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Abstract

The purpose of this study was to investigate consumers' buying intention toward fashion goods through global
internet shopping malls. This research employed Technology Acceptance Model (TAM) as a theoretical framework
and was extended to introduce fashion innovativeness, clothing involvement, consumers' needs for uniqueness,
computer self-efficacy as external factors. A total of 381 copies of questionnaires were collected online. The
subjects of this study were women. The collected date were analysed by factor analysis, Cronbach's alpha,
correlation and path analysis. The results indicated that fashion innovativeness, clothing involvement and consumers'
needs for uniqueness had a significant positive affect on perceived usefulness. Consumers' needs for uniqueness and
computer self-efficacy had a significant positive affect on perceived ease of use. Perceived usefulness and perceived
ease of use were found to influence buying intention toward fashion goods through global internet shopping malls.
The results of this study also suggested that perceived ease of use was actually a causal antecedent to perceived
usefulness. This study reveled that employing TAM to investigate the buying intention toward fashion goods
through global internet shopping malls was appropriate. This study also provides empirical analysis that can serve
as a guide for marketers of the fashion industry in activating global internet shopping malls.

Keywords: global internet shopping malls(Z 2% 9B Yl 43 &), buying intention toward fashion goods(H &
Ao st 0§ o) %), Technology Acceptance Model(8] ]7] &8 ), perceived ease of use(?]
ZVE] Al-g-8 0] %), perceived usefulness(X|ZFE &%)
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II. Theoretical Background

1. Global internet shopping mall
AU £ EL 7]E B3 HEo A o] Fo
AW AEYR AF, AEY AA, 2 2 A4,
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HOEY £BESf AFHREC] olAd
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of tiek Aol | TAlo] ok AL Yirt. Park
(2003) o2y AE Y LFEZol Ao s AIF
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Y59 = XY (Behavioral Intention Model)S #-&
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AEY 2gE uAET FaT AlFo
ot A, B AGeAT & - e AlES ol
S717F w9, 2% HHA F717F won aHA
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2. Technology acceptance model(TAM) S uAE FQ Q007 AYHpol A4H §8
Davis= A7)0 stutel AFE 8ol gt “d (Perceived Usefulness) ¥} 2] ZHel AR-§-8-0] 4 (Per-
AHEAEY WS Aty s 19864 HPAREE  ceived Ease of Use)2 AAskal ek 9% HM45
SRolA HA7 &4 ERYS AU ol £ AW W AZE §84T AZ4E 8ol
Ajzen3} Fishbeino] 9% 212 50| 2(Theory Aol AL WA, A2ke $843 A25 AL$
of Reasoned Action: TRA)O| A3t Ao =, TRA BolAHL ARI| &L st el H =(Atti-
b uzre] Aol 35S A nA & Aoleh  wdeo] YFL AW, oAl T fEst Juolg
HTAME AH7]& & Gt 22 A7 9 -89 = (Behavior Intention)o] &2 v|x|aL, 4
T8y T Aistels Aotk TRAA L H] = HAFAor AHTs 8 FS 2
oA TAMO A= e AE7|s 8o 9 A At
200 oot 23 \\
B
/ (Attitude)
200 ot Bt
= [=} 9| E B-OH %
(Behavioral > (Behavior)
Intention)
2 AEHEY
ary gaag | NJ F2% A9
(Subjective
/ Norm)
Ch2 ALE
£SHARGE 3

<Fig. 1> Theory of Reasoned Action (TRA)
From. Ajzen, I. & Fishbein, M. (1980), Understanding attitude and predicting social behavior, p.8

EEIEEY
(Perceived

Usefulness: U)

g4 = T8s +8

(External (Attitude (Beha.woral (Actual

Variables) Tgward Intention to System Use)
Using: A) Use: BI)

Xzte AEg804d
(Perceived
Ease of Use: E)

<Fig. 2> Technology Acceptance Mode 1(TAM)

From. Davis, F. D., Bagozzi R. P., & Warshaw, P. P.(1989), User acceptance of computer technology, p.985
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IV. Results and Discussion
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2. Hypothesis testing

1) Correlation

B A7) WS 710 ARTAL Table )3}
Foh AL o ate], aul4 BEA 47,
29 ey £98el Bhe A2E $84, A7
SR DA CEOR L e
g ueygion, Afd Aasai g
A7 gk ACR epdh 58 A B4 W
S F NHHNYE A SEY 870 B 4
BRAZ BT ok BEY &7 Au|ze] ]
42 eht e Agag WA A2 4ES A
eshe §A159l 29149 7bsAo] Acka 3 Lym
and Harris(1997)9] 4 S0t o= gboli
A AN, A EEY 87, AFH A7 a%s
& AZE 984, P s o BA Ju
AL deiUL, A4E AgEoldTE £
BAE Hol A ghoteh. 2H% BEA 87 A

|
w
o
=
|



Vol. 20, No. 4 o] & 123
{Table 1> Results of factor analysis
Scale items Factor loading
Scale Item Factor 1 | Factor 2 | Factor 3 | Factor 4 | Factor 5 | Factor 6 | Factor 7 Comrpunahty
estimate
FI1 0.824 0.892
FI 2 0.819 0.847
Fashion FI 3 0911 0.902
nnovativeness
(FT) FI 4 0.865 0.780
FI 5 0.858 0.747
FI 6 0.893 0.892
Cl1 0.823 0.874
Cl 2 0.897 0.819
Clothing RE 0.904 0.827
involvement
o)) Cl 4 0.892 0.754
CI 5 0.753 0.719
CI 6 0.805 0.768
CNFU 1 0.734 0.753
CNFU 2 0.899 0.814
CNFU 3 0.855 0.843
Consumers’ | CNFU 4 0912 0.752
needs for CNFU 5 0.760 0.742
uniqueness
(CNFU) CNEU 6 0.951 0.820
CNFU 7 0.757 0.735
CNFU 8 0.862 0.826
CNFU 9 0.899 0.869
Computer CSE 1 0.823 0.744
self-efficacy CSE 2 0.921 0913
(CSE) CSE 3 0.951 0.878
PU 1 0.873 0.787
PU 2 0.902 0.852
Perceived | py; 3 0.885 0.774
useflness 0y 0910 0.863
(PU) : :
PU 5 0.858 0.817
PU 6 0.795 0.742
PEOU 1 0.832 0.752
Perceived | "ppoy 2 0.808 0.771
ease of , 1
use(PEOU) PEOU 3 0.725 0.715
PEOU 4 0.907 0.869
INT 1 0.923 0.825
Intension
(INT) INT 2 0.882 0.816
INT 3 0915 0.889
* Q91 & A F(factor loading)o] 0.4 o] Akl ZA-ut A A8+%4-&
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{Table 2> Reliability coefficients L3l 84 A4 A =2 BAE Y,
o Nomber [Comtats, 7121 54 9 Fel 2614 554 8794 4
of itemns | alpha How 714 e WA Q= AR walA
Fashion innovativeness(FI) 6 0.945
Clothing involvement(CI) 6 0.887 2) Path analysis
Consumers' needs for 9 0.80 (Fig. 300l AXH AFnFAqA AA HEs
uniqueness(CNFU) 1 AGBAE ASsH] A8 FREAE AA
Computer self-efficacy(CSE) 3 0915 sttt AR EA = 23 AEA o] AFLE Tt
Perceived usefulness(PU) 6 0.938 Arm ol ulel AzZtE LolA, XZHE AL
Perceived ease of use(PEOU) 4 0.917 A, FrE 7 24w a sl oo
Intension(INT) 3 0.943 Aeste YolwaES 3 A AT, (Table 4)9
A|AE Bref ol 47§ 9] Ao Al AT o] AlA
A4, ool A2E §84, A2E Aggo] B FAELS B2 HAARUEIT
A, FohoEet golat A4 AnBAS nolen, WA AL 54 85 F AN, I8,
So] 4 EE4 STL AAFAA, A%4E & 204 55Y 8T 22 by 4389 4
247} o AUNBAS G} aHA} BE Ztel 840l o3 A4 FFE HAE dem
4 &9 AHE AEEUHE FOIT WA M AR DIASTS A% £840
Qi Aew Uyt 4R AESRS A8 £9F 9FS AL FU A%E 484 9
Bolsh AZE GG F USG foF g Tl THE AR, o 2], sulA =5
AUAE Geoch 229 QY 4Bl o A SF A A 5 W] e 463% 7 473
W A7E S84 A2 A8Eold oA fo  HT Ak T o] ¥ ¥e F 204 554 &
W AA ABBAS degon, o £ A7 ws P9 AFE AEse 22Y dy 492
e ATIAS Rt 22Y Qg aWE 9 A28 g4 29T AH JFS 3
o HAE FHOEE WA, o8], & onf, PUHAYT upolE A7 AgEoly
WA BEA ST AZE 84, A2E Aol ol #A% 9L A gk A0 A &
Q3 o3 A4 ABVAS wYow, AR 4 WA BB 879k ARY Avavge 22y
NESAIE oT BAZ Qb Ao ueht  lEY 4B B A7 S8 HS 18.6% A
ohoEd 22 ey aBE HAYE Fuje ST Atk Az Wee] BAS v, 22
Bl 22 Ay aREe] GAAE Fuje] 5 AH BB AZE AEEoIHE A2E &
{Table 3> Correlation matrix
Scale items FI CI CNFU CSE PU PEOU INT
Fashion innovativeness(FI) 1
Clothing involvement(CI) S562%**
Consumers' needs for uniqueness(CNFU) 654k A4T1** | ]
Computer self-efficacy(CSE) 171 225%% 1189 1
Perceived usefulness(PU) A25%% | 4B6*F | .692%** | 185 1
Perceived ease of use(PEOU) 235%* | 187 309%F | 361k | 523%k* | ]
Intension(INT) AS2¥k | 586¥*F | .632%F* | 185 OOTHFH | 430%* 1

w3 01, *#4p<,001
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{Table 4> Overall path analysis results
F1 F2 F3 F4
Scale items Dependent Dependent Dependent Dependent
variable: PU variable: PEOU variable: PU variable: INT

Fashion innovativeness(FI) 374%%* .063

Clothing involvement(CI) A56%FF* .052

Consumers' needs for uniqueness(CNFU) L621%** 207%**

Computer self-efficacy(CSE) .059 317H**

Perceived usefulness(PU) L615%**

Perceived ease of use(PEOU) .303%** 268%**

R A63HE 186+ 390 A4wrx

*p<.01, **+*p<001
Sl Foet A g F AT 39% 8T Aol AZsta e AoR HEA T4
vk Z2eju F2E Y 2959 A4E §& 12 AHEHUAS o Ao 2% 2% FF
Aap A7HE AFEEold2 22 AFY e oA A4 ko] TAM /4 ¥4 iR
o B AAE ozl FoTt A dFE FR A SAHAL FAAo] F2 Aol ws F=A
i, o] - W o] AT 48.4% 2 UENT o] = Frhal & Park(2004)9] A2 el HAlAol
et BAZNE drrgor yed Zo] (Fig & Adol gRdEY A8l fj =Tt ot
3yoltk 1 3 Hong and Oh(2001)9] A4 3 18|11 ¥

Z, FEuet oA anAEe A = AFAE AFEEC] dolEE HREHY A
=75 229 AUl o] dAF Fulof =7 B7r Kang and Jin(2007), Lee(2008)] A+

ashion Innovativeness

kkk
(D) 374
Clothing Involvement s
(@) S
(T3 AN
Consumers' Need for 0

Uniqueness (CNFU)

207%¥

Computer
Self- Efficacy (CSE)

*p<01, ***p<.001

3173

Perceived Usefulness

(PU)

303 %*

Perceived
Easy of Use (PEOU)

<Fig. 3> Tested model
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Supported
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes

Path
coefficient

374%%
.063
.052
621%%*
207
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303 %**
O15%E*
268%*%*

Correlation
A425%*
235
A486™*
187
692k
.309%*
185
361+
523k
667FH*
439%*

- 580 -

Hypotheses
Perceived ease of use — Perceived usefulness

Hypothesis 3-1| Consumers' needs for uniqueness —> Perceived usefulness
Hypothesis 3-2| Consumers' needs for uniqueness —> Perceived ease of use

Hypothesis 4-1| Computer self-efficacy —> Perceived usefulness
Hypothesis 4-2| Computer self-efficacy — Perceived ease of use

Hypothesis 1-1| Fashion innovativeness — Perceived usefulness
Hypothesis 2-2| Fashion innovativeness —> Perceived ease of use
Hypothesis 2-2| Clothing involvement —> Perceived ease of use

Hypothesis 2-2| Clothing involvement —> Perceived usefulness

Hypothesis 6-2| Perceived ease of use — Intention

Hypothesis 6-1| Perceived usefulness — Intention
#p< 01, #+p<.001

{Table 5> Summary of hypotheses and results

Hypothesis 5
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