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ABSTRACT

Thepurposeofthisstudyistoinvestigatetheinfluencingmechanismofperceivedusefulness(PU)
oncontinuanceusageoffitnessApps(CUFA)andmoderatingroleoffitnessmobilityintheCUFA.
Thisstudyadvancesamultiplemediationmodelwithamoderatorbasedonstimulus-organic-response
(S-O-R). Three hundred fifty-four respondents from China were used to examine the research
hypothesesinPLSmethod.TheresultsverifythatPUplaysanimportantroleinthemobilefitness.
In addition, PU fully influences CUFA through attitude loyalty and satisfaction-attitude loyalty,
respectively.However,satisfactiondoesnotmediatePUonCUFA.Theresultssuggest thatonly
satisfyingfitnessAppsisnotenoughformaintainingthemobilefitnessandusers’attitudeloyaltyis
moreimportant.Moreover,fitnessmobilitynegativelymoderatestherelationshipbetweenattitude
loyaltyandCUFA,revealingtheboundaryconditionintheCUFAbehavior.
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INTROdUCTION

With the rapid development of mobile applications worldwide in recent years, using mobile
applicationshasbecomepopularinusers’dailylife(Hajiheydari&Ashkani,2018;Sunetal.,2017).
However,thenumbersofmonthlyactiveusersofmobilefitnessappsislowerthanthatofotherapps
(e.g.,instantmessageapps-Wechat).Forexample,thenumbersofusersofYuedongquanandKeep,the
toptwofitnessappsinChina,were10.475millionand10.213millioninMarch,2018,respectively,
comparedwithWeChat,whichhad905.925millionusers(Askci,2018).Infact,liketheothermobile
applicationsusedbylarge-scaleusers,fitnessappsprovideenoughfunctionsforusers’healthand
fitness(e.g.,bodyshapingandmusclebuilding).Moreover,mobilefitnessisabetterwayforusers
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toworkoutatsuitablelocationsandtimeswithoutneedingtogotofitnesscenters.Therefore,this
phenomenonattractstheauthors’attention.

SufficientresearchinCUsupportsthepointthatCUisimportantforthelong-termdevelopment
ofinformationsystems(Bhattacherjee,2001;Hsiao,Chang,&Tang,2016).Somestudiesshowed
thatperceivedusefulness (PU) regarding informationsystem isan importantdeterminantofCU
(Bhattacherjee, 2001; Dehghani, 2018). In addition, stimulus-organic-response (S-O-R) theory
explainshowstimuliactonanorganism,whichinturncausesaparticularbehavior(Donovan&
Rossiter,1982).StudiesonS-O-Rclearlyrevealtheimpactprocessofastimulusonanindividual’s
behavior (Eroglu,Machleit,&Davis,2001;Eroglu,Machleit,&Davis,2003).However,studies
seldomfocusonhowPUinfluencesCUbasedontheS-O-RmodelinCU.Inthemobilefitness
context,fitnessappsprovidenumerousfunctionsthatcanberegardedaspotentialstimulussources,
andonlythefunctionsthatusershaveperceivedusefulnesscanbetherealstimulusforfitnessapps
users(Lin&Hu,2006).Therefore,theauthorswillconsiderPUasthestimulusforfitnessappsusers
andthebehaviorofcontinuanceusageoffitnessapps(CUFA)astheresponsebasedontheS-O-R
modeltoexploretheinfluencemechanismofPUonCUFA.Inthisstudy,PUreferstotheprospective
user’ssubjectiveprobabilitythatusingfitnessappswillincreasehisorherhealthandfitnessbenefit
(Davis,Bagozzii,&Warshaw,1989).CUFAreferstotheusers’continueduseoffitnessappsfora
periodafteradoption(Limayem&Cheung,2008;Limayem,Hirt,&Cheung,2007).

Toconductthisstudy,theauthorsintroducesatisfactionandattitude-basedloyaltyasorganicto
depicttheusers’internalstatesaftertheyarestimulatedbasedontheS-O-Rmodel.“Satisfactionis
viewedasthekeytobuildingandretainingaloyalbaseoflong-termconsumers,”whichunderscores
apsychologicaloraffectivestateinCU(Bhattacherjee,2001).Attitude-basedloyaltycanbeusedto
depictthepsychologicalmeaningofloyalty,suchaspreferenceorintentionofrepurchasing(McMullan
&Gilmore,2008;Oliver,1999).Somestudiescloselylinkusersatisfactionandloyalty(Chiua,Linb,
Sunc,&Hsuc,2009;Hew,Lee,Ooi,&Lin,2016).Inthisstudy,satisfactionisoperationallydefined
asthedegreeofuseraffectwith(feelingsabout)fitnessappsuse(Bhattacherjee,2001).Attitude-based
loyaltyisoperationallydefinedasuserintentionorpreferenceregardingfitnessappsuse(Ozturk,
Bilgihan,Nusair,&Okumus,2016).

Inaddition, in themobilefitnesscontext,althoughmobility isubiquitous inan increasingly
mobilesociety,andfitnessappsservicescanbeusedanytimeandanywhere,thereisstillasignificant
differenceinthemobilityoffitnessfordifferentusers(Chaouali,2016;Schierz,Schilke,&Wirtz,
2010).Different levelsofmobilitycanformdifferentmobilefitnessenvironments.Accordingto
the environment–behavior relationship theory (E-BRT), in different environments, user’ internal
cognitionsandbehaviorsdiffer(Bell,Greene,Fisher,&Baum,2009).Hence,theauthorsintroduce
fitnessmobilityintotheresearchmodelasamoderatortoexploretheboundaryconditioninCUFA
behavior.Inthisstudy,fitnessmobilityreferstothedegreetowhichfitnessappsforhealthandfitness
regardlessoftimeandplace(Kim,Mirusmonov,&Lee,2010).

ThepurposeofthecurrentstudyistoinvestigatetheinfluencingprocessofPUonCUFAandthe
moderatingeffectoffitnessmobilityonCUFAbehavior.Thisstudyadvancesamultiplemediating
modelofCUFAbasedontheS-O-RmodeltoexplorehowthestimulusinfluencesCUFAbehavior,
thusenrichingtheCUliterature.Inaddition,thisstudyintroducessatisfactionandattitudeloyaltyas
mediatorsfromaffectandcognitiondimensionstoreflectdifferentuserpsychologicalstatestoward
CUFA,providinginsightintotheunderstandingofCUFAbehavior.Moreover,thisstudyconsiders
fitnessmobilityasamoderatorbasedonE-BRTtoexploretheboundaryconditioninCUFAbehavior,
thusenrichingtheknowledgeofmobility.

Thepaperstructureisasfollows.Afterexploringthetheoreticalbackground,theauthorspropose
theresearchhypothesesandadvancearesearchmodelofCUMTbasedonS-O-Rmodel.Inmethods
section,theauthorsdescribehowtodesignandsurveythequestionnaireandanalyzethecollected
data.Inresultssection,afteranalyzingthereliabilityandvalidityofthesample,theauthorstestthe
multiplemediatingeffectsonthebasicmodelandthemoderatoreffectoffitnessmobilityinthefull
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