
,Robins""
o
[18]
b
b
o
b
.
b
b
b b

Y b
[24]
[25]
[26]
H4 .
H5.
3.
[28]

GPS

[27]

1)

[23]



118 ( ) 2020 44

H6. s

[30]

. Bagozzi , )

H7. s .

’ ’ ’ ] 50

N R Likert
[32] l

EN1
EN2 [34]
EN3
INF1
INF2
(INF) INF3
INF4
PES1
PES? . [36]
PES3
PRI
PR2
(PR) PR3

PR4
IRR1
IRR2 [18]
IRR3
ATT1
ATT2 [38]
ATT3

sI

SI2 [39]

SI3

All

Al2 [40]

Al3

(EN)

[35]

(PES)

[37]

(IRR)

(ATT)

(SD

(AD




2 119
, 3
o CR Cr;nlba}ch 7§ AVE
2018 4 13 2018 5 . pha
ENI 0. 876
’ EN2 0,883 0,898 0,887 0, 746
(EN)
, ~ EN3 0 832
, . INFI 0. 863
, 253 226 INF2 0. 873
. 908 0.897 0. 712
, X (INF) INF3 0. 793
.QQ.Email INF4 0 843
260 g6 PESI 0. 879
° ) PES2 0. 889 . 920 0.914 0.793
2 (PES)
o PES3 0. 904
(CFA) PRI 0, 847
PR2  0.905
. 938 0,927 0. 792
) (PR) PR3 0. 923
T PR4 0. 883
285 18 63 IRRI 0 941
301 51 37 (IRR) IRR2 0924 0,947  0.942 0 857
<20 123 20.99 IRR3 0912
21~30 318 54,27 ATTL 0. 873
31~ 40 80 13 65 oAt ATTZ 0886 0911 0.905 0.773
= 65 1109 ATT3 0 879
163 27 82 sh SI2 0.899  0.917  0.8911 0. 786
245 41 81 SI3 0844
146 24,91 AL 0,891
Py 60, 24 AD Al2 0,904 0,922 0 917 0, 797
/ 67 11. 43
118 20. 14 (
/ 13 2,22 ’
7 1L 19 . ,
<1 74 12. 63 , .
2~3 149 25, 43
4~5 266 45, 39
’ Q7.
> 97 16. 55
(AVE )
o7, AVE Q 5,
A Y
() AVE
Cronbach’ s a (CA) AVE
(CR) o 3 , . . AVE
Cronbach’ s a 0. 887, ,
o ) CR O. 7 1) o
0. 898 0. 947 . . (
o Amos 21. 0 , 2



2020 44

120 (
4
0. 864 — — — — — — —
0. 445 0. 844
0. 478 0. 422 0. 891 — — — — —
—0, 262 —0, 132 —0, 114 0. 926 — — — —
—0. 192 —0, 171 —0. 039 0. 291 0. 890
0. 465 0. 511 0. 478 —0. 305 —0, 232 0. 879 — —
0. 215 0. 275 0. 204 —0, 186 —0, 122 0. 273 0. 887 —
0. 322 0. 457 0. 462 —0. 114 —0, 187 0. 548 0. 437 0. 893
AVE .
5 , , 0. 001); , ,
37. 6% o 6
, ( —0. 172, P <<
D) ° O. 01); )
b . b
(
( 0. 337, P << 0. 384,P<C0. 001),
r ______ BN __1
I AR
| |
e ———
( =mm }
: R*=0475 !
l |
I e A :
| B )]
| |
wwneE v | 0 tTTTs==== 4
________ 0268
R=0.376
2 (n=586)
L 0. 001 I 0. 01 * 0. 05
5 )
T
H1 — 0. 253"  3.53
H2 — 0. 325" 389
H3 — 0. 337" 4,13 ’ ’
H4 - —o0. 112% 2 12 ’ ’
H5 — —0, 172% 2,76
HE6 - 0.384™ 457 ( —0.247,P<C0. 01),
H7 - 0. 268" 3. 64
’
6 D)
X*/df GFI AGFI CFI ~NFI NNFI RMSEA ’ ’
<3 >0.90 >0, 80 >0.90 >0 90 >0, 90 <0. 08 ° ’

1 67

0.912 0.875 0.947 0. 921

0. 958




2 121
( —0. 302, P<<0. 001),
( —0 182, P < o
0. 05), . 3
3 (n=1285)
4 (n=1301)
A Y
, , Yoon MV
, TAM , s



122

( ) 2020 44

Edwards [

. b
b
b o
b
o b A
o b
1) o
b
’ ’
~
b
o
b
’
b
N o
b b

[1] Dhar S, Varshney U. Challenges and business models
for mobile location-based services and advertising [ J].
Communications of the ACM, 2011, 54(5). 121-128.

(2] . 2018

[EB/OLJ]. (2019-04-26) [2019-05-
277]. http://www. chyxx.com/industry/201804,/635083.
html.

[3] (CNNIC). 43

[R/OL]. (2019-02-26) [2019-02-

28 ].  http://www. cac. gov. cn/2019-02/28/c

1124175686.htm.

[4] Noor M N M, Sreenivasan J, Ismail H. Malaysian
consumers attitude towards mobile advertising, the role
of permission and its impact on purchase intention; A
structural equation modeling approach[J]. Asian Social
Science, 2013, 9(5):135-153.

[5] Liu C, Sinkovics R R, Pezderka N, et al. Determinants
of consumer perceptions toward mobile advertising: A
comparison between Japan and Austria[ J]. Journal of
Interactive Marketing, 2012, 26(1).21-32.

[6] Christiane L, Ioanna C, Thomas H. Examining the
determinants of mobile locationbased services continuance
[C]// Proceedings of the 32nd International Conference
on Information Systems. Shanghai: DBLP Computer
Science Bibliography, 2011:1-18.

[7] Gerpott T J, Berg S. Determinants of the willingness to
use mobile location-based services: An empirical analysis
of residential mobile phone customers[J]. Business &
Information System Engineering, 2011, 3(5);: 279-287.

[8] Shahrom M, Kassim E S, Humaidi N, et al
Continuous usage intention of location-based services
(LLBS) technology among smartphone users in Malaysia
[J]. Pertanika Journal of Social Sciences & Humanities.,
2017, 25. 299-307.

[9] Fodor M, Brem A. Do privacy concerns matter for
Millennials  Results from an empirical analysis of
location-based services adoption in Germany [ ] J.
Computers in Human Behavior, 2015(53): 344-353.

[10] Hassanein K, Head M. Manipulating perceived social
presence through the web interface and its impact on
attitude towards online shopping [ J ]. International
Journal of Human-Computer Studies, 2007, 65 (8):
689-708.

[11] Murphy P, Pritchard M P, Smith B. The destination
product and its impact on traveller perceptions [ ] ].
Tourism Management, 2000, 21(1): 43-52.

[12] Khoi N H, Tuu H H, Olsen S O. The role of
perceived values in explaining Vietnamese consumers’
attitude and intention to adopt mobile commerce[]].
Asia Pacific Journal of Marketing and Logistics. 2018,
30(4): 1112-1134.

[13] Ducoffe R H. Advertising value and advertising on the
Web[J]. Journal of Advertising Research, 1996, 36

(5): 21-35.
[14] Ha Y W, Lee M C P E. A framework for mobile SNS
advertising effectiveness; User perceptions and

behaviour perspective [ J]. Behaviour & Information
Technology, 2014, 33(6): 1333-1346.
[15] , ; .
L1l .



123

2019, 33(3): 35-46.
[16] . . ,oo TPB
[Jl. , 2016(21) .
71-73.

[17] Robins F. The marketing of 3G []]. Marketing
Intelligence & Planning, 2003, 21(6): 370-378.

[18] Xu D J. The influence of personalization in affecting
consumer attitudes toward mobile advertising in China
[J1. Journal of Computer Information Systems, 2006,
47(2) . 9-19.

[19] Zeithaml V A. Consumer perceptions of price, quality,
and value: A means-end model and synthesis of
evidence[ J]. Journal of Marketing, 1988, 52(3): 2-22.

[20] Wang H Y, Wang S H. Predicting mobile hotel
reservation adoption: Insight from a perceived value
standpoint [ J ]. International Journal of Hospitality
Management, 2010, 29(4): 598-608.

[21] Strom R, Vendel M, Bredican J. Mobile marketing: A
literature review on its value for consumers and
retailers [ J ]. Journal of Retailing and Consumer
Services, 2014, 21(6) . 1001-1012.

[22] Zhou T. An empirical examination of user adoption of
location-based services [ J ]. Electronic Commerce
Research., 2013, 13(1). 25-39.

[23] Edwards S M, Li H R, Lee J H. Forced exposure and
psychological reactance: Antecedents and consequences
of the perceived intrusiveness of pop-up ads[J]. Journal
of Advertising, 2002, 31(3): 83-95.

[24] Coursaris C K, Sung J. Swierenga S J. Exploring

SMS-based
perceptions [ J ]. International Journal of Electronic
Finance, 2012, 6(2):143-156.

[25] Lin T T C, Paragas F, Goh D, et al. Developing
location-based mobile advertising in Singapore: A

LT 1.
Forecasting and Social Change, 2016(103) . 334-349.

[26] Pelsmacker P D, van den Bergh J. Advertising content

antecedents  of mobile  advertising

socio-technical — perspective Technological

and irritation [ J]. Journal of International Consumer
Marketing, 1999, 10(4) . 5-27.

[27] Sirdeshmukh D, Singh J, Sabol B. Consumer trust,
value, and loyalty in relational exchanges[J]. Journal
of Marketing, 2002, 66(1). 15-37.

[28] Hsiao W H, Chang T S. Understanding consumers’
continuance intention towards mobile advertising: A
theoretical framework and empirical study [ J J.
Behaviour &. Information Technology, 2014, 33(7):
730-742.

[29] Ran W, Hao X M, Ji P. Examining user behavioral

response to SMS ads: Implications for the evolution of

the mobile phone as a bona-fide medium[ J ]. Telematics
and Informatics, 2010, 27(1). 32-41.

[30] Deutsch M, Gerard H B. A study of normative and
informational  social influences upon individual
judgment [ J]. The Journal of Abnormal and Social
Psychology, 1955, 51(3): 629-636.

[31] Bagozzi R P, Lee K H. Multiple routes for social
influence: The role of compliance, internalization, and
social identity[ J]. Social Psychology Quarterly, 2002,
3(65): 226-247.

[32] Putrevu S. An examination of consumer responses
toward attribute- and goal-framed messages|J ]. Journal
of Advertising, 2010, 39(3): 5-24.

[33] Haider M J, Gao C C, Akram T, et al. Does gender
differences play any role in intention to adopt Islamic

[J]. Journal of Islamic
Marketing, 2018, 9(2): 439-460.

[34] Tsang M M, Ho S C, Liang T P. Consumer attitudes

mobile banking in Pakistan

toward mobile advertising: An empirical study [J].
International Journal of Electronic Commerce, 2004, 8
(3): 65-78.

[35] Alalwan A A, Dwivedi Y K. Williams M D.
Customers’ intention and adoption of telebanking in
Jordan [J]. Information Systems Management, 2016,
33(2): 154-178.

[36] Saadeghvaziri F, Hosseini H K. Mobile advertising:
An investigation of factors creating positive attitude in
Iranian customers [ J ]. African Journal of Business
Management, 2011, 5(2) . 394-404.

[37] Smith H J, Milberg S J, Burke S J. Information
privacy: Measuring individuals’ concerns about
organizational practices[ J]. MIS Quarterly, 1996, 20
(2): 167.

[38] YuJ, Lee H, Ha I, et al. User acceptance of media
tablets: An empirical examination of perceived value
[J]. Telematics and Informatics, 2017, 34 (4): 206-
223.

[39] Venkatesh, Morris, Davis. et al. User acceptance of
information technology: Toward a unified view []].
MIS Quarterly. 2003, 27(3): 425.

[40] Zhu T, Lu Y B, Gupta S. How do network
externalities affect customers’ adoption intention in
mobile app store: From a perception of consumer
perceived value [ J]. International Journal of Mobile
Communications, 2018, 16(5): 493-512.

[41] Yoon S, Kim J, Connolly D J. Understanding
motivations and acceptance of location-based services
[J7]. International Journal of Hospitality & Tourism
Administration, 2018, 19(2). 187-209.

( : )



