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Abstract

The purpose of this study is to develop a multi-dimensional scale measuring consumers’
perceived challenge in shopping fashion products online, and to verify its validity and
reliability. Relevant literature is first reviewed to identify possible dimensions of
perceived challenge. Next, Study 1 is conducted in order to explore the dimensions
empirically and to see whether the dimensions that emerged were consistent with prior
findings. A total of 190 responses to an open-ended question was qualitatively analyzed
by using content analysis. The findings of Study 1 generate 26 items reflecting four
dimensions (i.e., product knowledge, previous experience, website functionality, and
product availability), which correspond to the dimensions suggested in literature review.
Study 2 is subsequently conducted to refine the items so that the perceived challenge
scale establishes cross-validation, convergent validity, discriminant validity, reliability,
and predictive validity. A total of 238 responses is quantitatively analyzed by using
exploratory factor analysis, confirmatory factor analysis, and structural equation mo-
deling. In the results of Study 2, the perceived challenge scale is found to consist of
a total of 16 items reflecting three dimensions: E-commerce Challenge (corresponding
to Previous Experience reported in Study 1), Retailer Challenge (corresponding to
Website Functionality), and Product Challenge (corresponding to Product Knowledge);
all Product Availability items have been eliminated through the item refinement process.
Specifically, E-commerce Challenge and Retailer Challenge are found to predict flow,
supporting flow theory, while Product Challenge fails to lead to flow significantly.
Implications, limitations, and suggestions for future studies are also discussed.

Keywords: perceived challenge scale(ZE3Z FZ), flow(E ), online shopping(-22f
o] ), fashion products(ZJ& &)

| . Introduction

=X (perceived challenge)2 o #JS $3ol= o] W3 o] Al A
= 7Hd 2 & (Shim, Forsythe, & Kwon, 2015), 7)R10] oJ2A &% Al ®lX]|
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2 2otel M 24 BRG] HE AT 2 By A7

=4 Aot &Y ol&(flow theory)oll A 547t
Csikszentmihalyi(1991)7} AIFgE &Y o] 2ol w2
9, SU(flow)o]gt Atgto] of® P ¢jof 3] whA|
A B8 ol Ak A 24 g AHE o5, 2
A4 B AA7E e 2471 diwoll B2 go] o
2P ¢4 5718 /AT 1 Qo] ek
t}. Csikszentmihalyi(1991)= E3F 2919 AA 2A
o=, ofFARt £ 7HA7F Q= oW I 11 I
< AFs] gt AR e Foth ol &
P 23 sdEskiDzE HEetd 5 A &Y
of7|A1d Tt QL o HAE TGS 5 3l
F7] diizol, A49s] £2 29 =HEE =
5] At Agzdol ¢ % At 2
\F A38H(Voelkl & Ellis, 1998), A17F-ARE A58
(Hoffman & Novak, 1996, 2009; Novak, Hoffman, &
Yung, 2000), 22}91 s+<&(Wang & Hsu, 2013), 2}
ol &£ (Shim et al.,, 2015) 5 Thoksl Weto] A3 &
TolA Zde A7l 6l =& =-7o] Bast
e AL FBHoE Attt
TH7o] 919 A% A% Wty gEHo
2 AJARZoNE Eota, =] EYol vA=
FEFE FAFCE Hel A A= BA g
el £73oA 9 EYS HE v AW A=
YL o= & HE AR AY HSE o
Aol 7o, =Hgo]l £ YAOIEAA Y] &Y
o] YFE HAE=A HESHe Hole AHAeE 4
3t 9§ £0°], Fan, Lee, and Kim(2013)2 A}
o]E 9] Z(website quality)S 7ASH= XY 5 WO
*J(convenience)T} A} S Z-&A](interactivity)°] EYUS
A¥ste H 9% =0 HETh E, e 299
Ao HE4E = AZHE AREHO A (perceived ease of
use), A|ZH -84 (perceived usefulness), 18|11 &
A& A (regulatory fit)o] O™ (Hsu, Wu, & Chen,
2013), Y9J 342 EXE(Guo & Poole, 2009; Lee &
Rhee, 2014; Nah, Eschenbrenner, & DeWester, 2011)
oJut QAL (need for cognition) W 7]¥(mood) (Li
& Browne, 2006)E 29 4349 EYS 0|11
LAY Wee s WY, mAge og
Ag) AFte] ATt ol ESHE|R] F9t7] Wi, &
o o] 2lA Abet AT EQ 1 BAVE AW A
7o ditg A Eol7] of Pk

o @ fo AN
o &
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~

o rfo

wAgolT

2ekel 439 Weelx £ag ojd 2ol

o JFE vIAEA FAHOR WA HY AT

53 o9 Setel aqelde] BALE %
A57 Q9] MEd & gtk AT
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o X A% A4ES AHEH,
Novak et al.(2000)0] 7Rt HEE A eisto] A}-g-of
= A7t gjEo|ti(e.g., Rose, Clark, Samouel, &
Hair, 2012; Shim et al., 2015). 18} o] A= &
ZHel Aol WA EEQIthe HollA 22l
273049 =AS F5te o va A oS
T Aok 28l AL 280l agEte o oyt
Al Wto g, £33 YA EoA ] HFF &Rt oty
2}, 7lQlo] Yok WARCIE, ALLE 913F PACIE,
A GAOIE, 23 FAMlE, 11 919 thFgt AHY
& FAlE 5 28] HolA DE 5 U= BE
579 Fde ZFst7] wZolrh. wEhA Novak et
al.2000)°] 7AAet HAEE 7FAI 220l 4POoR
Q7o) Werg F314 AUt BY oS 4
3 AAeRe o Arels Ang 2edod & 3
ok ol Sol, £2}9l aolAe] LA} HHE o
S} Rose et al.(2012)9] Aol 4]+ Novak et al.(2000)
9] Ax g Fgoto] sz THHE EH5t
o, 71 A3 =x7o] &) FFE nIA L, =
9 SAE-TH T AT AL JFFEo] &

U A0 E YE, 29 ol FEAoE AT
ool itk

Loz}, G 9] AFARGe] wet =X 7ol tEA
AZE & Q7] fiEo] 221 agolAe] =Az
< TR0 g S Eojof & Havt ok ¥k
o EAYE 235 F ) e e wae A
o Qo] elshel, 4BES} EAH] B Gactivity)
of 288 Wo] 2HHAL T} 2] atention)e]
242 3ol 235qe utt 2 olee ¥ X

Sh= [e]

2 UeRgth(Voelkl & Ellis, 1998). 7+

B & 4o ol
oflt ok J

oo
ok

e EEA

+H ox

ool 43 A 227 AE G4 2okl £3 B9l
ARAFES BYoo] BAPHOR WYsjof Tk
olg Eof 2¥A7} &3 FYAIECIA ofd Ffe
ABES P Yif, 2 2SR AR WH
et Szl AR RE SE AT, ¥ 4
o 53], BH AEL 2okl 43 A AFA o

_l
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3HA4o] 7] wjEo]|(Yu, Lee, & Damhorst, 2012) A
HIAE2 g AlEwo] v oA AlE9 2221 4

B BolA dhHer w2 287 A4 5
o} whEbA] AIE] B3 WAgh =Hztol shutel &}
dog HAS 4 Qlrh. H|%:3 Wk o 2 Shim et al.
(2015) A AlF2 22 7o) ditt =84S
27517 981 Novak et al.(2000)2] TAUA Hr S
ARgBhE A2 AZE ATl A F sk ol= A
AES 289l £ A =H7E 457 At oAt
LA A Ago] Fasite g0 FAE Aol
&2 A7 242 i AFY 22 47 Al &
HAZE A4 5 e
9H HE Agshs Aeolth olF 9% AIFHY
AT FxHe oS3 2o A, LHRE0] 47
APRIEOA i AEFS AT 1 =2 5 =
Aol Hisl Aoz gAste] =7 Al
ok =4, 2 =43 g wrgst 53
AZgstaL AR A, T e =6 A
A5 oA =
22l £3gof A e =4
O S9E wgsh] gel, 2ok FA14o
= o A9t Aol AlFsh=

P
l

HTorgh mlo ST H1 g
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Il. Literature Review

2201 & Al EAGY AU A E Afgs
7] 91sl, HA =R} Bt Ay AFES HES]
of =XM% AY9 o2 ZAE Ittt =A%
9] 7ido] a7E &Y olEoM e sH=e =A%
o ¥ W2 o] et ki, AFRE 4%, £Y
9] 471A] fFo =z BoEt 51 tH(Csikszentmi-

halyi, 1991). 2134 o83t 432 IFS sHstd
4 7e ABe] RYoln] mage] Aol nt B
7] ot wetd &9 o] 2olA 9 =AHS RAY
o 0] YUY AFOT B 4 Yon, gt
Gl ] 4g ATelAL olda 9
NS A sYTH(e.g., Novak et al., 2000, Wang
& Hsiao, 2012).

mr‘
;

Sl

2 o
jsim)

ey EARE Ud] 1] S9o] tha of gl e
o= NRa)olE kA 2ol gt ol e T

o] 3
2 Pot7] Aol BEE £A HAste A2 2359
=g olEI dHE £L & 7] mEolthLocke
& Latham, 2002). =, EA7S 242 ZHE oh

gt 3744 Sk 54
FZo] Aol A= =xdgte] Ao g
T 0oH, 1 F 45 A 240l ol=+= ° 34
AL A|RFSFATH(Shim, 2016).
THE = P2 LA T QA 4

g A AR A2 oM AE 5 Sl AEREE

o

z
TR WE R A1Z gAISkaL, BE A
QR HEE 71402 g (Locke & Latham,
2002; Solomon, 2014). o] wj WX x]&]of EA7} A
Adt, 7 FE A7 ol 2ES Ee o 28
@ ARt B Bold gorl Al FE 7]
Ak ZIph 49 AT B WMRH0R Yehick

WA i A BEL A} R0 229 9
S AZHES ol ThE AT % At
(Nepomuceno, Laroche, & Richard, 2014). £3] 34
AEZ A2 F2h, Al B f9do] 2 AlE
-0]7] HZefl(Yu et al., 2012), AlF £/ gt W
2 A4 32 BH%T 9P Qo] YL Ao
el ojgel, 2etel 430 i Akl AY A
wlAge] L2fel 4 B0 SRT AT YekLian
& Yen, 2013; Roméan & Riquelme, 2014). Z°o| 2T}
2 43 AFol oelekE WSl B A 2
ol 22el 4L FAAUGE Y AT 2B
QJth(Varma Citrin, Sprott, Silverman, & Stem, 2000).

5 A4 FolME Eo], Aol tigt A7} 22t
Q1 &3gofl gt APA R0 AB|RRe] St} P5of G
TS Pt 2 ol&0] =AY U ol
T 5 Atke AS AR

QR AFE AT Fsto] Yehd 4 Qe =13
T AR, Al BT R 41 YAolE
oA o] HA AHRolgts F SHOE Uiro] ATE
T Ak 95 AHO fol AYAA EAY FHO
80| FARIAY B5e uf AH|R} EFH(consumer
confusion)©] oF7] &&= (Schweizer, Kotouc, & Wag-
ner, 2006; Walsh & Mitchell, 2010; Mitchell, Walsh,
& Yamin, 2005), Ol:= tHA] A|lE S5t Z2RH &
g Sog FRF £t AE T A|E9] Az
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4 2ol WA

R B ABET SRS 5 ) 9%
o] o] Z7etel o) et AAS Folere Aol
(Mitchell & Papavassiliou, 1999). £3] mjX A&
AE 750 chegetel AEe] Zo| Yot o] 9l
O™ 2(Park, Kim, Funches, & Foxx, 2012) &3 €
ARJEOA AE 4= e AlF FHo| wet =xd3to
24E ¢ ot 3, Z2nd S FEAATE
AH|ARA FHE BostAY, A5 dAgste] o
A} ZAHL HEfst= Aol &, 4T YALo|EofA
Qs A ol ueh w7l 2k 4 9
o YAOlES A8 e BT JHE A
AohE Avige] A2t AL RET, Latel 47
2 SRANGE 424 AT FI} ojE AT
(Gao, Zhang, Wang, & Ba, 2012; Pappas, 2015).
A AT AES EdlE, A AEY 22 43
Al AR R A4 9 FHO] uEt =AAE
AZkd Zlog Helth Wi A4 AlF A4 22
A 23 AR FEoE, oF JHE= AF FEt &
B BAIESA S A FP oz LASAZ 5
o} o] A s =EH 4714 71 Aol A
AZE ASH=A st A8, 48 A /A
T} of o] 75}o](Baldus, Voorhees, & Calantone, 2015;
Churchill, 1979; Gerbing & Anderson, 1988) o]%&
£ AP35t} o]ojR e AoAe Hx AT 1A
o 7 wAE BFE F Ave] de] Aleatt AT
12 9% 472 49 a7 A% 23, Yot o2
AUES Az 2207 A wuRe 24 B
& WAL BAR. A7 25 FH AT, AT 1

IO-EI-E

o

oA MIE &4 EFES AL AASH B3
A9 V&S S S AeE AEdt
lll. Study 1: Item Generation and
Purification

1. Methods

A 19] ZxEe= A AlF iﬂ}o & Al =4
7] AL vtgste AR 54 2= BAct

, OV Bl (face validity) & —G-éﬁ = Agkel =4

i
£92 Adshs loleh. £A179] A4 dimensiona-
lit

A =A%

o Hz AL @ ey A7

olg netuA AYH Are B
o 44 A7t SgEg

u2 U] ot 444 detelAl wo
eravel o) BusE A4 B9 25 4
59 el 43 1 of
W gl BARelehy LRSS B 48
£ wiRstol 199709 SRe ekt SuAe 1}
ol Bt 20.3M| =, djF-Eo] of5HY(85.4%)0] ATt
38MA(48.2%)9] HlFo] 7 &3kom, o]olA 28hd
(27.1%), 13H4(14. 6%) 4314(9.0%), TIEHIA8(1.0%)2]
S Bt o] & «“xHAQl o] A
3 v e SEY B4 S Ak, F 190
719 o] Y& EX(content analysis)ol] AR&-% ATt
g BAWS T2 B 29 Wk coder7t 5
Moz Seke o, gl fAR BFE7IY 1t
SheA B EE A theme) S EEFH WHA0R
oAt W7FARZE A1 & (inter-coder reliability) &=
8972 70] Y] o} AlFAdo] FFE 0w (Miles &
Huberman, 1994), H7}*} 7+ 9]A0] ELX|5t HE LS
g £2)2 B9 AL 2. of ), st
SHol o M FAE 2Hsh= BFe 2 FA
sfkels B2 Wasto] BT ol mat 2
Mol AgE F AR e 27E oW, &
FAE A9 HEE AAbste] £ =47 FA7
Aokt 245 AFHEA SRR
ojoj A HE7}F H7Hexpert review)E B9 QU EF
SES SIstelct 4 4B Rokw tatel ol
o] IFNES T2 A7t 29 22l &3 F
o 4 AES P ATl Yk 4uA 4oz
FAE 6919] AA 9L 1}_}0] HopEE&Hor
YEL. o5 e E2L 59wzt 4UH
3z =g A1 XUE AESY, ZEFE &
£ AAste] 24 AL(FANE dksts 2671 B
SR, ST A AAds g 2
A A5} (Churchill, 1979), dTE EAE
Bato] W A% Lefel 53 *l =z
U= F 2671 EFS NS

407 =0 nHjxg

2]
=]
(o]
=
H

E

o ﬁ o
Ju R S
ek -l> i

=

A
o

A
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2. Results and Discussion
ge 24 9 et 9ok A 4 AEe) et
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A &3 Al =HE A5 A% F 26719] &3l
R JAt. FAH 2, AF A 4(product knowledge)
rdo] tist 778 B3, AP 7 E(previous experience)
o] gt 671 =3, BACIE 7]-5/d(website func-
tionality) ZFof gt 67 =3, AlF 7H&-/d(product
availability) 2Hof] thgk 77) Z3o] thbdd =
A AT E S o] A7) A BE Ay A
AE Aet IS Bk &, AF A4 AR
A AL YF A4 F AF AT 229 43
of gt AFd Aol 22t sigstH, WAIE 75
A AlE 7HEE R AE 5 4% WA EojA
o] &M AT AlF AEo 27t sttt Ag vl
T2 AFE A4, AP Y, QARIE 7)s4dol B
EA UEhd v, AlE 7S ATFeRE @
F= HAoh 7 =7 o] F o9t vk, o
2 Ql &= (Table 1)0] A|AISHATE

H orlo

IV Study 2: Item Refinement and Scale
Validation

4

1. Methods

AT 29] HEE A 1014 FAE &8 =%
L 2707 AA S 891 FRE F0I%t T
Hr o g§ddE A5k Aol ol
Aatr] e, 22kl &3 I3t 42X
7 RARE AT AR R, AR RAL
Are] midofA ml=t ]l AHRF BES A Ro] &
stlth AR A & e A dRoA 87
ke 24S FFA171A
2Fst7] Aol A<= et
< 2049114 34A4] Aol <]
22kl 433t FHo| qlojof Sh= Aot HAE
AR A AJEE 204004 34A4] Atolo] o]
2 A e AR F FPdloF ol 221
Y Aol A ASE B0 B AT LB

=2

fr st
|
o mc o i

[o & o 1

<t

o]

oQ ok
é -

£

olo

t
N
aff
o,
» u
o
:Oé
o
_0‘_14‘
N
i)
i
o,
T

£% B HE SYAENA 5% A
YAo| =S WSl AL e AE

=1
2 s mzea arslet BARE Bl A%

<Table 1> Definitions and representative quotes of perceived challenge dimensions

Dimension Definition f Representative quote
- You can't try on the clothes, so sometimes you don't know how
Perceived challenge by a lack the item will look or fit.
Product . . .
of consumer knowledge about | 96 | - My main concern is what the actual color looks like.
knowledge . . i, . . ,
a fashion product - Sometimes it's hard to find a certain product if you don't
remember the exact name of the product.
- The placement of certain items on the websites and all the steps
Previous Perceived challenge by a lack involved in checking out are so challenging.
experience of consumer previous 85 | - Making sure I am ordering the right product can confuse me
P experience of online shopping sometimes.
- Deleting items from my cart
- They don't always have a lot of pictures of products.
- When it doesn't provide enough descriptors of the product
Website Perceived challenge by - It is difficult when the website does not allow the buyer to
. .. | unsatisfactory functions of an | 80 | narrow down the product choices.
functionality . . . . . . . .
online shopping website - Often times, pages do not give you the item of creating a wish
list, or of viewing everything at one time on a page. This makes
it difficult to compare products.
- When a product says it is available in your size online but when
Product Perceived challenge by being you call the company they tell you the website is incorrect and
o unavailable to purchase a 10 | they don't have your size.
availability . . . .
fashion product - When I try to choose between two nice pieces of clothing that
are expensive.
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6 eetel WA £WA A HE T 9 g A7 B4 8ot

Aol weh g2t 4= 7] WiZol(Voelkl & Ellis,
1998), 71202 H& SEAENA 2 7HA 24
< W50l BYgS s Gl AIRARRS AAlSH
At FAH o=, 50429 o4t QroflA ARl A2 E
M=F ZH, A4lo] oju] 7RI Qe tE ol &
o] g gAlE v2gka A AE) o] A
HRA0 ARARYS AAFe=N diE SEHAL %
< ] 2AES A Y AHE AYct=S A
=2 4 Atk HAoA FAT 47 PGARIER, 10
M) il BERE F shue] &3 fARIEZE SEA
oA FAfE dFHIUH. o] 10719 BHEE A
A" Eoke] A&E7F 3¢lo] ALt Aow, FEA
EAY fFARE A FEHE SEL AeAde., FHS
ol g AEAD), FE AHAENA AAETF E2A,
427 PAIE] 5022 o]ste] Bl AES AT
g HHskal QleAl9] 3704 Ad 7% st
oj2|gt 43 WAte|EQ] 72| I AT At
e TS Faskst] s atHeH, 5
AlstAl E_t J‘Eﬂ—’F—J IS B 2ot
] d BRHES] 47 Ao EoA oA A
A Adol= BEel Bttt TP (e,
T A% Ao Hiek AR AA)7F =8
E90) I9F=S vIE & A2 BT, ofF o B
e A5E S shuol 72 2gste] Bie £4
oA Z]Rlsk= AldA X3 adE *c}ﬁ‘ﬂ*]ﬂ%
o} 097 7Y 2E¥ow Fusel o
APl AL BRI 5
Butino] ojf Were v Auct o sEas
TH(Suresh, 2011).
iAol 2 Aol MEA idE =41z
B ofjel, Mg ATl AMEE Fae] BT
=9} 29 HEE XA £Agel & A
AN = v 5 QL T AGE ) EFgo=z =
g 4 Qe dXYA A ZE(Novak et al., 2000),
AFollA AMEA AMdshs oA s A=t 53
ZEE 7] g} ogxYgel TA7e] V& AR E
olfE L 0] EARS Yehi: &
7| iAol &, EH7E BAfoR
TS 7R
Adeoz A5E £
otal, W A HeE o|F BA oA A JAl7]=

;O
oo

Jlm

., glx

[e]

o
ol

oL
Mo

O |z
Lﬁﬁ
n
2
8 =
ln:n
T

o]

odk
ox rlr & v

m}r o 2 ok _O, M

N\

Aoltt. 1k 71% v‘i—ﬂ](median-split) e =3,
2 mAG Ao A&% BE SEAES HE S
Zto] Fo1zl 281l &3 FJr?JOM HAarg £ 94
= AT AS 1T £ ok ok&E], EYY 7]
£ AL E ZFAF] o]-f= Csikszentmihalyi(1991)2]
EY o|EoA Aotet =H7T &9 7] AAE A
Foto] AEA e =1 Heo] dESEgdS &

5171 HOHH ojt}. ofg] My AGLEERYH FHH

2l

=7 EFEL 7HA31(Guo & Poole, 2009; Jackson &
Marsh, 1996; Klein, 2003; Webster, Trevino, & Ryan,
1993) I A AFY] 22l 47 Weto] ghA 4=
(Shim et al., 2015) 237 39 £ F 7| A=
t}t. AER 9 RE B2 1- (WS 52)5tx] &)
2e 73S S93hH7tA 9 74 PAE HER =

A8 AES BE Bt 48 SHAAE HA
2atel 4% THelo] e QhhES AN o] &
R Fo YAt BFE £ YAOIER o)

& % Q= URLE 211, 11 GAjolEol A4 2p4lo] 4}
T 4L A ARS T2EE AN of o ¢
A AN Be] ARARGS THste] ABL A

¥ A W 275G 22l &3 BAS +PTF
SOl 42 YAolER Solehd HdF A% F
“?_F

A, Aol 74 Bl sl AAIS] BASHES
steich. Aleat Aol ol JAstn ApAsHA At
chel, S} Foll B HHA 2B 2
2 7t 221l £ elolA 2L AT
g2 Y, $UAt w4 ¥ 299 24 ¥

Zuct 39 5o 248 A7l BY o2 @
Ww25)7] W&otk (Shim & Kwon, 2016).

F 6509 HYE ARAA H5ET o
1577H-4 SH2 JAE HZo| 3 g ERt SH5HA
U 220l 43 Hlof|A AEgt AEFS BASHE
o Aol dish E8gstA SEstAth. wEkA o]
2t EAAT SEE 24 239 F2 I
s BANA AE At F7HHo R, F2 =%
Ao &3k 232719] SHEHE B4 A=A
O]%_‘% 1‘:1-;‘(}0,]76 E?ﬂ71— in_O,] .\'ﬁ-‘ﬂ-g}:ol X{i—” ﬂ-‘ﬂ-
e 7GR ZopA G At Agoz B

A

o

34

FEoll St =Agto] £ oA 28l &
B A olFo] S4H olf= HY Aol 54E =
Kikes

bl
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FHAoH, AR A9 B A 9 EE i
ojojx AAStAL Stk ATAHOE F 268709 w2
LA deo] &3 §Eo] olF 4o &&H U

WAFEFG A (cross-validation) &S] B2 07, o]
268709 Azt thA] £ A9 ARk 4Rz ue
Soich BA AHROIA] OF S0%E FH9R AEohe
WS 590, shte] AAR(n=130)= FAE 29l 4
(exploratory factor analysis, EFA)°] AME-E|13, T
o E 7 m=138)= &91% Q9] EX(confirmatory
factor analysis, CFA)O]| AME-E|Qit}. EFAS] &2 %}
A Re 28 FASNT, AEA ALE w7
o] el WFS A BANUA 24 £Y 55 5
o]= Zo|t}(Conway & Huffcutt, 2003). H¥F'H, CFA
o] 522 EFASA &Rl 89l #25 HFstaL, A
£ A wH7 Al A4S Felss o]
Ch(Hair, Black, Babin, & Anderson, 2010). EFA?} CFA
9] A715 B2, $HEFGA(convergent validity)T}
THHEFG A (discriminant validity)9] 7|&& $5A12
WA mR HE Ao AAHUt Seekd
AL ot BAF ZF(average variance extracted, AVE)
= &0 WSk, WHEG A2 AVEY Alg
BE FANGE 2] A A% Boate vLsiol
TS tH(Fornell & Larcker, 1981). 2L 9] AlZ]A
2 ZE2HIS U1K(Cronbach’s alpha)@l AJAIZ =
(composite reliability) & 7]& 0.2 5} tH(Fornell
& Larcker, 1981; Nunnally, 1978). 1o}7}, &5 =A
A HAEE £ ol AEFo 2N ASEF/(pre-
dictive validity)& 755t} o]& Yo +2H4
H & (structural equation modeling, SEM)S A A| 5},
E9] o]Zoj|A AT = (Csikszentmihalyi, 1991) &
Agol 299 AU 2U0] R FS
oA s uke

2. Results and Discussion

1) Exploratory factor analysis
thAted =g HEo] 3t EFA o) Hol, B9l
A £47F Aro] gt EFAS Agsto] A A5s
Bo A7 AU de A7 ggos Uit b
C WA, EEE 2RSS A=t
5ol HgatA| Lohiiy] g5} 7to] A-mo]o)-

271 (Kaiser-Meyer-Olkin, KM0)9] H A3} (mea-
sure of sampling adequacy)@} HFE3l 7374 (Bartlett's
testy= AASIAT. 1 23, KMO9 E2APE=
7102 treRt 6 o439 7128 $E51910.0 2 (Kai
ser, 1974) F53F Ao g HQIch vIEY AX ART
Solst Aoz e (xX(6)=675.184, p<.001) LA}
o] eIBo] ol AT WekdlL EFAS A
£ Z3¥519c}. FH)9-=H(maximum likelihood)}
ZWA S]A(Promax rotation)& AME-5lo] EFAS
13 A3, B9 A =17 41 E3E ddRd
= & g2log {lom, o] 8219] ofo]zlgk(ei-
gen value)= 2.4790]1, =& BAF ¥]S(cumulative %
of variance)2 50%% WEFHTE 47 £ djst 3
E2uls dulgre 7952 7 0|49 V&S FE39o
ng 4 dide Z5drtal wastle ofof w
g} 47 B3] e TAY 4R Hsiyon,
A BHgEe FAHUAG 75 V€L ® olHY ¥
< A% AeE 7 SHES B2 2R HJde
2 #Foto] o] EAoA ALJAF. Bt ol
SRS AT SEHE ARST YA =A%
HE o] HFo &8st AmS| AZ FIAR7] W
2o, A AEY 281 &1 A =470 gk &
AL Bt oA 9d 5 Aok
WA AAIGE BA I} oA =, 26719 27
o7 tAYA THAE SN A7 QRAIEIA
(factorability)y 2 S=A]7]=A] HAE3}7] Yo}, KMO
o] A=} Bl FAHS APt 1 23,
KMO9] # A= .9280]1L, HIEEl HA ANk
895t Ao = YERI(£4(325)=3,815.135, p<.001), A}
E7} EFA 48] H3alsitiyn werslgict Hgox
W WA SHE AMESto] EFAS AAISE 23
ofo]ZIgk 1 ol/del 47} 8R1Z 26719 &4
FE FESHh o] 471 2919 3 24

70%2 JERTh 291 19= & AFA

> [H

S

it
ok
|o

I

P

Mo o
@ fo |

=)
=

gejo] ol2e e & AT Uk
o 2Eu a9l 29 89l 45 274K £
7 Wesitha Beksigieh. 2.8l 20l Tk o4
o WAl 7154 BHET AE 7+
A AAEIgon, adl 4= 24 4o AE 718
X PSR TR Bl

1o b Hu oo
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o
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299 48 BYL V) 712 2A 19
of, 0|24 A7} LA, FAA ] (primary factor
loading)7} .5 ©o|AFQIA], KA A X](cross-loading)”} .3
o]l w32 l=Alofl thsl 4w EQIth(Hair et al,

EFAE AR 23, F 7719 &4

29 722 s A WA
EFA 39 3 21 9 e, oise g
37HA] 71L& oM AR FESHA] FSHe7] ol &
Ao A 2= EP FAHCE, AF A4 =FY

“This task challenged me because it was hard to find

ﬂJ

an appropriate key word for searching the product that
I was looking for’?} A& 7184 32l “This task
challenged me because it was hard to find a product
that met the requirements”0] o] 207 ¥ QY= Q
°1°ﬂ 5 ot FHAAE HIloH, o|gH oz ¥
g A= 8o 3 ol RAAAE EA7] W
of €5ttt o]oj A= EFASIA = o|e} o] 574
2% Byo| F71402 Ytk 49 A% 718
i.e., “This task challenged me because there
were too many products that I would like to select,”
“This task challenged me because the product I wanted
to buy was out of stock,” and “this task challenged me
because It was hard to find a product that I liked”)
ofm3t Relof% 5 o4ke] ReIH AAE WolA] ¢
ofA &El6}31 0™, “This task challenged me because
it was hard to navigate the brand’s website” £25re
olgxor #H Qle 8% 3 oY RAYAE
HolA A=At ufX|eto & “This task challenged
me because the sizes might not fit me” &3> o]=
Aoz o e 2ol A=A st 1 A
A7} .5 olst= oFsHA e, 3 A Y W
W &RJAAAAZ} 5 olfer F7I5HA] kot 2F A
oA gttt AEor 19719 £3o] =4
71— i~150ﬂ X‘I—%’S].Oiq.

HZF 19719 54 £ 7L =Ry L
ZHA AL AE3E EFAS AA|Ste] =479 A}
D= FUsIATE 11 A, 370 8.1lo] =Xz A
o7 FEHoH, o5 WA B 71%E 49
St 2|F EFA 2= (Table 2)0A &I
Q. BE =4 BEJFEL 5 o]Afo] A x|t 3 ]
o], T Prd 8 +

A 2R HE A 9 ey 9

wAgolT

2% Bol3gth

=% 21719 aQle AAsHe
P7] W], o] 329 HMe EAY HEe st
7ol Bt A% 184 EREL At A
£95e ojgdon rd aqlo] A= A
AL % 4 A8 ERES ad 1o Aqasle

H

o2 2AZ %

Oﬂ/\ﬂ k) —’F— 31% TAE Asty] miZel At
A Z=AHZHE-Commerce Challenge) o]kl HH
skt B4, 5719 FARIE 7154 EFET 3719
AE 7HE EFE2 82 29 A A=A
A AE 7HA —Ejo% < IER7E EFA A &5
AAE AL, F2 37 EFE0] YAOIE Vs &
st shte] 8olo2 $l Aojeh, 89 25
AT £ FARIE oA Algste Ao
L1r AH|A9] aE TZo] W2 & Qe =AEE 4
3517] 7o) ‘85 UA =7 (Retailer Challenge)’
ojgtal sttt mpARto 2, 5719 AF A4 &
FE2 89 390 AAEALH, o]z AF] gt A
_} HX IIHUO]] 1_.71 /\ 3}\‘— E;Qﬂ—.g_ A—]tﬂo}ui
‘A& =AZH(Product Challenge)’ 0.2 Y5} T}
AR 1979] 24 Y] g 280 dugke
9672 Ry, 7 ooz Awe) A4S Hus
St 7t 200 thot AERs Quigt oA BE 7
oo ® yeht WH dAdS ASSI +AH
o7, AASAN =H 802 967, IR A
7 8912 939, AF =7 8912 8849 AEHIS
Gupgte ARSIt WA 2F 19719 54 =%
o7 4% 389 sl o]F B H AlFd A
ol AHEE A

=

2) Confirmatory factor analysis

EFAZ &% 3891 722 g 443 &,
Fol A Azol Fetd wW7hA] HHEA o2 CFA
SgsEd B9 AYES duA s 24 B
2 AstRict. o] wf K 24 e HoeeHS
Agatdct. nye] AYEe B A g
A& TLI(Tucker-Lewis Index), CFI(Comparative Fit
Index), 12|31 RMSEA(Root Mean Square Error of
Approximation)ZF& S40Z FIIT) o5 &
E F7)o] Agjdoeg g uigsty 2o 7hyAgS

ool i H
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<Table 2> Exploratory factor analysis results of the 19-item perceived challenge scale
Factor Item* Fact.0r
loading
I was not confident in browsing the Web site. 944
I was not familiar with this online shopping procedure. 927
1. E-Commerce challeng
(Eigen value = 11.702; I was confused about online codes for discounts. 925
Cumulative % variance = 59.405; | | a5 confused about which products were in my shopping bag/cart. | .865
Cronbach’s alpha = .967)
I did not have previous experience of shopping at the brand’s Website. | .862
I was confused about whether I was ordering the right product. 816
The brand’s Website did not show how the product looked at different 299
angles. '
The brand’s Website did not allow me to narrow down the product 231
choices by price, color, style, etc. '
2. Retailer challenge The brand’s Website did not provide enough descriptions of products. | .794
(Eigen value = 1.642;
Cumulative % variance = 66.971; The brand’s Website did not provide enough pictures of products. 768
Cronbach’s alpha = .939) It was difficult to compare products. 747
A product that I wanted to buy was expensive. .599
There was not enough product choices. 551
The product that I would like to select had a high price. .548
I did not have enough knowledge about the product I was purchasing. | .874
3. Product challenge I was not confident in judging product materials and workmanship. | .779
(Eigen value = 1.216; . .
Cumulative % variance = 71.471; I could not evaluate the quality of fabrics. 704
Cronbach’s alpha = .884) I did not trust the colors of products on the screen. .658
I did not know how products would look on me. .507

* All items begin with the common phrase of “This task challenged me because”.

i

K & ofeh, 412

e

HHHNmL‘

a1 Aol Agkels a4 7]
o] ZA5}7] EH—.—Oﬂ(Hu & Bentler, 1999) # &5t}
stk A EE g4 7122 CFIeF TLIF 2
5 .95 o]iJo]ojof 51, RMSEAE .06 o|stojof X

(2%(149)=492.531, p<.001;

GFI=.740; AGFI=.669;
TLI=.832; CFI=.853; RMSEA=.130). *A7/d2 &
A2} A4 (uni-dimensionality)& A alol= £ AHA|
stol AAH By AP=S AL e 2t

=
=2

] Agof Agtsirtal IEe = 1O 1HHu & Bentler,
1999) .10 o|5}apyd x| gk Agtraly g 4= Q)
CHKline, 2016). 7lolAlE AL #& 471 AL
= B30l APA % 7FsHol FAsA 7t
7] - Eof (Marsh, Hau, & Wen, 2004) 2g 9] H3=

£ wdshe o asskA] ek
12} CFA AA] 23 TLI 9 CFI(.95, RMSEA).109]
e Hol 2yo] Amo] Hgsirtal B o H

o] EES} Y HESHE TS HESHATHGer-
bing & Anderson, 1988). 1 A3}, S5 UA =279
ZA o] AA = o] ¢l “This task challenged me
because there was not enough product choices” &%
ol B2 BalsrT we wEsl 24 (5822 e
Wor FZFolE ZA}F A AjFdoz & AFES H

gk Ee 1 wge U A% 184S ]
g BYoz AUsision, Art AL 37
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10 eetel WA £

oA FARIE 754 23 S st A
ol A= A7 Zoll, +47hd e daAAgE A
S 4= Atkal skl oA A= A
27} CFA AA] Zo& 2 AFe= 374 A=A
IQITH(xX(132)=457.954, p<.001; GFI=.748; AGFI=
.674; TLI=.834; CFI=.857; RMSEA=.134). & &3}
o EES} A 60 o] w2 S EAV W
o, —55% AHAeteE Al =4 A4 (modification
index)5 &85t g L9 7oAl FgE dd
AZ13A st wEbA Faat 4 A7 20 ©]
A9 w2 X8 HQl oAE 7 FEARS AEAA
o o]l W 239 81l +2E i F&ESHA 971
e, FLt FARol] HAshs SHA Y 22k
712 S2AE AEAZIAL, AT AJol't 7
¢ 7 A7t AP B3E 5] ekgtth 1
23} 3719 oA} FEAte] F7HE e
3%} CFA AA] 23}, B Ater} Ags] /iA=L
th(x%(129)=243.192, p<.001; GFI=.841; AGFI=.789;
TLI=.940; CFI=.950; RMSEA=.080). CFI= #H&3k9l
95 olde FFoH L, TLI= A 95 o=
oF ARt sl LT FAE Edrh 1y RM-
SEA= o7ds] EAe 06T =4 Yebdth f-5
AR+ 4ol Aol A& = o] AY “This task
challenged me because the product that I would like
to select had a high price” &&9] EF3 X7}
5822 A yElg o, ¥50lE AT v|wE 3
A Uebd7] 2ol o] 32 AlYAA RIALE
£ 8% st st B3 o] £ 94 AlFE
7H BT EFoE PAIE T4 =
I A st X‘ZHEE—’F"ﬂ A= A7 wzel, +4
Mgl dddedde A 4 Adoka wEsATh
42} CFA AA &, RPAF e 253 thar L)
Zth(xX(114)=228.297, p<.001; GFI=.840; AGFI=.785;
TLI=.934; CFI=.945; RMSEA=.086). & 23}9] &
st 24A7} 60 ool & g Hol, F7h4el
£ A glo] 24 45 B8l R 45
fc. wae] 89l 722 AealA FowA T4
44 247} 10 O1A1S] 431G Bel QAL 7+ Bt
QEAA, 172 03 FEA0] F7hE e,
S3 CEA A4 23 BYAYEL i AuEglt
(x*(113)=213.153, p<.001; GFI=.853; AGFI=.801; TLI=

HHN

%

filo

Al =A%

o Hz AL @ ey A7 BT

.942; CFI=.951; RMSEA=.080). Z} £3}9] %3} &
XﬁlE 60 o]Fo 2 B A Yeh, SARdAdl
EA7E fittal wEstd e, £4 A 9
ﬂow o ol It oA FEAE /ISl 1
2Lt o] 2E2 ofojxl= B4 9 AlEA AANA
TS S5 2] H2el HF HEo=
A slA| ehrhal WS U =307 AVE
Al E(.806)0] FEAA =A-AAGAN =A%
Zte] A AH813)E 2] wiEel, & &
Ap7E Aol T g ol=kaL sh7lefl #2171 o]
F7HRl By 4ol E7Husil. wetd £E Y
A =A% FAEao] AAE s £FE S
23 247} M wowA W e BaE
7 A7 W A& 7184 £ “This task challen-
ged me because a product that I wanted to buy was
expensive.”2 A7 5}H Tt
63} CFA AA| 23}, RJAP e v A=A
(2%(98)=181.609, p<.001; GFI=.867; AGFI=.815; TLI

h‘:l

=948; CFI=.958; RMSEA=.079). TLI:= d&331 .95
g 2R QAT S THE $AE HAC
o, CFI= @471 95 o]AMS £=319th. RMSEA

= o5 AR 06HTHE= e AN
of g zHo] 24X By A= Bk, v o4
A AAE o7} Qo] HPow, 10RTH= W 4
x]0]7] wjEo] wol5Ql & 9l 4zo] Hgtwakyl
Tttt wEbA 167 3 %'_—65 o] A 382

m ?‘H

Z], C.R.(critical ratio)& 1&g uf,
A7} p<.001 A
4= A5

3) Validity and reliability check

2% CFA Z7E EUE, 167] EFo7 £4% 3
221 ngo] BTt A=AdS B7skinh. (Table
Ho] UetelSol, 2 @Aase] tfet AVEZ 5
seth 2 g0z yeht Syl 359t
E3 2t FAWSO] AVE AFol thE Auset
o A AgEE R 2 Ao Ueht, B
s SRR, v, 2 gLl o
3 220l Puish FHNHE BE TH0 2 A0
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<Table 3> Confirmatory factor analysis results of the 16-item perceived challenge scale
Factor Item* Estimate S.E CR. Sta.ndar(i
estimate
I was not confident in browsing the Web site. 940 .077 12.212 794"
I was not familiar with this online shopping procedure. 1.012 .070 14.396 862"
I was confused about online codes for discounts. 1.001 .062 16.135 907"
1. E-Commerce | I Wwas confused about which products were in my 1.050 064 16.347 9127
challenge shopping bag/cart. ' ' ’ '
I did not havc.: previous experience of shopping at the 920 083 11.147 750"
brand’s Website.
I was confused about whether I was ordering the right 1.000 288"
product.
The brand s. Website did not show how the product 1037 098 10.626 785"
looked at different angles.
The brand’s Weps1te did nf)t allow me to narrow down 896 065 13.848 97
the product choices by price, color, style, etc.
2. Retailer s . . .
challenge The brapd s Website did not provide enough 1136 083 13.628 928"
descriptions of products.
The brand’s Website did not provide enough pictures 1136 088 12.908 894"
of products.
It was difficult to compare products. 1.000 816"
I did not ha?/e enough knowledge about the product I 1197 64 7299 77
was purchasing.
I was not f:onﬁdent in judging product materials and 1492 185 2.049 915"
3. Product workmanship.
challenge . . .
I could not evaluate the quality of fabrics. 1.224 .140 8.757 755
I did not trust the colors of products on the screen. 1.311 178 7.352 785"
I did not know how products would look on me. 1.000 614"
* All items begin with the common phrase of “This task challenged me because”
p e
p<.001
<Table 4> Comparison of squared multiple correlations and AVEs
Variables Cronbach’s Cor.npc.)s.lte AV E-Commerce Retailer Product
alpha reliability Challenge Challenge Challenge
E-Commerce challenge 942 918 .692 .832 - -
Retailer challenge 923 942 730 815 .855 -
Product challenge .887 .881 .601 766 704 775
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12 2otel M 24 BRG] HE AT 2 By A7

2 Ueht, Al=)4o] FEEch meba 167 )
329 2R W4 AR Letel 4% A £ALE

2ot o i AT 4 9k Hwolt.

4) Predictive validity
S AR A R A HEst
NEEFHE FEAIA BIs] BIA, 167 2
o] AL AL E 29 o]Ro AHLdl] TH7o]
2o AEFE ey, ol2o] AR A
et £9) Axi HYATONH e 27 ¥
v} Q1oj(Shim et al., 2015), & 50| A= EFA §lo]
A ERS FHn=268) CFATF AA|5to] AR
SolH B 891 Evh UehbeA] Slstec B
Q) HE0| 13 CFA 23}, 24 Ak (elepresence).’
A7) EA 2 7 (autotelic experience),” ‘A7 (con-
trol)’9] 3821 HFo] Wol=U 4= Q= HPAPE
£ B Yh(x%(227)=457.777, p<.001; GFI=.873; AGFI
=.845; TLI=952; CFI=.957; RMSEA=062). 12t}
]ﬂ-‘j—/ﬂ_ﬂ} A]ﬂ/ﬂ @X—]Oﬂ/ﬂ Z,\_EﬂE]-E]-/ngq_ A]ﬂ/‘gg E=
247 whE, WESGAE 5254 et 4]
2% FY9 AVE AFZ(8467 oIzt AVE
ARZ(8020] o] B WA 7 A Felgt
(8798} ol 712 A5 AHst Aojgo] B
A FREL Re0leT 1] ofgd. olgA el
G4o| 32 @1 B} St ¥ a9l 7 4w
A%7} 80914 90 AoleE % 1€ T 2ol
HFHA]SIThE Farrell(2010)2] A9 % 15T o, 2]
242 A} Aoj7to /\]'—‘—1'7-‘1] 8790|1882 &
a0l WeE 4 9ok wrebd AAAAE 20 A
23] BRUS Aa@zﬂﬂ How, 712
5 naho] WS BTt
(mastery)’ F42 E¢FS(item parceling)d}o] 0]o]
A= TR 20l BEIAAE
H% CFAIA A8 167] &
29 GRS
o, £zl % 2e 4
e olAGE BAE 37
goth AP EUe V8T FRYHA 2 A
Al A}, Aol tha & vAARE Holsd
Je £ BYPHATE HHTHA(125)=369.523,
p<.001; GFI=.871; AGFI=.824; TLI=.931; CFI=.944;

wAgolT

RMSEA=.086). 9A A 7ol G5t JF& v+
TAZ 9912 HAAAAY EHZH(B=372, p=.002)2.
2 Uehton, 9597 =AZHE=—075, r 570)3
AE =AZHB=052, p=649)°] F&FZL L9517
Qotth B, SE3ole e ARt =X %‘(,8‘315
p=017)°] F3F JFE A= AL R YEgon,
AAIA N =A(B=094, p=417)3} AlF =382
Gogt FK(=.123, p=277) HIAA] Yok ZH B
< Ao] JFS vA = =A7 890L O E P

Ao, HE = Aol st ol =M% 8
Qlo] JFS "R ALow yehyth web =43
o] 2Y9 AgPHsTh= Y o2 BATE AAH
of, 167} EFL2 F4E 389 A3} Hrx
SE3AE FZAGL & 5 Qlh

V. Conclusion

£ AToliE A ABY Lol £ A
A2 & Gk A 2] 9% u}i}%a
HAEg Lsigc A9 97 AE 9 44 A7E
53] AE A4, A A, DAL 754, AE 7
SHoleh 4714 27 A s, 4 %
AL vgsks 24 B ATt oloix:
4 Q7% 59 A4 EFSS BRI, B4
Azgo) Shee T4 AEE ALeig. of 74
o4 Agel ALY 4] Ao 72 V) A
o 722 Syt #F 5L 3 16) 2o
FAEo] glom, o5 HAYAY 7ol WOF
71 % FELY A T S £ A
Aol it 57 Bgom TAKE 4 9tk
B 7o) 2542 59 Tagel oRd Sue 4
]

&l
_EZ-]OEZE}%’@_—ZI\_OOJO 55;1(-_]71—.9_5_;(61—

0
»
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||

|

-
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o A EAE 22} A
pxog oplsL B4 Ao
7] 2o, s AF 220 £33 Al AlFCIH(Yu
et al,, 2012), 22FQ1 &3gof 3t ARA X]4jo] gloH
(Lian & Yen, 2013; Roméan & Riquelme, 2014) 4-H]
AL =0 =0 gq-sqg A ZFSIThe M8 Ao} W
gg ol W Ed REUYA EARS &7 YA
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O|EOM &B|AT} YA EE FEI MHAE
TR FZRE W o|HER, QF HHO Folf A
o vt 4ua ERS FS % Ak AW A7)
ZAIE FHScH(Mitchell & Papavassiliou, 1999).
T REYS BALS THRE 29 BYEL
BT PARIE 75/ diet £} e E HEREAL, Al
B Aol e BEe AR A BN B
gerstenh A% 184S g B4 AseliE @
A% Re MES BE| e, AFHoE Luld

So| Az B A2 ol o) EAES LA
L ogbrhn 4T 5 n
E3, 2 ATNH A A 287 HEE
A9lo] B olmTt FFL TALA AZ ool

29 W} JEsH HHAL 5 ek A
sfEAog slojg B ohel Wi AR Lot
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stof Bt Aol x B e r

of Agste © 71012 4= At LubERl 22l

9] wigtof A 7jE= Novak et al.(2000)2] T}

TR Hrot g, & AFolA JEE oA

A7 A E &85l ojF TAZ xjYo] EL o
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T weto] grio] ALgol Folsfop k. ohed,
2 A7 Hzo] Ast 7Ps4E Eolv] 9sh 2ot
Z t}okAo] =2 %7].9,] AL FES 83190,
the 27t REE FEWE v o s YuE Tx
£ HUAL oy n|xsolct. £3], Frtuirt Lol
47 o] 7EE /I Aol T 5 U] YE
Oﬂ Xﬂx]—ﬂ-}]aﬂ 52%71—01 Oiﬁx} TAZL 2
Fo} hE F2g B 7Rs4ol Utk ol Al

Hes] 98l T4 AFoIAE mo] ofd ThE
7o) FLOF B ATOIH AUE =87 Fwot

A=A AET, ARt} 7FsdS HESoF &
Aoltk. ol Sol, YIS HROR riE, 2 o
29w HEE Golz WS § Susst
T SHBE AR H BNE K Al T A
o slAere 2, Aj7ke] 583 AUl QHYHolT
AT e AEAA AN B }éﬂ
(test-retest rehablllty)—- Aot ¥& A& Bl
2 AFolA AMEE =H7 AErF AHAA] el
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