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ABSTRACT

This study investigates the effects of information security awareness arising from E-Commerce in terms of the Elaboration
Likelihood Model(ELM) and analyzes the moderating effect of the trust’s involvement and experience. Consumers are using
E-Commerce Web sites, depending on the level of involvement and experience in E-Commerce. This study is based on the
ELM, the information security awareness of consumer confidence in E-Commerce form, according to the degree of experience
and involvement suggested a theoretical model to describe the effect that the scaling and, through empirical studies validation
of model. Consumer confidence is formed the attitude of the E-Commerce company through different paths, depending on the
type of awareness in the E-Commerce web site, this moderate has the effect of consumer involvement and experience. Studying
the information security awareness of consumer in the on E-Commerce is considered to present a new perspective on trust.
Keywords: E-Commerce, Information Security Awareness, ELM, Involvement, Experience

.M B 2 AFS Flske AE AT 53] d53
e o]l Aol U 1Y), Tejuz o
ARAE 2 AT 43 utol <Yl A= Z2H|REY] T Y EE Toluiy] 9d Be
2 sha ok Zlaph Belael g Auna 4
A (201549 59 124), #4413 20154 99 144, AL 7 He A E-Commerce A2 Ao
22k 20154 949 18Y), AL (20154 10€ 5¥) = &=
* Rk O\i:[L}_\:‘ 20111/‘:11‘:_ %‘OO]'BHE}F_ /R]O]}\ﬂ /H "(l)"_}[: 7(01_5;} UH'CIL '6_—9-61‘1' —lw]' E]'[ ] U’]‘E]r/q E-Commerce
o] AP sl vt PAl= 2v)ALY] AR B QA S o] Bl E5S
t F47}, selpine@naver.com AV, BelE ARE A|Tsleiof st} 7|2 AT
¥ 2A1#2}F mgchoi@cau.ac.kr(Corresponding author)



1226 ARESE QIAo] AlZ] Ao A= AT

ofl ] zmlake] ARl 914 HA2 E-Commerce AlF or £49 7FsAe] EodllE Bsla

qA9) A5 ZaAze] w2} deprlcka sich2) A% FH*JXM] ApHom oEshz Aozt AolH
71E AT ekl :rL“H oo} gl gt Al ATH3). AE M egellx], AlF o= Amlake] A

o] ostel] FHIACH1). AlZ A= Wil 4l
(3, 4, 5), 27 "]E]5 6], BI/i”1A A= (7)€
ok FAHL 7€ AF= E*Commerce |
A, &wAF, AR e Aol d??_ 898 FE3 Al
2] AJ&s T o (1], %F/PJ ZH|2ke] %
BRek el et *@9} Trj e =7} °§5}
kL3 2 o}& HA A FHEA| dsich
L 22kl Alge] F3F m¥E At
st 754 (Elaboration Likelihood
Model, ELM)9 o5 a1#] AHe] /M (8)L st
o] 2zial A= HE A Ao 7| EAL 845
Az, ELM2 &H|2p) glelFoli= AR <}
A Ho| uje} /‘11 o2 A5 ZRAAE AXA =
3 FAkgeH(8). E-Commerce °1§
28] A1 *M S xolar) oheFgt
E3] An|zke] Hal olAlef ek 043
2, 9). &H|AE thekst
Hol| uje} A2 o} é
U:‘é’}- R:R o:]_‘TLoﬂ/H =
H|2e] Feix AF 9
3 Z77) b 31
2l *]ﬂ«] xﬂ?}

>

iiﬁ

dlo

o
=

B

-
s
)

Rl

A=Y
73

A Sefal Aol Qe v F28 49
W ooz, anlA) AlE wel AuAe) Az b

e A o]gAl oAl E-Commerce
Ae 2nlake] 27] 9 by gefel AlFE P4AA
ol ekl w2y AZE 9T 5 g A
olth, w3 A5 29l F amxte] Mgk Qo] et
TEA HF pelE F4, AN T &3 o
o] Hab <ol el AlFellA ofgA FAH
A5 gt

Il 2t 47

2.1 Az

271744 Al sk 7

o & B91E FAND5, 10). T B}
deow, zulAe) AZe el aqelA Ad 3
919 %2 A4 AAeleH1)

1k gl «]-—ﬁr AHE 8 A= E-Commerce
JAY FIAA FALE EFFrE £ AT,
E-Commerce Aol g A2+ "E-Commerce
Al EAF gl gk Lnxke] A 4= A=A

o7 vehfojx]= Al w A efgh
211 =7| Mg

A Azl 39e] molt A4
el ALALE). o]
3. 7]

E R I

B2C E-Commerced] gt 2z}l
/\13;],] X—]_Q.’é‘]—
E-Commerce A<} A#g A4 AES 714
2 A= &) dlEeltt. B2C E-Commerce®]

o
uzsﬂ& 7)—1_‘:

D744, 54 QAsh ol A AEAgo] gl
A e 2] Asleb @ 4 ol 949 9
q, WhlE B4, F2A nF EA 54 7

el mhek AR ARl @ AeleHl),

eehel Alg HE YO 9 T 2] A
a91e Hw, A G4, FA, F2A nFoz

A=Ech(2, 11).
E-Commerce $1#1¢] g2 ojz] o] dA R}
A 7 dE A3E Adslr] ¢
AR A A A9
E-Commerce A9} A=Al 7
Aol 2¥|A= E-Commerce A o
FAs] S8l o aF AR T
o] ARg Lol 22kl A FH7ol
AR, AAACRE AFL AFAQl Frfel
=2 Aolakes &nAke] AlgS vepdc(13).
o] Fx2A 2w (w3}t w= SSL)
Aol A eksha BEE B4L A7)
7€ Fx7t vk Alde
A BEE 2kl AdA B34
2hel 73] Hekd ke A&
Zen)zF A E Zo)7] 3 Aozt

==
S

rlo
o

2

L

o
=

fl

id
k3
£ o

b IR

to i
®

1_
TC —

W ox

< &
[ LN
oot 41 rE

ﬁ&
o
=
ns
=



AR 535 =74 (2015, 10)

A, AEE AlgEke Al 37k, & FRA 2SS T
742 dFE AARIHT).

Wlele FAL 4 A2
4o Zlelrh. An A4
E-Commerce {4 JAte]

9],

ful
rle rlo
=
[N
o,
A
o,
o
i
O,

212 H5 Ag|

s ol J]MRE 4EAHge] Akt of
1, Nel BEAES B A4S e

oY
Q
o
8
=
]
=
o
)
Q,
X
=
=
of

8 2

ELM=2 AfuAeld<
Az o s A s AXAEAHS).
ELM2 271¢] Aoz wust A5 A= (3474
2o} T AR)7} olvks AS 7P I

A ARE 52w, AAS AT
AR S W8-S gk weba] ZmAte]

9

= AR T EAle AE el

Fu

o,

2= el

o
T

off Al wlAIA] Aol Akl

x|
:

—
—_
(-

=3
3
=

=

4
4z o

il
T

Moo e

o o ofl M [ or [
X

AR (%

1
a1
oL,

O

)

L
i o)

2
-
offt lo

2t 25 A5 18 glo]

A A s Gl whe} wA

& Awst TP (2 57

2lshe e

2] Aoz olojA L,
|

T <]
a0 z0
sH) < A

4 A E A

)oll 7)z3}
wAlgAe] H)e ua
24 943

e

=

:°.1~L_|1-n
_l

1o
k
K3

Assurance

Web Quality

712

=

bl

T

al ’
23}

e}

o,
flo e
o, &

:

o

)

R

)

fo

)

N

[

Involvement

Experiment

Central Route

Fig. 1. Reserch Model
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Table 1. Operational Definitions
Var Operational Definitions | No| Scale |Literated
It recognizes that
Reputation | consumers have used the 3 7 [12]
website before
It recognizes that
E f
ase o consumers have ease of 3 7 [5]
use .
use to website
Assurance Consumer ?warenes.s of the 3 7 17, 9]
website security
External aspects and the
Quality overall security quality of | 5 7 [9]
the website
Technology and the ability
Ability to provide service in a 4 7 [12]
timely and convenient way
Benevolence Giving consu'mers favor 3 7 3. 7]
websites
Recognition of the
Integrity | consumer for security of | 3 7 [2]
websites
Website d f
Involvement costte egree © 4 7 2]
consumer Interest
Experiment Purchase experience.for the L ) 1]
consumer website
Trust Consumers believe about 3 7 3]
Attitude the website
Trust Consumer trustworthiness
. . 4 7 [3]
Intention website intended
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Var. Mean | S.D |Cronbach’s a| (1) ?2) 4) ®) (6) @) (8) ) (10) | (1D
Reputation(1) 3.51 [ 0.94 0.885 0.63
Ease of Use(2) 4.21 | 1.39 0.904 040 | 0.64
Assurance(3) 4.37 | 1.07 0.922 -0.50 | 0.31 | 0.62
Quality(4) 3.75 | 1.31 0.922 049 | 053 | 0.52 | 0.72
Ability(5) 3.89 | 1.56 0.909 039 | -0.27 | 0.25 | 0.50 | 0.66
Benevolence(6) 3.26 | 1.53 0.873 0.57 | 027 | 029 | 033 | 0.59 | 0.77
Integrity(7) 3.55 | 1.68 0.894 026 | 036 |-0.16 | 0.10 | 0.26 | 0.55 | 0.66
Involvement(8) 3.84 | 1.41 0.855 0.14 | -0.46 | 048 | -043 | 0.16 | 0.58 | 0.12 | 0.89
Experience(9) 3.38 | 1.67 0.603 021 | 024 | 035 | 0.13 | 0.54 | 035 | 0.37 | -0.55 | 0.75
Attitude(10) 4.51 | 1.66 0.773 024 | -027 | 049 | -0.21 | 044 | 0.56 | 0.57 | -0.27 | 0.60 | 0.87
Intention(11) 455 | 120 0.810 0.50 | 0.33 | 043 | 039 | 0.21 | 0.35 | -0.16 | 0.18 | 0.48 | -0.44 | 0.68
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Table 3. Respondent Statistics

Table 4. SEM Analysis Result

Index freq. % Path estimate t-value p-value
Male 116 51.3 Att<-Rep 0.156 2.741 0.006
Gender Femal 110 48.7 Att<-EoU 0.091 1.713 0.087
Total 226 100 Att<-Assu 0.208 3378 Rk
Under 20 13 538 Att<-Qual 0.335 6.002 o
21-25 75 332 Att<-Abil 0211 3.792 ok
26-30 64 28.2 Att<-Bene 0.078 1271 0.204
Age 31-35 61 27 Att<-Inte 0212 3.936 Hork
Upper 36 13 5.8 Int<-Att 0.571 5.116 ok
Total 226 100 model fit index
X2 181.619
. af 11
WA} e A W s ek o oo
wale}, RMSEA 0.045
AR LoixlEo] ol EAA EAS AlwEH, CFI 0918
TLI 0.944
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Table 5. Involvement Moderate Analysis Result

High Low
Involvement Involvement 5
AN
Path (n=115) (n=111) X
est. T est. T

Att<-Rep | 0.069 | 0.554 | 0.276 | 2.874 | 5.903
Att<-EoU | 0.105 | 0.985 | 0.162 | 1.577 | 4.924
Att<-Assu | 0.205 | 1.532 | 0.149 | 1.380 | 1.514
Att<-Qual | 0.114 | 1.045 | 0.215 | 2.048 | 12.965
Att<-Abil | 0.256 | 2.469 | -0.069 | -0.614 | 2.413
Att<-Bene | 0.186 | 1.948 | 0.051 | 0.497 | 8.897
Att<-Inte | 0.325 | 3.003 | 0.101 | 0.980 | 14.584

Table 6. Experience Moderate Analysis Result

Many Few
Path Exp(n=125) Exp(n=101) AX?
est. T est. T
Att<-Rep | 0.164 | 1.554 | 0.363 | 3.975 | 10.547
Att<-EoU | 0.057 | 0.585 | 0.295 | 2.187 | 8.254
Att<-Assu | 0.182 | 1.832 | 0.236 | 1.981 | 2.114
Att<-Qual | 0.024 | 0.045 | 0.122 | 1.448 | 3.965
Att<-Abil | 0.321 | 3.469 | -0.007 | -0.004 | 11.416
Att<-Bene | 0.163 | 1.548 | -0.039 | -0.097 | 4.857
Att<-Inte | 0.380 | 4.165 | 0.116 | 1.102 | 11.588
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