eI PISSN 1226-8593

20 23, 2017 eISSN 2383-613X
<oA= Sci. Emot. Sensib.,

Vol .20, No.2, pp.73-86, 2017
https://doi.org/10.14695/KJS0OS.2017.20.2.73

£H7I%, AR B0, RMO| 2ulY Tojolgo X g

The Effects of Shopping Value, Ease of Use, and Usefulness on
Mobile Purchase Intention

&l o)¥
Jin Mie Chae**

etdiistn SRHMMYSHE

*School of Global Fashion Business, Hansung University

Abstract

The purpose of this study was to investigate the influence of consumers’ shopping value(SV), ease of use(EOU),
and usefulness(U) on their purchase intention(PI) in mobile shopping mall. Path hypotheses in structural equation
model which was constructed for this purpose were verified. In addition, the research model was analyzed according
to the groups classified by the level of purchase experience in mobile shopping mall. The survey was limited to
the respondents in their 20s and 30s living in Seoul and other metropolitan areas who had purchased fashion
products in mobile shopping mall. 411 useful data collected from on-line survey were analyzed by descriptive
statistics, exploratory factor analysis, confirmatory factor analysis, reliability analysis, and pearson's correlation
analysis using SPSS 21 and AMOS 19. The results of verifying the hypotheses were as follows: First, SV was
composed of two factors which included hedonic shopping value(HSV) and utilitarian shopping value(USV).
Second, the research model was verified as an acceptable model in explaining the influence of consumers’ SV,
EOU, and U on PI Third, seven hypotheses among nine hypotheses were accepted in high purchasers. HSV did
not have a significant influence on PI, and EOU did not affect PI significantly. Fourth, five hypotheses were
accepted in light purchasers. HSV affected U significantly while USV had a significant impact on EOU and PI.
EOU affected U, and U affected PI significantly. In conclusion, USV was proven to be the factor affecting PI
directly as well as indirectly. Eou and U also had a significant influnce on PI in mobile fashion shopping. These

results will provide mobile marketers with the differentiated strategies to make consumers lead to mobile purchase.
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2.1. &8 7}X[(Shopping Value)

&GRS 2B 23S sHAA A ESHA
HE QAT Babin et al.(1994) 232
WS 15t ’%—l%zq(Utilitaria) Eorri b4 o7
(Hedonic) 237} 28t AN
LB 7= 5\—“11}7} &g Aol %JO}%
7] 913 d(work)elHt L (necessity)Z K= 7l
]327(Babin et al,, 1994), 2 £F7HAE 423
Z7 & (pleasure)©] Lt Al P|(fun)e} 7S FHAH<A
of 7]1st Aoz HE= Jlde]tHolbrook &
Hirschman, 1982).
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2.2. AFEE0d(Ease of Use: EOU)

AH8-8-0]4(Ease of Use: EOU)E 54 AHH7]&0
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AREEEEl oA =¥ol A 25 Fl(free of
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1996; Venkatesh, 2000).
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Kim et al.(2003)=> X ztE 918, Aztd &4, A 7=
AHEEoldS AZHE FEA, AAE FEAH A
7 AREgo1d2 FEE o JIFE HA
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2.3. w&d(Usefulness: U)

24 (Usefulness: U)= AFE-80]Ad 3 7 Davis
(1986)7F AQteF TAM= sk AEHFE 574 7]
ol A E'S ARS-She Zlo] ARSAbe] de] a4
(job performance)S Z71A1Z A 9] a.b AFgz}e] F
Z 9] 7]th o] ti(Davis et al, 1989). 842 33}
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Prasad, 1999; Davis et al., 1989; Venkatesh, 2000).
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2.4. TOHC|=(Purchase Intention: PI)

2t 4 8% °]Z(Theory of reasoned Action: TRA)
Ao &3 Ajzen} Fishbein(1980)2] 3529 %
Fd(Behavioral Intention model)> 7]1¢1e] A H 9} o]
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Fig. 1. Research model
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2 Wk, the-o] sHAY(19.7%), i/ 8] 223 (6.3%)

otk AF AYS MEgS 2T A=V
63.5%, ~1 9] x| o] 36.5%= YEISTH

Zutd g EeA A 1d st HAAEFS
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B Ay AR5 E #A87] $lslAE SPSS 213
AMOS 19 L2 I8 L Algate] ML, a4 2
QIR A B4, el Lo1RA, NEHE 2
N, EPER e Adsd

Table 1. Demographics of classified groups (heavy purchasers/
light purchasers)

groups heavy llght
purchasers | purchasers
(n=247, (n=264,
variables 60.1%) 39.9%)
male 118(47.8%) | 89(54.3%)
gender
female 129(52.2%) | 75(45.7%)
20-29 128(51.8%) | 64(39.0%)
age
g 30-39 119(48.2%) | 100(61.0%)
high school 22(8.9%) 8(4.9%)
) undergraduate 43(17.4%) | 28(17.1%)
education
graduate 170(68.8%) | 116(70.7%)
advanced degree 12(4.9%) 12(7.3%)
management 2(0.8%) 2(1.2%)
specialist 14(5.7%) 7(4.3%)
office worker 130(52.6%) | 82(50.0%)
) sales/service 15(6.1%) 11(6.7%)
occupation
self-employed 9(3.6%) 9(5.5%)
student 50(20.2%) | 31(18.9%)
housewife 14(5.7%) 8(4.9%)
others 13(5.3%) 14(8.5%)
less than 2 million 23(9.3%) | 27(16.5%)
monthly 2-less than 4 million | 93(37.7%) | 61(37.2%)
income | 4-less than 6 million | 70(28.3%) | 49(29.9%)
(won) 6-less than 8 million | 32(13.0%) | 17(10.4%)
more than 8 million | 29(11.7%) 10(6.1%)
Seoul 92(37.2%) | 61(37.2%)
residence Gyeonggi Province 72(29.2%) | 36(22.0%)
others 83(33.6%) | 67(40.8%)

41, 97D TAIQ0l0| BN Q01 AIL IS
x

2 Aol A s Wl dis] g Q1A

(Exploratory Factor Analysis)= %3 A9<S &F

R, WA IS AFs] flste] AEvtstdat

#H(Cronbach's a)& A3t A=EAAES AESAUTL
3

o
ool ATRES

T HFEY HE4S 4
Ast7] f18ke] &eld @ QlE-4(Confirmatory Factor
Analysis)< A3l 8T}
411, HMH 20124
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T 8190140l
W 84401 g0 R Hl g T
] S Aol PFHA
agvletaizhe UNAO R 00) ol Abshatel

FES 220 7 97}atHLee, 1993).

THEIGAS A7) fste] F0F S1EAS
A A3 THTable 4). R E HEE %L*é sl e
9] CR(FA AFZ)Fte] p<.001 FFolA BT 2
o]Ao 2 Fol5tA YElY 2™ Standardized Estimates
T SE(ETLADS 28 Bt & 2o Z YEepgT 3t
AVEFH T EAFEHE A8/t 49 4 e 54
Aol tigt 271E omst=tl AVER] 7|3l
S0 A2 E VeI (Hair et al., 1995), CR.:=

o

Table 2. Exploratory factor analysis of shopping value

txl, ALEE0lY, 7&840| 2HtE Foi2l=0f DXl &

o2
N
(o]

773 OV e 1
et al.,, 1974).

A2 &9 tHTable 5). 7 A3} p<.001 G0 A
H,
[e]

N A
Jo
Lo
_0|L

. é O
v
o,
3
K
o2
Sl
Lo

42. ATFEY ) HF= A2 HA

AR APEE AAs7] flsted, GFI (Goodness-
of-fit : 0.9 ©]A ¥}EH34]), AGFI(Adjusted Goodness-of-fit
: 0.9 ©]4 ¥lgH3]), NFI(Normed Fit Index : 0.9 ©]%F
H}2H4]), RMR(Root Mean Square Residual : 0.05 ©]3}
upa]), Yol thak PX(0.05 ©]4o] nigra)) o] A%

g ol & o}M;(Yu, 2012), AE7AS AR 9)8te]
17ke] 5 1 4 e A ERJD CR S AwrAQl
1%kl g }% ARE %}%6}@ T 817k Q1

Factor Variables Loading Eigen Var;ance Cronbach’s
value (%) a
Hedonic Shopping | I go shopping for my pleasure. 908
Value I enjoy shopping whenever I am free. .854 3.283 54.715 .873
(HSV) I like eye-shopping though I do not have a plan to buy. .842
T I try to search to buy the right products for reasonable price. .842
Utilitarian .
. I want to buy the products at the lowest price after enough .841 20.680
Shopping Value . . 1.241 791
(USV) comparison for price. (75.396)
I want to find a variety of information for fashion products. 766
Table 3. Exploratory factor analysis of EOU, P, and PI
Factor Variables Loading Eigen Var;ance Cronbach’s
value (%) a
It will be easy to buy fashion products in a mobile shopping mall. .869
Ease of Use I can use moblle.shoppmg easuly.. . . .861
(EOU) I can search fashion products easily in mobile system. 853 2.923 73.073 877
It will be easy to learn how to purchase fashion products in a mobile .836
shopping mall.
I can get useful information from mobile commerce .845
Usefulness Mobile shopping will offer efficiency in purchasing fashion products. .844
) It will be useful to use mobile shopping .843 2.808 70.208 858
Mobile shopping will provide me with more advantages than .819
disadvantages.
Purchase I have an intention to buy fashion products using a mobile phone. .882
Intention I will use a mobile shopping mall when I need to buy fashion products. 875 2.289 76.305 .844
(PD I will recommend mobile shopping to others. .864
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Table 4. Result of confirmatory factor analysis

Factor Variables Estimated Standardized | Standard Errors | Critical Ratios | Significance AVE Construct
Values Estimates (S.E.) (C.R) (P) Reliability
HSV1 .874 .789 .047 18.413 ok
HSV HSV2 951 .846 .048 19.966 *oEE 574 .801
HSV3 1.000 873 - - -
USV1 1.000 .842 - - -
usv Usv2 961 170 .061 15.869 Hxk .534 773
USVv3 172 .650 .058 13.207 *oHE
EOUI 1.000 .834 - - -
EOU2 930 .805 .049 19.134 *oHE
EOU EOU3 .865 760 .049 17.620 Hxk 99 857
EOU4 975 .802 .051 19.012 *oEE
Ul 907 732 .055 16.408 Hxk
U2 907 7151 .053 16.963 *oEE
u U3 934 788 .051 18.134 Hxk 70 841
U4 1.000 .825 - - -
PI1 1.000 .830 - - -
PI P12 995 174 .056 17.706 *oHE .595 815
PI3 .994 .805 .058 18.684 HoAk
' p<.001
x2:233.267(a_’f:109, p=.000), CMIN/DF=2.140, GFI=.937, AGFI=911, NFI=.948, RMR=.051, CFI=.972, RMSEA=.053
Table 5. Pearson's correlation analysis
HSV Usv EOU U PI
HSV 1
Uusv A450%** 1
EOU A434%** 64 1*** 1
U 504+ 524 %% T60%*** 1
PI 503%** Ol 1*** 148%** 765%** 1
" p<.001
- - 2 -
AFEPel AFPAHS EAT Az, x=233267 43 FOHAE HTo| M2 AR 2MZTOY
(df<109 p=.000), GFI=.937, AGFI=911, NFI=.948, 22510l j,;l':,_l')

RMR=.051, CFI=937, RMSEA=053% 1}eh}, 9 =3t

o Ao AgEHAL, 9709 7He

SRR

2o A=A

.028

= T

o] 7pAo]
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Fig. 2. Path model
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Table 6. Result of path analysis

Path Estimate S.R.E. S.E. CR. Sig. Result

H1-1 HSV — EOU 11 .140 .043 2.562 * accepted
H1-2 USV — EOU .688 .665 .067 10.324 kokx accepted
H2-1 HSV - U 162 217 .034 4.731 HHE accepted
H2-2 USV — u -.182 -.187 .068 -2.661 *x accepted
H3-1 HSV — PI .022 .028 .038 .562 574 denied
H3-2 USV - PI 239 241 .072 3.317 HEE accepted
H4 EOU — U .866 919 .072 11.989 HokE accepted
H5 EOU — PI 136 142 137 .990 322 denied
H6 U — PI 618 .607 131 4.702 HkE accepted

#p<.05, *¥p<.01, *+¥p<.001

X'=233.267(df=109, p=.000), CMIN/DF=2.140, GFI=937, AGFI=911, NFI=.948, RMR=.051, CFI=937, RMSEA=.053

Table 7. Result of path analysis in heavy purchasers

Path Estimate S.R.E. S.E. C.R. Sig. Result

H1-1 HSV - EOU 164 210 .054 3.026 ** accepted
H1-2 USV — EOU .690 .664 .087 7.974 kokx accepted
H2-1 HSV - U 154 .196 .047 3.247 ** accepted
H2-2 USV - 8] -.225 =215 .103 -2.178 * accepted
H3-1 HSV — PI .053 .068 .048 1.109 268 denied
H3-2 USV - PI 218 .209 .103 2.112 * accepted
H4 EOU — U 976 970 111 8.798 HokE accepted
H5 EOU - PI 309 309 221 1.398 162 denied
H6 U — Pl 454 456 190 2.390 * accepted

#p<.05, *¥p<.01, *+¥p<.001

x'=212.880(df=109, p=.000), CMIN/DF=1.953, GFI=909, AGFI=.872, NFI=.926, RMR=.047, CFI=962, RMSEA=.062
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Fig. 3. Path model in heavy purchasers
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Table 8. Result of path analysis in light purchasers

Path Estimate S.R.E. S.E. C.R. Sig. Result

H1-1 HSV - EOU .006 .008 .073 .087 931 denied
H1-2 USV — EOU .649 .659 .099 6.543 ook accepted
H2-1 HSV — U 134 183 .054 2.491 * accepted
H2-2 USV - U -.130 -.153 .087 -1.492 136 denied
H3-1 HSV — PI -.008 -.010 .062 -127 .899 denied
H3-2 USV — PI 240 .269 .099 2.434 * accepted
H4 EOU - U 761 .885 .098 7.774 HAk accepted
H5 EOU — PI .046 .049 173 258 797 denied
H6 U — Pl .691 .656 184 3.754 HoHE accepted

£p<.05, *p<.01, **¥p<.001

x'=187.075(df=109, p=.000), CMIN/DF=1.716, GFI=.882, AGFI=.834, NFI=.890, RMR=.081, CFI=.950, RMSEA=.066

4.3.3. STV M| Z22Y HWEY

H1e] 287bX7F Abg-S-ol el = SN =
T A A=A TA(BEA =210, p<o1)e A
&2 7HA(664, p<.001) EF FofF qFs F= A
o8 FAEAeY, ATl Hd s e
(659, p<001)TFo] ARE-E-ol gl frof g Fd
AR AU 7 A BrolA d84 7HA7t
ARl el Fe dFHEe] duHeR =
s Ao H, A Aol B &R 2P TS
sk AR FE Eukd Al2E AR o golst
Al AzbehE AlARRe

H29| &g 7kA7F F-87del = I
ellME A 7EA(196, p<OhE & T4

4 fold

r

4 : 3
49 fold AP FAL, A&A A} Fi
FHE folahA ok 2vlAe] AgH e
HH AzEe FEe HPH G v

ko
oy
©
B

Shim et al.(2002)= JEY &g Eol A s, A&
A 7= B FuleEe] Jge Frhal &sith
Hong & Na(2008)= 418 =

o] FFHES ¥ TR Azt AFE W6k
3, Lee & Pahng(2004) 22 7x|qke] ooz
o 9&= vZH 3tk Cho & Seo(2013)= =
gholHl &g =ollA #A THA 9k A8F A= B

T oo fo FFs Fedl, A=ATE W

fo
Y
N
%
T
v

Rl
N
o
2
_‘L
n)
o
o O
o,
2
42
rO
Er
oft
o
e
+
o <]
;—4 lm
R 4

flo o

ju)
-

e
Rl
¥,
[o
|d
fru
>
O]
Y
)
i"
il
Ao
4
9‘L
rir
B~
jus)
)
ft = oo 2N

(it

H4Sl AFEEolgol F8
=
T il

[}
p<.001: .885, p<.001)& F Hgk HFo|A u]% §2]
& AOE e, AHggelgel f840) 9L v
A Fo8 APAFYL Wa AFEDavis, 1989



AT

5

Igbaria et al. 1997; Venkatesh, 2000)3} < ] gt}
it Eatd sy SAde] AztE 8% A
H gol, FuielE 2 Fujolke] wX = G
EA13 Kim & Shin(2014)¢] Aol A 2zt A&
o]/do] Azt F&Ael FoF Y MAA &
Aoz A Ade o Aotk

H58] AR&g-oldo] oo &= F3F> F F
o oA frolakA] 9 ACE yEith AR
ol/do] Fujelke] A P FriL Il A
P ATE(Agarwal & Karahanna 2000; Venkatesh,

2000)2H= 2o, Bukd &gl e AREEolA

%
roh
flr oo o

of AAHoZ el = F= ol o
F87d= Afstd FrielEel F= FFHe] vl
Fol gel= 3tk Ruth(2000)= AHEAE7E QIEYL AL
&0l sty fEEds Avols AdE AHE

gﬂ
rlr
)
S
)
S
oy
il
2
=y

T
>
>
ofo
o
hial
oo
kI o
gg
>
AN
iy
b
o

o

ol

N 2

o oX XiJ 2
o= # b

o

1:0{:

o rir 4

=2

<

m2
RN
%0
G

O,
—Q i) ol
4;; S :1; o
0 o {9 o
oX rlo ox °
flo 0 o,
2
Dl
N o N
é l_ﬂ o
X o -
L E N NI
N
Moo e & K
o
- o >
gz o
o (o]
> o
-
=2
(e
b1

1o,
rx
OQL-”
2
oy
iy,
:ll,

32
[
£
1o

3
£ AA|stti(Agarwal & Prasad, 1999; Chau, 2000;
Davis, 1989; Igbaria et al. 1997; Ruth, 2000,
Venkatesh, 2000). 2t oJEFujo] glojx =]zt¢
AREEol/de] Eutd ojEFujel folgk gt v
A A FXAL A ZFE fgAdRke] fogk J3Fe v
oAl gk Ju & Lee(2015)9] Ao Eutd s H
ANA AZtE F&AS Tk Fogk JIdFS

T 3 Kim & Shin(2014)2] AxZAz}kol o] &hH
S Bt Fujolre] JEFE F= F8
[e]

Aol AxF A=A

N ol X

O

B

rot
ko

re

Ix], Al2E01Y, RE40| 2HIY Foi2=0f OjXl= F& 83

5. 248 # Mo
B Aol AHAES oD we] mAe
Wl FelelEe] GFL vINE WEE Avlge
27, Rk 7118 olgsel Tt B
YN N2 N6 FEoEd JFE FE A
MER Qe AH-EoldT §-42(Davis, 1989)S

= =
T, PR BE A WG A=
AR/HIS MERASA AT 19 B AEE
o

of weh F7 e

N
-

2

o

=
bl
rot
=y
oX, r
23
¥
il
1o
>
[
oX,
rl
o
o|\
[0
M o
o

e
([N
o,
<]

o T

R I
5 o r
o o2 1>
2oo% oo
o i

ofk

o
sy

)

N

[2eo

£

rir

Jo ox
oo rlo U
o,

o
hJ

2

}\1}1_:_ 34]31—24 Al

1T, =

44
—_>‘i"4
n
|o
il
of\
4
=2
™
e
=2
ofo
2
N
N
i

B AFg-gol 45 A2k fEAel HAE o
oS I(HI, H2 A, e 747k waked el
Eol Tt A G FoIFA L UHAH-L

712, AgH A} FE APAA JFS FA5

ThHH3-2 ). AFEgo)|e F2A0] Be ks 3
AT H4 ), Zotd Frj oo nHE Gk {9
SHA] UTHHS 712, 842 Eurd el o=l
°13F J kS FAthH6 M) ATm) JelAE= e
A 7HA= FEA T 598 dekS T H2-1 A
), A7 7FX = AFEEo) vt 98 JekS F
ATHHI-2 A&, S Jtz A5k g 71
7 Bakd pujolo) F= HH A ey e {08
A ESFI(H3-1 712h, A&7 77t FE= FHAHA
oo § o5l THH3-2 ). AFE 2o e 48
Ao, Fr8AL 2ukd Fujolwo Foldk JeS F2

&), AbE-go]Ao] Tupd Fufo]o) F

e K
an)
>
an)
(@)}
N

FEF= FolskA LUTHHS 717,



84 xizlo|

oj¢t T2 wHE T AAE B A

AA, HHH £F7HAE Fee LPAEY A
&4 aFIRE Foe 2nAR] A 454
T Rukd FujeEE Zle Aor Yehd dAE =
o, 2E1E T & Al ThFg R o] g0
St AlFel 7HA S AA Mad F 7] wEel A
SAA Y7 E Foeke ablAs ZukdAI 2"
ARGl W AREEold oIy 8 AskAl &
of AHAoR FujeEE Zh= ZoR FAH
ol Tl tE FEAEH BlaLste] avjE B
v s {2 g Sle 7P 2 29 9 A
B o] Gol At A AR deHE
2, 03 71 50 AFS L8R A A A6,
7HA S0l vl A Ay, 22 R PAF 52 7F
AA sES FRste] Butd pujel=g ZHy 3l
= &HAbEl tig A5 derE 2o d Aotk

A, ButdA RS ARete] aE dve S
ol g Wl ARSI FEA S Eukd
TFrjelEel FEAFE A= WMyl dSHAS F
O fFEAES 5 Triske 2 EupdAIAE e
ARgol AL, FrEotrtal A zelel ojsf utd
ool FFe F HEE, LvjatEo] Butd o
S AL wEA JPL F J=F wEolok g
AR 53] AREAE M2 FR7IE0Y AL
e & A Xoke dglMe ARl A=
& A"l B gl AR A gFE FAT, A
SAE 0] AF ARGl e ARg-gol ol ¢
Szl MAE AHAYD ¥ Aasa A"
&8s A AR dFs vy By

(Davis et al. 1989; Ruth, 2000)<] <1

T o] 20-30th AJQlO 2 ojn] HEupel FLujjo] T
ZAEol e LHAECHE Eupd &
Lolglths olfTte R HAHAST FuldrE zhe=
Zlo] ol Hutd o] F-84S AZbgk Fojof

=
THeEE Zte AlR Ao, Hukd v}

flr
[
=
>
©
Ex
£

FYTo T2 vAE T8 WE
A2 ZxUY A (Hong & Na, 2008; Lee & Pahng,
2004)l] WFaf Rupd ool o A& 7hA 9
A FFY B o AN FFHe] dF

A A A el 20-300] A

i)
b4
2
o
|

o

) Bupe AH|2b7F 20-30th B ofu e}k 40T, 50
g2 gdHr Jerz AFFPES st 40
o] Aol A BF3l o

REFERENCES

Agarwal, R., & Karahanna, E. (2000). Time flies when
you're having fun: Cognitive absorption and beliefs
about information technology usage. MIS Quartly,
24(4), 665-694. doi:10.2307/3250951

Agarwal, R., & Prasad, J. (1999). Are individual differences
germane to the acceptance of new information
technologies? Decision Sciences, 30(2), 361-391.
doi:10.1111/j.1540-5915.1999.tb01614.x

Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes
and predicting social behavior. Englewood Cliffs, NJ:
Prentice-Hall.

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work
and/or fun: Measuring hedonic and utilitarian shopping
value. Journal of Consumer Research, 20(4), 644-656.
doi:10.1086/209376

Bae, G.-S. (2004). 4 study on the factors which affect the
intention to users in using mobile commerce in the
view of technology acceptance model. Unpublished
master’s thesis, Sookmyung Women's University,
Seoul.

Bagozzi, R. P. (1981). Attitudes, intentions, and behavior:
A test of some key hypotheses. Journal of Personality
and Social Psychology, 41(4), 607-627. doi:0022-
3514.41.4.607



AT

Chae J. M. (2016). The effect of mobile fashion shopping
characteristics on consumer's purchase intention:
Applying the technology acceptance model. Fashion
& Textile Research Journal, 18(1), 38-47. doi:10.5805/
SFT1.2016.18.1.38

Chau, P. Y. K. (1996). An empirical assessment of a
modified technology acceptance model. Journal of
Management Information Systems, 13(2), 185-204.
doi:10.1080/07421222.1996.11518128

Cho, Y. J., & Seo, S. W. (2013). Purchase intention of
fashion products in private shopping malls: Focused
on usefulness of SNS and shopping value. Journal of
the Korean Society of Costume, 63(5), 61-71.
doi:10.7233/jksc.2013.63.5.061

Davis, F. D. (1986). A technology acceptance model for
empirically testing new end-user information systems:
Theory and results. Doctoral dissertation, Massachusetts
Institute of Technology, Cambridge, MA.

Davis, F. D. (1989). Perceived usefulness, perceived ease
of use, and user acceptance of information technology.
MIS Quarterly, 13(3), 319-340. doi:10. 2307/249008

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989).
User acceptance of computer technology: A com-
parison of two theoretical models. Management Science,
35(8), 982-1003. doi:10.1287/mnsc.35.8.982

Fishbein, M., & Ajzen, 1. (1973). Attribution of responsi-
bility: A theoretical note. Journal of Experimental
Social Psychology, 9(2), 148-153. doi: 10.1016/0022-
1031(73)90006-1

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W.
C. (1995). Multivariate data analysis: With readings
(4th ed.). Upper Saddle River, NJ: Prentice-Hall.

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic
consumption: Emerging concepts, methods and
propositions. Journal of Marketing, 46(3), 92-101.
doi:10.2307/1251707

Hong, B. S., & Na, Y.-K. (2008). The effect of the perceived
hedonic value, usefulness and ease of use on attitude
toward using in internet shopping mall and purchase
intention of the fashion merchandise. Journal of the
Korean Society of Clothing and Textiles, 32(1), 147-
156.

Igbaria, M., Zinatelli, N., Cragg, P., & Cavaye, A. L. M.

Ix], Al2E01Y, RE40| 2HIY Foi2l=0f OjXl= F& 85

(1997). Personal computing acceptance factors in small
firms: A structural equation model. MIS Quarterly,
21(3), 279-305. doi:10.2307/249498

Johnson, K. K. P., Yoo, J.-J., Rhee, J., Lennon, S., Jasper,
C., & Damhorst, M. L. (2006). Multi-channel shopping:
Channel use among rural consumers. Infernational
Journal of Retail & Distribution Management, 34(6),
453-466. doi:10.1108/ 09590550610667047

Ju, KL W, & Lee, E. J. (2015). The effect of shopping
orientation, fashion innovativeness and perceived
mobile benefits on mobile clothing. Journal of the
Korean Society of Fashion Design, 15(2), 147-164.

Jung, S.-M., & Park, J.-Y. (2014). The effects of online
purchase experience on the transaction intention using
smartphone. Journal of CEO and Management Studies,
17(2), 69-88.

Kim, D. W, Lee, T. M., & Kang, M. S. (2003). A study
on the effects of perceived risk and perceived quality
on the mobile-commerce adoption: An extension to
the technology acceptance model. Korea Journal of
Business Administration, 35, 171-193.

Kim, M. J., & Shin, S. Y. (2014). Effects of mobile fashion
shopping characteristics on perceived usefulness,
perceived ease of use, purchase attitude, and purchase
intention of mobile fashion shopping mall: Focusing
on smartphone users. The Research Journal of the
Costume Culture, 22(2), 240-257. doi:10.7741/tjcc.
2014.22.2.240

Korea Internet & Security Agency. (2015). 2015 Survey
on the Mobile Internet Usage Summary (2015 = v}
o OlElYlo)-g& e FAFL 9FH 7A]). Retrieved
February 1, 2016, from http:/isis.kisa.or.kr/ board/?
pageld=060100&bbsld=7&itemld=809&pagelndex=1

Ku, Y. S, & Lee, S.-M. (2001). A study on the effect of
on-line store attributes on consumers’ purchase
intention of internet fashion product shopping. Journal
of the Korean Society of Clothing and Textiles, 25(6),
1100-1111.

Lee, C. S., & Pahng, S. B. (2004). The effects of shopping
value on online purchasing intention: Focus on product
attribute importance as intervening variable. Korea
Marketing Review, 19(2), 41-69.

Lee, Y. J. (1993). Basic data analysis using SPSS/ PC+



86 #ZI0|

(SPSS/PC+E o]-§3F 7] Zx}&E #4]). Seoul: Sukjung.

Lohse, G. L., Bellman, S., & Johnson, E. J. (2000).
Consumer buying behavior on the internet: Findings
from panel data. Journal of Interactive Marketing,
14(1), 15-29.

Na, Y.-K., Hong, B.-S., & Kang, S.-M. (2008). A study
on the effect of the perceived value and risk of internet
shopping on the purchase intention of the fashion
merchandise. Journal of the Korean Society of
Clothing and Textiles, 32(8), 1213-1225. doi:10.5850/
JKSCT.2008.32.8.1213

Park, E. J., & Kang, E. M. (2005). Effects of shopping
value, fashionb shopping mall attributes, emotions and
purchasing intention on purchasing behavior in internet
fashion shopping malls. Family and Environment
Research, 43(7), 117-128.

Rho, H. J. (2003). Social research analysis by SPSS/ Amos
(SPSS/AMOS ) 2] AFS]ZAF 49). Seoul: Hyungseul.

Ruth, C. J. (2000). Applying a modified technology
acceptance model to determine factors affecting
behavioral intentions to adopt electronic shopping on
the world wide web: A structural equation modeling
approach. Doctoral dissertation, Drexel University,
Philadelphia, PA.

Shim, K. Y., Kim, Y.-M,, & Kim, W.-H. (2002). The
influences of the characteristics of internet shopping
malls and the shopping traits of their users involved
in e-commerce on purchase intent. The Journal of
Internet Electronic Commerce Research, 2(1), 59-76.

Shin, J. C., & Kang, M. S. (2004). A study on the impact
of consumer value on the mobile wireless internet on
the usage intention and time of the mobile wireless
internet. Journal of Consumer Studies, 15(2), 125-143.

Statistics Korea. (2015). Retail sales and online shopping
trends in october 2015 (20159104 ZvjEnf & 2
2014 &3}, Retrieved February 1, 2016, from
http://kostat.go.kr/portal/korea/kor_nw/3/
index.board?bmode=download&bSeq=&aSeq=35006
3&ord=4

Taylor, S. A., & Baker, T. L. (1994). An assessment of
the relationship between service quality and customer
satisfaction in the formation of consumers' purchase
intentions. Journal of Retailing, 70(2), 163-178.
doi:10.1016/0022-4359(94)90013-2

Venkatesh, V. (2000). Determinants of perceived ease of
use: Integrating control, intrinsic motivation, and
emotion into the technology acceptance model.
Information Systems Research, 11(4), 342-365. doi:
10.1287/isre.11.4.342.11872

Vijayasarathy, L. R. (2004). Predicting consumer intentions
to use on-line shopping: the case for an augmented
technology acceptance model. Information & Manage-
ment, 41(6), 747-762. doi:10. 1016/).im.2003.08.011

Werts, C. E,, Linn, R. L., & Joreskog, K. G. (1974). Intraclass
reliability estimates: Testing structural assumptions.
Educational and Psychological Measurement, 34(1),
25-33. doi:10.1177/0013164474 03400104

Yu, J. P. (2012). Structural equation modeling concepts and
understanding: Amos 4.0-20.0 common ((->-& 25~
o) g 2l JE 3] ol Amos 4.0-20.0

38). Seoul: Hannarae Academy.

K
X
4

: 2016.08.17
: 2017.01.11
A 2017.02.21

2y e
o2l
m

(©) 2017 (by) the authors. This open access article is distributed under the terms and conditions of the Creative Commons Attribution license

(http://creativecommons.org/licenses/by/3.0), which permits unrestricted use, distribution, and reproduction in any medium, provided that the original

work is properly cited.



