
SANYU ZHANG: A STUDY OF FACTORS INFLUENCING MOBILE INTERNET USER BEHAVIOR BASED ON . . . 

DOI 10.5013/IJSSST.a.17.14.19 19.1 ISSN: 1473-804x online, 1473-8031 print 

A Study of Factors Influencing Mobile Internet User Behavior Based on the 
Business Scenario of Mobile Entertainment Applications 

 
Biao Wang 1,* 

 
1 School of Business Administration 

Jiangxi University of Finance and Economics 
Nanchang, Jiangxi, China. 

 

Abstract — From the perspective of consumer perceived value, the paper analyses the customer behaviour in the business scenario 
of mobile entertainment applications. Through analysing data from 417 mobile Internet users as samples, the paper has tested the 
effects of consumer perceived value (functional value, emotional value and perceived benefits) on consumer behaviour. In addition, 
the paper has examined the indirect implications of consumer trust. The research found that the motivations of consumer 
behaviour for mobile entertainment service users are different. Specifically, perceived usefulness, perceived pleasure, perceived 
experience and perceived price level significantly influence perceived value, thereby they significantly influence the willingness to 
pay. In addition, perceived flexibility, perceived involvement and perceived risks significantly influence consumer trust. Further, 
consumer trust positively affect consumer perceived value and willingness to use as customers significantly. Finally, we discuss the 
findings, limitations of the research and implications for future studies. 
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I. INTRODUCTION 

As the number of mobile internet user is booming, a 
variety of related services and applications have emerged and 
updated constantly, such as mobile music, mobile payment, 
mobile game, and video applications. Increasing numbers of 
consumers are found accessing internet through mobile 
device in various occasions: during commuting, in the 
lounge of the office, in the cafe, in the waiting room, etc. 
And application services of reading, music listening, movie 
watching related are most favored. According to Iresearch 
Consultant Company, the number of Chinese internet users is 
649 million in 2014.  Among the internet users, the number 
of mobile internet user is 557million and the penetration rate 
of mobile internet users is 81%. In specific, by June 2015, 
the number of 3G and 4G internet users has accumulated 
more than 670 million, among which the number of 4G 
internet user is 225million.Thus, it allows the development 
mobile internet market. Meanwhile, smart phone market in 
China was thriving in 2014 and the sales volume of smart 
phone is 420million. Therefore, it is reasonable to predict 
that the emerging and thrive of internet industry would 
generate revolutionary implications on industry chain, 
business model and consumer behaviors. Therefore, clarify 
the attributes and behaviors when using these internet 
services is a practical research field. In specific, examining 
the using behavior of internet users, explaining the factors 
that influence those behaviors and understanding the 
attributes of accessing to the applications has significant 
importance for the applications design, and operation 
decisions of new mobile business. The study is based on the 
business scenario of mobile entertainment applications. 
Through reviewing the literature and analyzing the website 
accessing data and consumer experience of entertainment 

applications customers, the paper aims to clarify the internal 
factors that would influence the willingness to use and 
consuming behaviors of entertainment applications users to 
open the black box of behaviors of mobile internet user in 
terms of consuming entertainment applications. 

II. MODEL AND HYPOTHESES  

The interests of scholars for mobile internet related 
projects are emerging. And the majority of them focus on the 
mobile internet industry, industry value chain, mobile inter-
net operation and marketing (Yang, Zhang and Man 2010). 
However, the study on behaviors of mobile internet users is 
still in the initial stage. Especially, as the difficulty of data 
collecting and complexity of user behaviors, the under-
standing for behaviors of mobile internet user is limited in 
China. 

Currently, the existing consumer adoption theories are 
Theory of Reasoned Action Theory of Reasoned Action 
(Fishbein and Ajzen 1975), Theory of Planned Behavior 
(Ajzen 19850), Theory of Planned Behavior (Ajzen 19850), 
Technology Acceptance Model (Davis 1989), Innovation 
Diffusion Theory (Rogers 1995), etc. Among the models 
above, TAM which is brought up by Davis is widely applied. 
The model well explains the acceptance of workers in 
organizations towards information systems. However, it has 
several limitations as it has only two dimensions: perceived 
easiness to use and perceived usefulness. In addition, the 
majority of existing studies on the adoption behavior of 
mobile internet user are developed applying TAM frame-
work. Technology Acceptance Model and innovation 
diffusion theory claim that perceived flexibility of users 
influences perceived usefulness positively in the mobile 
Internet service (Nicolas, Castillo and Bouwman 2008). Ku 
and Yen (Kuo andYen 2010) studied the effects of perceived 
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useful-ness, perceived easiness of use, and perceived cost on 
adoption behavior of 3G mobile internet users. 

Kim Chan and Gupta (Kim, Chan and Gupta 2007) 
proposed the mobile internet user adoption model based on 
perceived value. They believe that perceived usefulness, 
perceived entertainment, perceived technology, and 
perceived cost influence the adoption behavior of mobile 
users respectively through perceived value as a mediator. 
Cheong and Park (Cheong and Park) found that perceived 
entertainment and perceived price level are essential factors 
that influence mobile internet user’s attitudes and behaviors. 
From the perspective of perceived value, Kim(Kim and Lee 
2005 )focuses on the effects of perceived benefits get (use-
fullness and entertainment) and perceived lost (perceived 
price and technical specialization) on perceived value, and he 
validate that perceived value influences the  willingness to 
use as consumers. From the perspective of interests, cost and 
risks, Chinese scholar Yongqing Yang, Jilong Zhang.etc 
(Yang, Zhang and Man 2010) studied the adoption behav-
iour of mobile internet users and they found that the per-
ceived usefulness, perceived entertainment and perceived 
cost of mobile internet users significantly influence the per-
ceived value, and user’s innovation awareness significantly 
negatively influence the perceived value and the willingness 
to use. 

Based on the review of the literature in the studies of 
antecedents variables of mobile internet users, the individual 
adoption of mobile commerce in most studies is based on 
technology acceptance model and other related model with-
out analyzing the  specification and effects of internal 
dimensions of perceived value. In addition, these researches 
haven’t integrated the influence factors effectively. There-f 
fore, from the perspective of customer perceived value, the 
study would integrate TAM, TRA, and IDT theory and the 
paper would focus on the mechanism of how the 
entertainment application user’s behaviors are influenced 
through empirical research which considers trust as a 
mediator. 

In the research model, customer perceived value is the 
overall evaluation of the utility of a product or service from 
the perspective of consumers and it is the outcome that users’ 
compare perceived benefits get with their benefits lost based 
on the service of mobile internet business providers. Also, it 
is an important antecedent that influences the willingness to 
use. Based on the scenario of entertaining application 
business, the paper will analysis the mechanism of how the 
willingness to use of mobile internet users is influenced 
through analyzing 3 dimensions: perceived functional value, 
perceived emotional value and perceived benefits (Sweeney 
and Soutar 2001). The study believes that customer 
perceived benefits represent interests that include perceived 
functional value and perceived emotional value .In specific, 
perceived functional value reflected by perceived usefulness, 
perceived easiness to use, and perceived flexibility; 
perceived emotional value is reflected by perceived pleasure 
and perceived experience; Perceived benefit describes cost 
including perceived price level and perceived risks. 

A. Functional Value 

Samples are collected according to the following two 
principles: ①representativeness of road section. The road 
section must be typical high liquid limit soil road, namely, it 
must be of typical significance for knowing the present 
situation and following treatment of high liquid limit soil; 
②representativeness of usage. It must be typical to be used 
as sub-grade filling material. 

 

 

 

 

 

 

 

 

 

 

Figure 1. Theoretical model. 

According to Technology Acceptance Model, for mobile 
internet users, the important aspects of perceived content of 
mobile internet service are perceived usefulness and 
perceived easiness to use. Perceived usefulness is one of the 
core variables in TAM, and it describes the level of 
satisfaction that is generated by using a certain system 
through improving work performance (Davis 1989). The 
existing researches have validated that perceived usefulness 
influences user’s adoption behavior positively. For example, 
Kim believes that usefulness is the external representation 
of a product quality. It is the estimation of the utility of 
product based on the product quality and users ‘needs’ (Kim 
and Lee 2005). For mobile entertainment service users, 
perceived usefulness is reflected through accessing to rich 
entertainment service resources to satisfy the needs of 
reading, listening, watching and gaming. In addition, 
perceived easiness to use is a variable of TAM which 
describes the easiness of users using a certain system. For 
mobile internet, if customers feel that the service is user 
friendly in the initial stage of using, the inclination of using 
it would increase as well as the utility that perceived by 
customers( Kuo and Yen S 2008). In addition, using 
occasion is an antecedent applied frequently in theoretical 
frameworks. Also, scholars believe that using occasion is an 
important variable that influences using behaviors of mobile 
internet users. Mobile services show differences in various 
technologies and occasions. And they should be highly 
flexible and adaptable in terms of techniques. Kim etc. (Kim 
and Lee 2005) pointed out that the using occasions of 
mobile internet are represented by individual occasions and 
environmental occasions.  And both of them would affect 
user’s behaviors. Verkasalo and Davis (Venkatesh and 
Davis 2000) studied the effects on users’ behaviors 
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generated by a variety of mobile internet using occasions 
which include office, home and on the go. Liu and Li(Liu 
and Li 2011) studied the effects of using occasions on the 
adoption behavior of mobile gamer. And they claim using 
occasion is the key factor that influences the behavior that 
users adopt entertaining mobile service. Therefore, this 
paper proposed hypotheses as follows: 

Hypotheses 1.1～Hypotheses 1.3：Users perceived use-
fulness1, perceived easiness of use and perceived flexibility 
would significantly influence user’s perceived value 
positively. 

B. Emotional Value 

Current studies have demonstrated that recreation and 
game playing are one of the main motivations that users 
involve in entertaining application services. Churchill has 
proved the recreational characteristics influence the 
behaviors that users get involved in the service (Churchill 
1979). When developing the model that factors influence 
consumer information searching for websites, perceived 
level of entertaining is identified as an independent variable. 
It is believed that improving individuals’ passion for 
shopping would enhance the motivation of information 
searching for shopping, and individuals’ willingness to 
participate the website activities would positively affected 
by the constantly perceived pleasure of shopping during the 
process (Deng, Lu and Zhang 2007). In fact, perceived 
pleasure and perceived involvement are key emotional 
dimensions that individuals participate in a certain activity.  
Compared with perceived usefulness and perceived easiness 
of use, perceived level of entertaining is an internal 
motivation of users and it is a representation of internal 
factors. In specific, When a user consider a certain 
technology is amusing, positive attitudes are likely to be 
generated, such as happy, thrill and satisfied. Thus the 
inclination of use would be influenced indirectly. Mobile 
entertainment applications are services that provide music 
listening, video watching, reading and other entertaining 
functions. To sustain consumers’ willingness to use the 
service, the entertaining value has to be offered. Therefore, 
the paper believe that perceived pleasure and perceived 
involvement would significantly affect consumers’ 
willingness of use. Thus, this study proposed hypotheses as 
follows: 

Hypothesis1.4and Hypothesis1.5：In mobile entertainment 
app services, consumer perceived pleasure 4 and perceived 
involvement 5 would significantly influence consumer 
perceived value positively. 

C. Perceived  Benefits 

Perceived benefits represent the experience that users 
have to take risks and pay the cost to use the mobile service. 
In general, perceived benefits include perceived cost, 
perceived risks (privacy risk and safety risk), etc. Wood and 
Scheer claim that perceived risks have sociological, 
functional and economical influences (Wood and Scheer 
1996). From the perspective of perceived risks, Hirschman 

predicted the popularity of electronic services in consumers. 
Also, he validated 6 dimensions of risks: financial risks, 
functional risks, psychological risks, social risks, privacy 
risks and time risks among which functional risks, time risks, 
financial risks and privacy risks have dominant influence on 
consumers’ willingness of accepting the electronic services 
(Hirscgman，Holbrook B 2005). Similarly, some scholars 
explore the relationship between consumer perceived risks 
and the antecedents as well as the relationship between 
consumer perceived risks and the consequence variables in 
the internet shopping scenario. The empirical research found 
that service risks, functional risks and privacy risks 
significantly affect consumers’ willingness to shopping on 
the internet and service risks, functional risks and privacy 
risks show negative correlation with consumers’ willingness 
to shopping on the internet (Lee 2005). Plenty of scholars 
claim that the dimensions of perceived risks are testified in 
different background. While the shared value is admitting 
that when consumers making shopping decisions, the risks 
they perceived are not single structured. A great many of 
studies demonstrate that it is necessary to consider 
perceived risks as multi-dimension structured when 
examining a certain product or service. This paper identified 
two dimensions –perceived price level and perceived risks –
to describe the economic and noneconomic lost when 
consumers are using mobile entertainment services. And the 
estimation of risks above would negatively influence users’ 
willingness to use the service. Therefore, we propose 
hypotheses as follows: 

Hypothesis1.6 and Hypothesis 1.7bg ： In mobile 
entertainment app services, consumer perceived price level 
6 and perceived risks would significantly influence 
consumer perceived value negatively. 

D. Trust 

Trust is still an important factor in the mobile internet 
business scenario. It is the faith of consumers (mobile 
service users) about the capacity, honesty, and the 
benevolence of sellers (mobile services providers), which 
represents the confidents of consumers to the future 
behavior of the service provider. In addition, trust is the 
antecedents that influence mobile services users using 
mobile internet services (Grewal，Monroe and Krishnan 
1998). Existing studies demonstrate that trust is based on 
consumers’ comparison between the cost and benefits. In 
other words, if consumers believe that trusting the 
counterpart would bring about more interests, he or she 
would choose to trust. Otherwise, he or she would choose 
not to. Also, user perceived flexibility, perceived pleasure, 
perceived experience, perceived level of price and perceived 
risks would affect the perception of capability, honesty and 
benevolence of service providers. Therefore, we propose 
hypotheses as follows: 

Hypotheses2.1~Hypotheses2.3: In mobile entertainment 
app services, consumer perceived usefulness1, perceived 
easiness to use 2, and perceived flexibility 3 would 
significantly influence consumer trust positively. 
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Hypothesis2.4 and Hypothesis2.5: In mobile 
entertainment app services, consumer perceived user 
pleasure4 and perceived involvement 5would significantly 
influence consumer trust positively. 

Hypothesis2.6 and Hypothesis2.7: In mobile 
entertainment app services, consumer perceived level of 
price 6 and perceived risks would significantly influence 
consumer trust negatively. 

In addition, trust would affect users’ perceived value. 
When a user trust the service provider, he or she tend to 
expect that the service provider has the capability and be 
able to close the deal or complete the services honestly for 
the interests of consumers. Thereby, trust would increase 
perceived value of users. While if a consumer does not trust 
the service provider, he or she would not expect the high 
value from the seller.  

Base on Theory of Rational Action (TRA), trust would 
significantly influence the motivation of behaviors. 
Therefore, perceived value and trust would significantly 
affect consumers’ willingness to use. And trust could 
neutralize the uncertainties of actions as well as facilitate the 
using behavior. 

Hypothesis 3： In mobile entertainment app services, 
user perceived trust would significantly influence user 
perceived value. 

Hypothesis 4： In mobile entertainment app services, 
user perceived trust would significantly influence users’ 
willingness to use the service. 

Hypothesis 5： In mobile entertainment app services, 
user perceived value would significantly influence users’ 
willingness to use the service. 

III. RESEARCH DESIGN  

A. Questionnaire Design and Variable Measurement 

The study will test the research model and hypotheses 
though questionnaires. All of the indicators come from the 
existing literature and they are adjusted through considering 
the scenario of mobile entertaining applications in Chinese 
culture. Delphi method was applied to discuss and modify 
the initial scale. The study would apply Likert 7 as the index 
measurement and 1-7 represents extremely agree to 
extremely disagree respectively. Afterwards, the modified 
questionnaire was sent to 32 university students (Doctor 
students are included)who had the experience of using 
mobile internet to conduct the pre-test. And based on the 
results of the pre-tests, some questions were modified. 
Finally, the final questionnaire was developed through 
constant refine. The table below lists the variables definition 
and the sources. 

 
 
 
 
 

TABLE I VARIABLE DEFINITION AND MEASUREMENT 

Variables Definition 
Item 

number 
source 

Perceived 
usefulness(PU) 

Users perceived the function or 
level of value of the mobile 

service 
4 

Reference 
[15] 

Perceived 
easiness to 
use(PEM) 

Users perceived the usefulness 
to use the mobile service 

2 
Reference 

[15] 

Perceived 
flexibility(PM) 

Users perceived the flexibility 
of the mobile service using in 

certain situation 
3 

Reference 
[15] 

Perceived 
pleasure(PEN) 

The level of fun using the 
mobile service 

3 
Reference 

[18] 

Perceived 
involvement(F) 

Users perceived level of 
involvement and experience 

3 
Reference 

[18] 

Perceived price 
level (PFC) 

Users perceived the level of 
costly using the mobile service 

3 
Reference 

[9] 

Perceived 
risks(PRI) 

Users perceived risks using the 
mobile service 

3 
Reference 

[10] 

Perceived 
value(PV) 

Users perceived outcome of 
comparison between the cost 
and benefits using the mobile 

service 

3 
Reference 

[8] 

Trust (TRC) 
Users perceived trust using the 

mobile service 
2 

Reference 
[11] 

Accessing 
behavior(BI) 

The actual behaviour of user 
accessing mobile entertaining 

websites 
2 

Reference 
[9] 

B. Data Collection and Sample Description 

The study adopts the questionnaire survey method and 
identifies mobile entertaining application users as subjects. 
The data is collected by internet based technologies, such as 
Emil, online chat room, SNS, etc. The study focused on an 
internet enterprise which provides mobile entertaining 
application services in Jiangxi Province and the data is 
collected by sending out questionnaires to the actual clients 
of the company. The total number of the questionnaires that 
was sent out is 600. And the number of valid response is 417, 
which makes a 69.5% effective response rate. According to 
the descriptive statistics information of the data, males 
account for 48.2% of the total number and females are 
responsible for 51.8% of the total responded subjects; the age 
from 20-25account for 57.5% and 25-30 account for 22.8%. 
And the number of samples that come from subjects that 
aged above 30 and less than 20 is small; from the aspect of 
education background, undergraduates, college students and 
students with higher degree than master (graduates included) 
account for 54.8%, 18.9%, 34.7% respectively. And other 
subjects have graduated from high school. In addition，most 
of subjects’ individual consumption (on mobile internet) per 
month is less than 50RMB. Statistical characteristics are 
shown in table II . 
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TABLE II TABLE TYPE STYLES 

item Range 
Perce
ntage 

item Range 
percentag

e 

Gender 

Male 
48.2
% 

Individual 

consumption 
per month 

Less than 
500RMB 

8.9% 

Female 
51.8
% 

500-
1000RMB 

31.5% 

Age(yea
r) 

Less 
than20 

11.4
% 

1000-
1500RMB 

35.9% 

20-25 
57.5
% 

More 
than1500R

MB 

23.7% 

25-30 
22.8

% 

Individual 
consumption 

on cell 

phone 

Less than 

50RMB 
23.1 

above3

0 
8.3% 

51-

100RMB 
40.7% 

Educatio
n 

backgro

und 

Degrees 

that are 
lower 
than 

bachelo
r 

10.5
% 

101-
200RMB 

23.8% 

bachelo
r 

54.8
% 

201-
300RMB 

7.7% 

Master 
34.7
% 

More than 
300 RMB 

4.7% 

C. Data Analysis 

The study would analyse the data in two stages. First, the 
model would be tested by exploratory factor analysis (EFA) 
and confirmatory factor analysis (CFA) to test the reliability 
and validity. After that, structural equation model is applied 
to conduct hypothesis tests. Descriptions and analyses in 
detail are as follows:  
1) Exploratory Factor Analysis 

This study applied the software SPSS 13 to conduct 
exploratory factor analysis. Before the analysis, KMO value 
was calculated and Bartlett's test of sphericity was conducted 
to examine whether the data fit exploratory factor analysis. 
The result shows the KMO value of the data is 0.813 and the 
Chi-square value of Bartletts’ vertical ball test is 6129 
(degree of freedom is 312), which means the observation 
variable is suitable for principal component analysis (The 
closer KMO value with 1, the stronger correlation between 
questions. And the exploratory factor analysis is more 
suitable for the data.) . Then, principal component analysis is 
conducted after the maximum variance cross rotation. 
Factoring with a standard of latent root is higher than 1, the 
factor matrix is rotated in maximum variance method. The 
outcome of the rotation is 9 factors that latent root is higher 
than 1 and the accumulated explained variance is 75.78%. 
The structure of factors is clear and the factor loading of 

each indicator is higher than other cross factor loading, 
which indicates s a solid convergent validity. 
2) Confirmatory Factor Analysis 

The study applies software LISREL, and partial least 
square method is applied to conduct confirmatory factor 
analysis. In addition, composite reliability and Cronbach's 
alpha coefficient are used to analyze the reliability and 
convergent validity is measured through Average Variance 
Extracted method of the indicators. According to the 
outcome(see table 3)，both the Cronbach's alpha coefficient 
and composite reliability (CR) of each indicator are higher 
than 0.8.  And most standard loads of indicators are more 
than 0.7 and AVE of the indicators are higher than 0.5, 
which indicates a relative good f convergent validity and 
reliability. Moreover, by comparing the square root of 
Average Variance Extracted with correlation coefficient of 
factors, the study found that the square root of each factor’s 
AVE is higher than the correlation coefficient that between 
this factor with other factors. This indicates a good   
discriminatory validity. 

TABLE III TABLE TYPE STYLES 

Variables 
indicator

s 

Standar

d load 

Cronba
ch’s 

Alpha 

Comp
osite 

Reliab
ility 

AVE 

Perceived 
usefulness 

(PU) 

PU1 0.867 

0.911 0.915 
0.80

2 

PU2 0.912 

PU3 0.907 

PU4 0.878 

Perceived easi 

 

ness to use 
(PEM) 

PEM1 0.802 

0.879 0.907 
0.77

9 PEM2 0.906 

Perceived 

flexibility(PM
) 

PM1 0.779 

0.886 0.915 
0.83

4 
PM2 0.845 

PM3 0.897 

Perceived 

pleasure 
(PEN) 

PEN1 0.919 

0.906 .0932 
0.83

4 
PEN2 0.926 

PEN3 0.889 

Perceived 

involvement 
(FL) 

FL1 0.910 

0.917 0.946 
0.85

5 
FL2 0.922 

FL3 0.925 

Perceived 

price 
level(PFC) 

PFC1 0.835 

0.819h 0.826 
0.61

9 
PFC2 0.816 

PFC3 0.698 



SANYU ZHANG: A STUDY OF FACTORS INFLUENCING MOBILE INTERNET USER BEHAVIOR BASED ON . . . 

DOI 10.5013/IJSSST.a.17.14.19 19.6 ISSN: 1473-804x online, 1473-8031 print 

Perceived 

risks (PRI) 

PRI1 0.803 

0.831 0.831 
0.67

9 
PRI2 0.821 

PRI3 0.766 

Perceived 

value (PV) 

PV1 0.835 

0.774 0.911 
0.91

3 
PV2 0.972 

PV3 0.831 

Trust(TRC) 
TRC1 0.878 

0.813 0.854 
0.78

9 TRC2 0.819 

Accessing 
behavior(BI) 

BI1 0.839 

0.712 0.842 
0.61

7 
BI2 0.866 

BI3 0.718 

3) Model Testing 
The paper tests each path hypothesis of the research 

model by software Lisrel. Research outcome (see figure 2) 
shows most hypotheses are supported by the sample. In 
specific, the explained variance of perceived value, trust and 
willingness to use are 41.3%, 47.1% and 39.8% respectively. 
The significant level of the observation is 0.000 and the path 
coefficient is significant, considering p < 0.05 as the standard. 
Furthermore, the study analyzed the fitting of the research 
model by using Lisrel(see table 4). RMSEA is 0.0067, which 
is slightly lower than standard value. Other convergences are 
in the range of standard value(χ2/df=1.87，GF=I0.965，
AGFI=0.807，CFI=0.954，NFI=0.933)，which means the 
model –fitting degree is moderate. 

 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Results of model hypotheses testing. 

 

 

TABLE IV THE STANDARD VALUE AND ACTUAL VALUE OF MODEL FITTING 
INDICATORS 

Fitting 

indicator 
χ2/df GFI AGFI CFI NFI 

RM

SE

A 

Standard 

value 
<3 >0.90 >0.80 >0.90 >0.90 

<0.

08 

Actual 

value 
1.87 0.965 0.807 0.954 0.933 

0.0

67 

*χ2/df is the ratio of Chi-square value and degree of freedom; GFI is the 
goodness of fit; AGFI is the adjusted goodness of fit; CFI is comparative fit 
index; NFI is norm fit index; RMSEA is root mean square error of 
approximation. 

IV. DISCUSSION 

The outcome of the study suggests that hypotheses 1.2, 
1.3, 1.7, 2.1, 2.2, 2.4, 2.6 are not supported while other 
hypotheses of the study are testified. Among the factors that 
significantly influence users’ perception, user perceived 
usefulness, perceived pleasure, perceived involvement and 
perceived price level have significant influence; among the 
factors that significantly influence user trust, perceived 
flexibility, perceived involvement and perceived risks have 
significant influence. In addition, user trust would 
significantly affect both perceived value and consumers’ 
willingness to use the service. The findings of the study are 
as follows: 

(1) Factors that affect consumer perceived value. The 
outcome of statistics analysis suggests that, according to the 
path load, the influence of perceived value by the indicators 
is perceived price level (-0.411), perceived pleasure (0.35), 
perceived experience (0.279), and perceived usefulness 
(0.197). This indicates the features of mobile entertainment 
service: on one hand, the data usage of entertainment 
service is expensive generally (such as the data generated by 
video watching and music listening), which makes price as 
an important considerations when consumer making the 
decision of using mobile internet services. Therefore, if 
mobile entertainment services could be promoted in certain 
fixed charge rate, the service would be more preferred by 
consumers; On the other hand, the main advantage of 
mobile entertainment services is ‘amusing’, which brings 
about spiritual and audio-visual enjoyment to users. This is 
what mobile internet users care about, which affects 
consumer perceived value in the end. 

 (2) Factors that influence user trust. Statistics data 
indicates that factors that influence user trust are perceived 
flexibility, perceived experience and perceived risks three 
dimensions. In specific, the coefficient of perceived 
flexibility is 0.541, which means perceived flexibility would 
positively affect consumer trust. In other words, mobile 
services could satisfy user’s need in different time and 
places, the consumption habit is likely to be developed. 
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Thus, improve the consumer trust. In addition, perceived 
involvement significantly affects consumer trust, which 
suggests that mobile service providers need to enhance the 
engagement and involvement of services. Meanwhile, the 
uncertainty of using mobile services is to be decreased to 
improve consumer satisfaction. 

(3) Perceived value, trust and the willingness to use. The 
study shows that consumer trust would significantly affect 
perceived value and users’ willingness to use positively. In 
other words, when users perceive the mobile service 
provider is reliable, the perceived value of the mobile 
service would be improved from the perspective of users. 
Thereby, it tends to promote the using behaviour. Moreover, 
compared with the effects that are generated by trust on 
users’ willingness to use, consumer perceived value is more 
direct and the role of motivating consumer behaviour is 
more important.  

However, this cannot deny the role of trust. In some 
occasion, trust would play role of a mediator. For example, 
user perceived involvement and perceived risks would 
influence perceived value indirectly through trust. Therefore, 
in mobile services, we need to highlight users’ trust. 
Otherwise, it would be difficult to maintain the customer 
relationship. 

V. CONCLUSIONS 

With the thriving of mobile internet business, the 
consumer shopping behaviour in the scenario of mobile 
entertainment applications needs to be focused. As a 
considerable category of consumer behaviour, the behaviour 
of mobile internet users is influenced by various factors. 
Considering the feature of mobile entertainment services, 
this paper explores several antecedents that influence 
behaviours of mobile entertainment users and the study 
findings match the research expectations. However, 
compared with the complex using behaviour in the 
background of mobile internet, the study has examined a 
small section of the field from the perspective of functional 
value, emotional value and perceived benefits. The paper 
considers user trust as a mediator and studies the internal 
relationship among consumer perceived value, users trust 
and user’s willingness to use. However，as the limited data 
and the focus of mobile entertainment services, the depth and 
width of the research are limited.  Future deeper researches 
with more consideration of Chinese culture are expected. 
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