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[Abstract]

In the competitive mobile entertainment industry, it is well recognized that service quality and perceived value must be improved
to secure a competitive advantage. This study explored the relationships among service quality, perceived value, customer
satisfaction, and customer loyalty in mobile entertainment applications. A survey including 281 users of mobile entertainment
applications was conducted, and the data were analyzed using SPSS and Amos 29.0. The analysis reveals several key findings:
First, service quality significantly and positively influences perceived value, customer satisfaction, and customer loyalty. Second,
perceived value significantly and positively influences both customer satisfaction and loyalty. Third, customer satisfaction
significantly and positively influences customer loyalty. Finally, mediation analysis shows that perceived value and customer
satisfaction partially mediate the relationship between service quality and customer loyalty. This study offers valuable insights for

mobile entertainment application providers seeking to achieve a competitive advantage and foster long-term customer loyalty.
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7FE Alew, 20th7F 909(32.0%) 0= 7Y B vl
214 g}, 30ThE 827(29.2%), 40t 49‘33(17,4%), 504
o]/ 33H(11.7%) 2.2, 20the} 30t/ Atjdos =2
H&S Btk A as g42lo] 131%(46.6%) .= 7}
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71e} Aol sfdshs 9@ R= 287(9.9%) 0| 1T 1S 5=
Z9 ARy, 1?zhL Z9 olsl7} 839(29.5%), AL 8t
9l 2AA7F 1569(55.5%), ek sHel A |AR= 427
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E 1. SEAS T SAHSH EY
Table 1. Demographic characteristics of respondents

Variable Category Frequency Percentage
Gender male 146 52.0
female 135 48.0

below 20 27 9.6

20-29 90 32.0

Age 30-39 82 29.2
40-49 49 17.4

over 50 33 1.7

employed 131 46.6
self-employed 35 12.5

Occupation

student 87 31.0
others 28 9.9
. high school or below 83 29.5
Edluecvitlmn bachelor’s degree 156 55.5
postgraduate degree 42 14.9

4-2 ME|31t EtEd M

’\Jfﬂ/‘ég Cronbach sa %k% 2 A=slt
Hol ehdAds AS3] Aal G914 a91wAs AAlEkIt
¥ 29 vpeRt vie} o] BE WMa=5-9] Cronbach’s a #+]
0.856 o]} & 7]%x]9] 0.7 23} 5lo] AL 3 E.O]'_L.
ATHS4]. B17 a1 o] Aa) x2 = 161.062, d.f
84, x#/d.f. = 1.917, TLI = 0.965, CFI = 0.972, NFI =
0.944, RMR = 0.021, RMSEA = 0.057% Y¥Eh}, Hair et
al.[55]0] AAGE Bdl AEw 73S 2Zsla Q)
A 1338t 2d¥ A fk(factor loading)e] 0.656<
ZIste] 7122181 0.5 oo g g BRAS S5skelth
3 Al X (composite reliability, CR) k2 0.8479l 4
0.950 AfelzZ 7]EX]el 0.70 oldolH, HEAG=
(averaged variance extracted, AVE) & 0.6539l4]
0.827 A}Oli NZA9) 05 ooz A% B s
—‘TL_‘rBé E]r%*é

24 2k 3 300 ANl ek 2H T
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Hel AVE #te] Alto] vh 47 1] diAleE =
Ik Ao veh, I Bl o] A EH ATH56].

£ 2. N2l 2 soln 2018y

Table 2. Reliabilities and confirmatory factor analysis

Construct Fact.or CR AVE Cronbach's
Loading ¢
0.878
Service 0.952 0.847 | 0.653 0.862
Quality
0.656
0.791
; 0.757
Perceived 0.950 0.827 0.856
Value 0.754
0.791
0.827
0.830
SCL{Stom?f 0.937 | 0.787 0.911
atisfaction 0.904
0.844
0.692
0.929
Customer 0.939 0.796 0.895
Loyalty 0.729
0.897

Note: x* = 161.062, d.f. = 84, x?/d. f. =1.917, TLI = 0.965, CFI
=0.972, NFI = 0.944, RMR = 0.021, RMSEA = 0.057.

E 3. B By
Table 3. Discriminant validity

Construct Service Perceived | Customer | Customer
Quality Value Satisfaction Loyalty

Service

Quality 0.808

Perceived 0.398 0.910

Value

Customer | 353 0.612 0.887

Satisfaction

Customer | 474 0.568 0.660 0.892

Loyalty

Note: The square roots of AVEs are along the diagonal in
bold.
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Table 4. Hypothesis Verification Results
Relationship yél SE. CR. yel Result

H1. Service
Quality — 0.398|0.067 | 5.635| 0.000""" | Supported
Perceived Value

H2. Service

Quality — .
Customer 0.130]0.038 | 2.135| 0.033

Satisfaction

H3. Service
Quality — 0.232|0.053 | 4.036 | 0.000"™" | Supported
Customer Loyalty
H4. Perceived

Value — 0.560 | 0.071 | 7.936 | 0.000" | Supported

Customer
Satisfaction

Supported

H5. Perceived
Value — 0.196|0.069 | 2.775| 0.006""
Customer Loyalty

Supported

H6. Customer
Satisfaction — 0.458|0.071 | 6.273 | 0.000"™" | Supported
Customer Loyalty

Note: "p < 0.05, “"p < 0.01, ""p < 0.001.
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Table 5. Mediation Analysis Results

Indirect Effect

B 0

Service Quality — Customer Satisfaction
0.060
— Customer Loyalty

Path

0.003™"

Service Quality — Perceived Value —
Customer Satisfaction— Customer 0.102 0.059
Loyalty

Service Quality — Perceived Value — .
Customer Loyalty 0.078 0.032

Perceived Value — Customer
Satisfaction — Customer Loyalty 0.257 0.059

Note: "o < 0.05, ""p < 0.01.
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