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The Effect of Involvement in Smartphones on Purchase Intention in Fashion
Shopping Malls based on Mobile Web Apps and PC Web Apps

Jung-Woo Lee and Mi Young Kim'
Dept. of Clothing, Gachon University; Seongnam, Korea

Abstract : This study considers the effect of smartphone involvement for purchase intentions in fashion shopping malls
based on mobile web apps and on PC web apps; in addition, it investigates the correlation between purchase intention
in fashion shopping malls (based on activated PC web apps) and those of fashion shopping malls (based on newly created
mobile web apps). The results of this study are: First, the analysis of smartphones factors showed that smartphones con-
sist of 6 kinds of dimensions of 'appearance involvement', 'time and information search involvement', 'application involve-
ment', 'entertainment involvement', 'communication involvement', and 'transaction involvement'. Second, the higher the
entertainment and transaction involvement among descriptive variables for smartphone involvement were due to the
positive responses displayed towards fashion shopping mall purchases based on mobile web apps. Third, a higher appli-
cation and entertainment involvement in the descriptive variables for smartphones resulted in a positive response dis-
played for purchases in fashion shopping malls based on PC web apps shown in a regression analysis that verified the
smartphone and purchase intention relationship in fashion shopping malls based on PC web apps. Fourth, consumers
with high purchase intention in the existing PC web app based fashion shopping malls were shown to have a high pur-
chase intention in mobile web app based fashion shopping malls due to the results of a correlation analysis that analyzed
the relationship between purchase intention in PC web app based fashion shopping malls and mobile web app based fash-
ion shopping malls.

Key words: smart phone(Z=F}E3£), mobile shopping(Z1}d 4:3), internet shopping(UEH Yl ££3), involvement(&
Q1), purchase intention(-1l] &] &)
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Table 1. Trend of transaction amounts per major product group

(Unit: one billion won)

in 2010

in 2011

Transaction amounts (Over last year)

Transaction amounts (%) Transaction amounts (%) Amount of increase/decrease Rate of increase/decrease

Total contract value 25,155 (100.0) 29,062(100.0) 3,859 153
Apparels - Fashion Accessories 4,248 (16.9) 4871 (16.8) 623 14.7
Tours - Reservation services 3,397 (13.5) 4,052 (13.9) 607 17.6
Living - Car Accessories 2,572 (10.2) 3,044 (10.5) 472 18.3
Computers - Peripherals 2,388 (9.5) 2,308 (9.7) 420 17.6
Food - Drink 1,642 (6.5) 2,142 (7.4) 500 30.5
Sports and Leisure goods 1,076 (4.3) 1,215 (4.2) 139 12.9
Agro-fishery products 681 (2.7) 821 (2.8) 139 20.4
Software 132 (0.5) 93 (0.3) -39 294
Flower 54 (0.2) 49 (0.2) -4 -7.8

(Source: Statistics Korea, 2010)
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Table 2. Measurement questions for involvement in smart phones used in the existing study

Item

Neighbors point out that I use a smart phone to long

I frequently think of reducing the use of a smart phone

I use the smart phone for a longer time than originally intended once 1 begin to use it

Author(year)
Time
Involvement in  Park and Sung involvement
smart (2011)
Function
involvement

If T quit using a smart phone after use, I feel like using it again

It will be tough to stand if I cannot use a smart phone again
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Table 2. Measurement questions for involvement in smart phones used in the existing study(continued)

Involvement ~ Development

Time
involvement

use a smart phone during work(study) hours as well.
frequently use a smart phone when searching for information.

use a smart phone for work(study)

tend to do mobile internet for a long time through a smart phone

enjoy my leisure by using a smart phone for most of the time if I am given free time.

use a smart phone without a specific purpose whenever I get free time.

Information
search
involvement

frequently use a smart phone to check mails

frequently use a smart phone to search for delicious restaurants

find road information using a smart phone when I travel or drive

believe that functions of a smart phone enhance efficiency of my life or task

frequently use a smart phone to search information on bus runs or weather

Communication
involvement

frequently use ‘kakao talk’or ‘my people’

S

—

frequently use SNS (twitter, facebook, etc)service through a smart phone

enjoy communicating with people through SNS (twitter, facebook, etc) service of a smart phone.

I exchange correspondence primarily through smart phone dedicated appl's such as kakao talk or my

people rather than short message service

use a smart phone to maintain relationships with other people

Basic phone
function
involvement

mainly use general mobile phone functions such as phone or message through a smart phone.

don't use functions other than previous mobile phones too often when using a smart phone.

enjoy taking pictures through a smart phone

listen to music or watch videos stored in a smart phone

R . Entertainment
in smart questions .
involvement

enjoy listening to music through a smart phone

enjoy games through a smart phone

read books through a smart phone
enjoy watching videos through a smart phone
enjoy images or picture editing through a smart phone

use a smart phone to refresh myself

Application
involvement

I

I

I

I

I

I

I

I utilize applications when spending leisure times
I

I

I

I

I operate applications more than once a day

1 enjoy using applications

I make sure to use newly launched applications

I have regularly visiting applications

1 download applications I may not necessarily need
Use of applications makes me happy

It's fun to use applications

Machines
involvement

I use this and that functions of a smart phone without a purpose

replace old phones often when new smart phones are launched

enjoy getting familiarized with new functions of a smart phone.

have no obstacles in the use of a smart phone

Appearance
involvement

I
I
I
I like replacement of a case for a smart phone
I purchase smart phone cases separately

I enjoy decorating a smart phone case

I have a great interest in decorating a smart phone case
Decorating the appearance for a smart phone is important

I put emphasis on appearance of a smart phone

Transaction
involvement

I frequently use mobile banking through a smart phone
I frequently make reservation for movies through a smart phone

I have purchased products through a smart phone

Azl A &g A3t BPER FAH glonz o o] EYsle A=l T3t TIHEZ FAF] JoE= oF o
5 A7F 2 FRPANEY olF HWHSIATHLAEk: 2.991, A S S olet BT AL Rk 2721, HAE R
Wk 11.963). 89132 ARfEE o] TheuH= o ZE|A ol 10.883). 8%14= 2RFEES 53l TN oIY S9E7] 5 2
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Table 3. Result of factor analysis for involvement in smart phones

Factor Question IEZ(Clting 5;%11 Va(r;I)lce Vgrui{:lnl::l:ti(\g/eo) Cronbach's o
sil -1 enjoy decorating a smart phone case. .900
si2 -1 have a great interest in decorating a smart phone case. .896
'Appearance si3 - Decorating the appearance for a smart phone is important. .857 1636 18543 18543 o3
involvement si4 -1 like replacement of a case for a smart phone. .847
si5 -1 purchase smart phone cases separately. 781
si6 -1 put emphasis on appearance of a smart phone. 777
si7 -1 use a smart phone without a specific purpose whenever Iget free time. .776
'Tim  an d g fgie‘ilizy f;rel}e/ lteililsll;re by using a smart phone for most of the time if I am 764
mizzrllahﬂon si9 -1 tend to do mobile internet for a long time through a smart phone. .752 2991 11.963 30.506 816
involvement sil0 -1 use a smart phone during work hours as well. 713
sill -1 frequently use a smart phone when searching for information. 574
sil2 -It's fun to use applications. .790
.Application sil3 -1 enjoy using applications. 787 21 10883 41389 01
involvement sil4 - Use of applications makes me happy. 763
sil5 -1 operate applications more than once a day. .602
sil6 -1 enjoy watching videos through a smart phone. 774
) sil7 -1 enjoy listening to music through a smart phone. 714
E;Li’;j;ﬁirt“ si18 -1 read books through a smart phone. 679 2379 9518 50.906 727
sil9 -1 enjoy images or picture editing through a smart phone. 585
si20 -1 utilize applications when spending leisure times. 522
S 21 -Ie tzr)l_si;):/v ic;c;m;?ini;it;ﬁg pv;gl;epeople through SNS witter, facebook, 933
i .
involvement si2 -1 frequently use SNS (twitter, facebook, tc)service through a smart 93 1999 7994 28901 o
phone. ’
_ si23 -1 frequently make reservation for movies through a smart phone. 781
ufi“;iiﬁ;‘; si24 -1 frequently use mobile banking through a smart phone. 770 1883 7.533 66.434 683
si25 -1 have purchased products through a smart phone. 678
si = smart phone involvement
4 800 BT il 2 FYER oIS AU () e A3
£ B9 oleh shthania: 2379, AAME: 9.518). 81 srlEE 290 FUEGAS A3 98, B 9
55 ZnRERZS] SNS MHIAE 288l 7iFuAleldel =%ist Ao FolE 25wl oisiA BklA aRlEAs AAIE
= Aol #F FIFER ol AREAN B elet W vk 2 A3 25 w3l gk SQlA aclEA Rdel 1Y
SIATHARgk: 1.999, WAME: 7.994). 2216 X~v[EES 232 (= 669.647, df=260/p=.000, GFI=81, RMR=08,
3l Fulisks Aol o8l EYdste Akl #% EPER olE IFI=86, CFI=86)= WIEaWel FFEo|flon, dF-E3e] &
A e o)t BHIFATHL gL 1.883, AA M 7.533). 5= F3}E Q155K (factor loading)®] 0.5 WREOZ §-o]4=Z=0]
28 @lo) 9910] Al AWES 6643% UEREom, BE  RguEx ol AFH0ow aqRel nUREGi 10, si 15,
agle] AlEe A 0.6801deR veht WA daide] ¢ si 18y AA &, 748 RdS S FR1F 2WAS A
BHA aF3iTh
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Table 4. Result of confirmatory factor analysis for involvement in smart
phones

Standardized path

Factor Question coefficients CR.

si 1 0.941 2
si 2 091 24.17%**
Appearance si 3 0.825 18.538%**
involvement si 4 0.839 19.287%%+
si 5 0.774 16.116%**
si 6 0.72 14.064***

si 7 0.799 A
Time and information i 8 0.825 11.553%%*
search involvement g 9 0.661 9 549%
si 11 0.524 7.46%**

o si 12 0839 =
1’:3511:;1“2; i 13 0733 10.899%%+
si 14 0.775 11.437%%*

si 16 0.579

Entertainment si 17 0.6 6.252%%*
involvement si 19 0.586 6.162%%%
si 20 0.679 6.655%**

Communication si 21 0.947 2

involvement si 22 0.938 a

. i 23 0677 =
iﬁiﬁ;‘t si 24 0.742 6.666%**
si 25 0.537 6.086%**

¥°=487.357 (df=195, p=.000) GFI=.840,
RMR=.073, IFI=.893, CFI=.891

si = smart phone involvement *** p<.001
“ Because of the case that unstandardized regression coefficient is fixed
at 1, t-value is not deducted.

Goodness of fit

ZAZATE p<000 04 0.5 oo™, CR.
1.96 oo 2 fojael] FF=IAch. ufeba 2

EX B9 SARIES =7 FHEEAC] dom, ol
73

Table 5. Discriminant validity analysis

Table 6. Discriminant validity analysis

x df Ayl df
Non-restricted model 487.400 195.000
Full metric invariance 553.000 196.000 65.6/1

SE] 7} 1.0& EFsh=A9] oy} vlAnd ) 2wzt
o] y* 2ol & Blaaigih

HA GAATS} eAHE ol&ste] (@2 X SEJF 1
Zel=A RS RIS A, AT 7F Aol 22
3l7] EZOAE 3 gho] BFE 12 EFelA] oo} WHENGA
o] FREStH(Table 5).
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Appearance Time and information Application Entertainment Communication Transaction
involvement search involvement involvement involvement involvement involvement

Appearance involvement 1.00

E‘I:;TVZT;L n]:lformatlon search 3811 1.00

Application involvement 45-21 .61-41 1.00

Entertainment involvement .39-.15 .64-38 .66-.46 1.00

Communication involvement A43-.03 .50-.19 .38-.10 A5-.15 1.00

Transaction involvement 57-24 38-.14 .36-.12 .36-.14 A42-.05 1.00
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Table 7. Result of factor analysis for involvement in smart phones

Factor Question Factor loading Eigen value Variance (%) Cumulative variance (%) Cronbach's o
si 1 .905
si 2 .904
si 3 .863
Appearance 4571 20.778 20.778 932
involvement si 4 847
si 5 786
si 6 767
Time and st 7 -804
; i si 8 .832
information 2.600 11.819 32.597 794
search si 9 772
involvement si 11 520
o si 12 .824
Application si 13 756 2413 10.967 43.564 824
involvement
si 14 .834
si 16 .804
i si 17 .800
Entertainment 2.116 9,618 53.182 704
involvement si 19 578
si 20 .559
icati si 21 930
C(.)mmumcatlon 1.925 8.750 61.932 941
involvement si 22 936
) si 23 814
-Transactlon si 24 780 1.876 8.528 70.460 683
involvement
si 25 661
si = smart phone involvement
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Table 8. Difference in demographic characteristics for involvement in smart phones

Involvement in .
VOV Time and

smart phones Appearance information search Application Entertainment Communication Transaction
Demographic involvement involvement involvement involvement involvement involvement
characteristics
19-22 M 2.45 3.70 3.61 3.53 3.80 224
(n=136)  sp 0.93 0.66 0.66 0.82 1.27 1.00
Age 23-27 M 2.24 3.66 3.34 335 345 2.56
(n=89)  sD 0.98 0.85 0.73 0.85 1.41 1.05
t 1.606 377 2.864%* 1.562 1.882 -2.355%
Male M 2.09 3.28 3.27 3.39 3.28 242
0=57)  SD 0.93 0.75 0.67 0.73 1.34 0.92
Sex Female M 2.46 3.82 3.58 3.48 3.79 235
(n=168)  sD 0.95 0.69 0.69 0.87 1.31 1.06
t -2.539+ -5.071%%* -2.931%* =727 -2.512% 431
*p<.05, **p<01, ***p<.001
+ it AHE B, ALEY, 1FBYo] wriIs] Fue] o FuBE
oMol Fujelre] {3 &HE e Aew vEuth
43, ADIEE B0 @ 7|8 o|RATBOIMS PolE0  Z, AEEIINE B9, AUEY, AFEYe] £25E wok
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Table 9. Influence of involvement in smart phones on purchase intention
in mobile web-based fashion shopping malls

Dependent .
Variable Independent Variable B t
Appearance involvement 137 1.998*
Time and information
Purchase  search involvement -033 -433
-mtent]qn Application involvement -.072 -.970
in mobile
web-based Entertainment involvement 267 3.792%**
fashion Communication involvement .037 558
hoppi .
shopping Transaction involvement .200 2.983%*
malls
R? 143
F 7.235%**

£p<.05, #*p<.01, **p<001
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Table 10. Influence of involvement in smart phones on purchase
intention in PC web-based fashion shopping malls

Dependent Variable Independent Variable B t
Appearance involvement -.022 -.306
Purchase iTnl‘rllzjvzﬁi rElformatlon search 020 267
ir;fn;ign Application involvement 116 1.529
web-based ~ Entertainment involvement 220 3.039%*
fashion Communication involvement .055 .807
shopping Transaction involvement 133 1.922
malls
R? 095
F 4.926%**
**p<.01, ***p<.001
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Table 11. Correlations between purchase intention in PC web-based
fashion shopping malls and that in mobile web-based fashion shopping
malls

Purchase intention in  Purchase intention in
PC web-based mobile web-based
fashion shopping malls fashion shopping malls

Purchase intention in
PC web-based fashion 1 S4TH*
shopping malls

Purchase intention in
mobile web-based 547%* 1
fashion shopping malls
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