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The Study on Intention to Use for Social Commerce of
Online Group-Buying : Focused on Chinese Users

Ying Ying Pang® - Hyun Mo Kim** - Joo Seok Park***

B Abstract &

The convergence of e-commerce and social media have given rise to a social commerce of online group-buying.
Social commerce of online group-buying is a subset of B2C (Business to Consumer) and uses social media for
marketing to facilitate online buying of products and services. The social commerce of online group-buying offers new
and popular products or services every day, and uses social media to bring together separated consumers. In these
backgrounds, we think that personality trait associated with seeking new and popular products or services, and social
influence from social media are likely to be related to intention to use in social commerce of online group-buying.
This study aims to examine and analyze novelty seeking and social influence that influence intention to use in social
commerce of online group-buying in China. Our research model, which included novelty seeking and social influence,
was developed based on the technology acceptance model. A questionnaire survey was carried out for empirical
analysis. The results of empirical analysis based on a sample of 218 users showed that novelty seeking has a significant
positive impact on intention to use, and social influence has a significant positive impact on perceived usefulness.
We suggested academic implications and practical implications based on our empirical research.

Keyword : Online Group-Buying, Social Commerce, Intention to Use, Novelty Seeking, Social
Influence, Informational Influence, Normative Influence
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ICTO] W2 AapdAHe A= sl
Eejd o) ) HZole AR 240
tol7} ¢35 WA B2T(Business to Team) &
2Rl FETuE AAAHAE A= AR
A frEo] sAstdlaL, B2T APrEs A454]
o072 Z7Vele FAE ®ola itk KIEP(2016)2]
By w2 Z2¥ B2C(Business to Con-
sumer, B2T ¥3h) AxpgA#) A1 EE 201343
12 2,3009] 284 20184 2% 3600w 227}
A 44 Aom o dE glon mid 10% Z=
Tes] A Ao ® s il QITHKIEP, 2016).
£3], o}xo} A He] B2C AAEAY A AT}
F43] A%sta A=, GDP tjn] B2C HAAMSA
Y TEE T3 4.9%, o 2.6%, G 23% =
At on, Fao =2 o] 71 A0
CHKIEP, 2016; eMarketer, 2014). F-9lH %= &
o] 28kl FE g A2 AFFEI}
20113 oF 349 $JQkoll Al 20151 °F 7699 $19F ©
& T A B2C AAMIAY A4l dx
o7 #=E 3 JtHiResearch, 2015, Kotra, 2012).
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gk o2 AxPGA F2 AGARA wEh
7121¢l B2B(Busi-
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rlr
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ness to Business), 7193 &H|AF zke] Aol
B2C(Business to Consumer), 2H| A} 4H| A} 71
o] A<l C2C(Consumer to Consumer)Z
of oy HE 2Eels B8 et S
of wa} B2ColA B2T(Business to Team)9
AdAH Ade] FAERAL, 2kl FETH 2
AAATM T FFE AAPIANE dEE §o=
AHEE AL 9ltH(Jing et al, 2015; Liu and Yang,
2011; Wel and Song, 2011).
B2T AAdAd= 4% dvfge] 51
s 7)E 7 Ee 2 %o S A5t
v 2l T AAEA o gh(Jing
et al., 2015; Liu and Yang, 2011; Wei, 2011).
B2T AApdA @ elA Feufz}, e 2571 A )
o ¥E3l7] e e AnAt §A7F 7 88t
o2 olg fg nHAR T2 dFE B AH|&e
AR Ao 71 ZEs 75S 7FRl 24 o
olggttt. 1A B2T AAMIAH = <8 &
%?L”Htﬂ AW AE B 289 TS5 T
e AE7AMAE T2 Sut Y2E", 3 HA
5t & xRl o] & THedt RS
gt wz}l 020(Online to Offline)<]
2 d8A dor(Kotra, 2012), &
9 AAPEAY okl M2 AAE G 5
o7 7y ltk(iiMedia Research, 2013).
1 %%?Uﬁa AW 28] A A
e Tl Tke] FA otk L AntE
o HAAA AN 28] FHo®
15l 47 = 20169 A
d ] 439% 71 39 47w ¥E =9 }0}03
I(CNNIC, 2015), ==< Enutd 28l&
ATEE 201510l Addiv] 123.8% ?7}@ 2%
1,0009] 9ors 233k Ao 2 el thiResearch,
2015). 53], &2l & TmE AEAH 7 247
sl AA A {37 20154 k7ol 7694 4,000
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Aek(EgEE) 5ol ArhiResearch, 2015).

B AFL oA A% JHAAE Hole T
o] el FE Ty 2AANAE 274 54O
% 2} sk AA, 2kl Tl E
Ant]olE T4 2 u}ﬂ]‘%‘ %"%‘

fZE} T 2l ¥
=l Awn|tjo] Au]2Ql 3( Wechat)
. %éﬂ A, AH]2, CRM, CS & Thekst
Yz 55 s, olgld 59 49E
o]-&t $7] 59 HEl= AYito g ojojx|aL
rtiol= ol& FH AlEEAl 47 @ﬂJrOba
}=tHMOTIE and KIDP, 2014). ’z“, A4
o] AR 758 Lglolate oA YEYIAE
BE R ANz ARTL Sty 312 Lokt
oAl #al], 22kel & (online word-of-mouth)
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Ao 2HE @ i (Anderson, 2006; King
and Turban, 2004), <=2}Ql &7 A=A
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Aur7] 98] ekl FEFuE 2AAHAE o
&3 frk o] EAE2 2uY 2l FF
Tl M 2T} 2 o] feoln, 2El]l F

&
S0P 28AV 20 S4eleka & Quk

FaiE] o] gk vKLiu and Yang, 2011; ng et al,
2015; Wei and Song, 2011), %A A A S EAJ 0]
A 28l FETHE LAY o] §o%
of ol gt JaFe mA=A 2

AF7HA g 28l F

o] g9k ATE AHHH 24
et al, 2011), 2487 22| 93 (Noh and Lee,
2012), 2247 22] 21#(Chen and Wang, 2016),

AAW 0] X = 2 EA(Kai, 2013; Oh, 2014;
Park, 2013) & 7iQlo] 7k AdAw 29 717}k

o]-g-ol ko] ot JEFES M A=A gl A
T7F 5 o]Erh TS LA EAoR V]
A FZ2Majli, 2015) & AAAW2I} A Fsh=
7154 W o] gowete] AAE A=
stdon, Ao (Kim et al, 2012)7F 24877
229] o] gol kel out FEFE A=A A
Atk APATE T3 & w, 224 T

N

ol l->m

e 28A 29 BAE FA
ou}, zAvltiele] AEH Q4 EWT FET)
G ARIAL = 24 Frlo] 24
0 A AT Su He B AT o
A ARG Leel FEFuY 282 EAol
o golwel WAL JFAL G nag B,

2.2.1 AZ+=l §-8-4 (Perceived Usefulness) =
A Zk=] o]& Lol (Perceived Ease of Use)

A2 A e (electronic commerce, EC)E ICT
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£ 7|uko . st Aulag Atadle P9E o
Aeth & AAPAYANA BAshE AAES A
71ES 7INke R o] FolXt) wEkA 8l TF
A2 o] g ko) HX= 2918 &
= 2 A= 71e5-853(technology accep—
tance model, TAM)l| 78} g8} 2} g},

Davis et al.(1989)¢] 7|&48E(TAM)2
212 85 o] 2(theory of reasoned action, TRA)
(Ajzen and Fishbein, 1975)3 A&w 3Pso]&
(theory of planned behavior, TPB)(Ajzen, 1985)
o 7|23 o]2ORA Az V&S HAS Al

AR o] 2ol 7ler Ry 2714 Fa g

A -8 (perceived usefulness)¥ A2+
0] & 8] A (perceived ease of use)S 7|HFo =
49 ®=(attitude) 7t A ©]-8-9 E(intention
to use)dll FFES wHcka Asict A 7te -8
e EAS ARIES o] 8o Apale] A
HE A T s Bojgke U AR

st Wee] =2 goHri(Davis et al, 1989).

712 (TAM)2 e- 22l (Holden and
Karsh, 2010), e-21'd(Cheung and Vogel, 2013;
Park, 2009), e~ 2 (Gefen et al., 2003) 5 AX.
EA7|Eo] S thkd oo s dAqEof go
H, 71&9 F&IEE Wolet HHEdd 48

7HsAS Aol gtk B ATE 74440
(TAMDoll A}, ekl F57ujs 247
29] o] A 7d 847 A%H o4 &
o]l o5 o]Fo]d Aolghe ML Syt

B Aol AZtE F44E ‘ol g2} 2l
FEPE 247MAE feetn AdAH A
wreba Agejaiglon], A7 o]g §ol4e “of
SA7} £@el FEFE 2AANAE wE
o] 47 ol 43 & Urka A Fx"em Ao
sgith. a2n Az F843 A48 olg &
o|go] FHHoE JTFS vAE o] gomE “ol
AL FE B Auas TeEb] 95 el ¥

STE 2AAHRE o] &stuA} sk & e
Aolalsitt. 4= Davis et al.(1939) 2 Gefen
et al.(2003) A4S EU2 A=HIF-E A

ol
-
il

= =
o A7tE 848 A7), AZE o] & oL
37N, ol & wE 3] o s TSttt
7154 G (TAM)O 719+ & 3711 W4 2t

o oflt

o Fpae thest g,

o FEFINY 28A2 A2

7bd 1 28
sa4e osdzel 4 Jwe
XE7

v Aok

7 2 2ol FEFHY LA X7}
o1 g §olye olgEe] YA F
e 13 Aol

P 3 eepel FETIY LAY~ A2
o

2.2.2 BAFTAE(Novelty Seeking)
g 2= A Bk (novelty seeking) & “A| 2-S 7
ds F8haL, A7lska A ZE Aol dE 57]
AS oulalE AP o thekst SRR ool A &
453 It Berlyne et al., 1966; Midgley and
Dowling, 1978; Hirschman, 1984). t}ek3st A+
oA FAFFATFE BT ZuE FHAITI
A8 M2 AL F3)
T 8Rlo= AgEI gtk
EA4e EAT P59 s717F "rh(Hirschman,
1984). ¥ <AF9] wjAA & o), GAFFLS
AAPFA YA M2 AEold Au =g ZAY
A5 TRRIAQL A= & 4= SIth(Agarwal and
Prasad, 1998; Robinson et al., 2005).
Hirschman(1980)¢] aA-ollA B34S 7
. 2HAES RS FES Wolsele $Ho
Hojurla 3kgirk. Venkatraman et al.(1990)2]
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AH|2E = gl Qlrhal Holow o] A= TR 5 0 A2 YE B AJH[ e tfgl &H]Rpe]
& Aol A2 FES FYste A2 &% o FAFET GRS 2epe] FE7Y 24
Folgtar ®Wokth H3 Goldsmith and Hofacker A2 o]golEe) A FS
(1991)¢] AT-olA &R|AHE 54 TGl 2 n] & Aot}
e JAAES st Festee &9 &
Agcka Bk, Tellis et al.(2009)2] 9+ o 2.2.3 A313 °d3k(Social Influence)
e ARAE A2 AFS FEeE e A 2l FE Y A A 2R E
S 7Htar 49 53], A AE w9 Zal AAA AR A 2L AE E A8
972 Ad K Wang et al.(2006) 975 g4 g BRE TF, 7= AR s
T 2A IEMlolA HRE Hol A Ak 2ga vzt sk vl Aggk 7h
At kel AnabE Ll S & e A Aoz AFol AFHE Tl 54, T
o] =rlal AAISFAT ARE FHANA thA] GAkE THsAdol wig-
olgA AYPATE T BHH, AAES o arh &, 24vgoels B8 Fe vl dEe A
P o g MR AFolu ARz digt ErE R7F SRl Al A}, Sk = Bgel A At
7HA AL om, T ozt o] wjitel] sid Aol © AEA GEs 7 7HsAdel SIthLi, 2013;
AU ~E FHe 7FsAS 7HALE web At Papadopoulos et al., 2013). A}3]%] ddko)zt A}
of AnE £ AFe] wjAel v & uf, 4nj} 3|1 A FollA MR} Mz ALAA 39
A Aol viH Ed=of Sr A2 AE AH] of 4gs FuvE s ofugri(Rice et al.,
g lehe B BEFAR AAAVIAE & 1990). AEH B 2A ARA G 3R
H)2be] BFA A 88 2EX T 7o 83 d&go 2 FEFAHBurnkrant and Cousineau, 1975;
T A& Aok ¥k ol AR AE, AERE Deutsch and Gerard, 1955). AR.2 3k 14
MBI 2E 2EHs 28l T TiE 2AAH A A Qe e NRlY HEyY 2S5 X
o] 7FF FEYR o] 5L an|AbEo] dd A} & olFo] divta & duA itk
AANE ol gt T8 B7I17F 2 Aeolth
E AN GAGTATE “AnxrE 280l (1) x4 3k(Informational Influence)
SET Y AEAM M AR T R AH A ARA G gl o, F4, HEF A
T old Higt ARE FFak= A olgkaL Ao o] A7} Eo] ApAle] ooy HE, sl 3
3151t} Hirschman(1980) ‘—rL 2 Venkatraman HE JAS 9n)sth(Kassarjian, 1971; Kelman,
et al.(1990) A5 EZ AZHE2 AAE o 1961). ThA] s, AH|7F BRle] ARE 3l
H, 37 Tgoz FASA sto] Fujsi el ik AAA S W o, Bl
AYPATE 7ptoz 3 289 FE i & o] AR7} S 7HITha ddshA wd o)
A7 20 FAFFATY dhE 7HEE o A AR S 7stst Al ®th(Bearden et al., 1939;
2, Becker, 1991; Bikhchandani et al., 1998). =,
AR A oo glolo] yrtolu} =L ol 3
TH 4 0 A2 dE B A2 gigh &b G 2AR GE&FOEAN FAG YT Kol
FAFETY S 2epel FETY 24 T TXEge Yol Hrt ol HrA o
Ao Az FE A F goz Qg FxE A4l FtuT) el 4
S n]E Aol HE &83te Zol ¢ $& 4%E dod A
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Kim and Srivastava(2007) d7-& &840 49
Aol Eo] SEH BRI FuiEzh HA, #4l
E 37t 59 $7] AR ARA JFEES L3
sha Bk
2l T ulE LAY AE T 54
g At s Fal T AQIORRE g
AMujzae] Jr7E BakE Zlolt), R JrA
Fafol wh, FAuAES TR AQ o2 E
Aehe A B AH[ 2z gigk ARE AN
o AR B8 7FeAS 7L 53], A2
dEolu MulaE AlEe] §AS THotely] o
& F ez 2l Fe Ty A~
Aol ARA e AA v E F g Ao
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A=) FE B A0l g BRIF &
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gud gye Lol FEFNY 24
kY

(normative Influence)

A @ el ERdelut FHeke] 7]l
T&3HA Hof Aale] B, HE, Sls-S HElA7] Al
ke 9k S on) gt Kassarjian, 1971; Kelman,

HA gaFoz Q) 1S BRI F
tho] Zt= Alad 915 YA E s 2
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9 A gEe 2ol FETT 24
A0 ojgelie] FHHA PP
EP L]

2.2.4 124 (Trust)

threl QpsEnE AHye A44A ol g
o wWl¢ S8 ado2 FAHAHGefen and
Straub, 2004; Hassanein and Head, 2007; Lu et
al,, 2010; Mutz, 2005; Pavlou, 2003). A ZdA 2
oA A 2HATE BrAE RS o)
%3 S0 B2AHA Azt

A7 FdE AN AT AdAA", Al

Ao 2ol FEFUG L8720

o g9

of 9 AL edlow wudd dduz
B AFe Ayl £eel FETY AEAY
29 o §OEAAE FaF FPS VAL 2ol
A2 lsturt st

B ATE ABYS 2t kel FET
g 24702 AAE DS F s A2 4ol

.

Pavlou(2003) ‘i?
(2004) A+-5 B2

m
Jl
rEoug
4
me &

g

ol

8,

O

a:)

w

Aol BFoE TG 4

s 249 7 A=E =4FHGefen and Straub, Boodto] AP AdE 7L ofelel 2ok
2004). RF of et Al A2 AR 7E AR A
HE Fa AE E AHEE o o zte B 710 - &gl sy dAr 0] (1E]
448 AU g9 F AT A 200 e AzZpE GFEH YA
2% 244 tk(Paviou, 2003). A1 # A& An] =t & H & Holr}
7} ARGAAGE B3 4BS FEE s = JHE 11 0 22l FETE SdAR A 21F
717v W, AAEA S 7F AL fr&sprka =7 AL o] goje] FHHQ JIFE H]
= A7 H71% #tHGefen and Straub, 2004; E Flojttk
Hajli, 2015).
SRl FETulE AEANAE TP F 2 Hoodgtola FY3 7Hde F 117)0]H, o1& w}
ARl AAgA NS Foll E3FETh whabA gog =233k A7+rdL <Figure 1>3} 2t}
Novelty
Seeking HS

;---- Social-Influence ----;

H7 Informational He

H Influence \ \ 4

Perceived H1 Intention

! : H8 Usefulness to Use

HY i Normative / '
Influence :
___________________________ H3
H2
Perceived
Trust Ease of Use
H11

{Figure 1> Research Model
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il
98 A
7HA] W

Gl
I AFEGe
o7 FAFgeH, 7+ a9l
A1E(likert) 5% HEZ FAAT a9l
T 2dAR 0] o] Ao
og 2017 6€ 1595H 69 1747

il ”“Z*}E— Axsten, B SHS A9
& & 218709 AEHlolHE @%a S
&3 E} 2 AT ASEA
EA8 B4 A= <Table 1>3 #Zt)

AA S 2189 =, FAS 1011(46.3%),

>~
é
*
rot

N b
re
10
rO
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43%(19.7%), 20thH7} 82%8(37.6%), 30tH7F 6978
(31. OEH ool 249 (11%)Q1 Ao= VbRt
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) E& shao] 154 (70.64%) 02 SAte] o
g AsR o, 1 o Aol 30

H(13.76%), 71=%el 169(7.34%), A4 el 9%
(4.13%), Hi-2lo] 3(1.38%)21 A o= LEyto
W, 71 9] 7]E= 68(2.75%) Ao e

22l FE Y AEANAE o] &eh= V|VR
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H|5S 24319 TE Desktop PCEZHF-E Q] o] &2
287(12.84%) 2 7} A& v]FE AA|83th
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(Table 1) General Characteristics of the Sample

Variables Types Frequency Pel:)cent
(%)
Male 101 46.30%
Gend
naet Female 17 | 53.70%
10s 43 19.70%
20s 32 37.60%
Age 30s 69 | 3170%
over 40s 24 11.00%
Student 154 70.64%
Technician 16 7.34%
Job Self-employed 9 4.13%
o
Service provider 30 13.76%
Profession 3 1.38%
etc 6 2.15%
Device that use| Smartphone 135 61.93%
SOCIS% ((:)c;lrﬂrr]réerce Tablet or Laptop 55 25.23%
group-buying | Desktop PC 28 12.84%
<1 43 19.72%
Frequency 1~2 82 37.62%
visit in social 3-5 51 ATI%
commerce per
day 6~9 26 11.93%
> 10 13 5.96%
< 10 minutes 53 24.31%
Average time [10~20 minutes| 77 35.32%
sbent on social ooy L eS| 5 | 2523%
commerce per -
day 30~60 minutes 19 8.72%
> 1 hour 14 6.42%
<1 62 28.44%
1~2 78 35.78%
Frequency 35 5 | 523%
of buy per month
6~9 17 7.80%
> 10 6 2.75%
Total 218(100%)
< 102 ~20%0] 779(35.32%) = 7 Edke

I Yo 2 20+ ~3040] 5518(25.23%) <]
A 8FAT) 18 103

]:]~
Run

pod

H(35.78%) 0.2 71 w@e ]

1F

103] o2 6%

FEFY

]ZO

o|3}7} 539(24.31%), 30
1A]ZFe] 199(8.72%), 1A17F o) do] 1478(6.42%)
Q Aow vebt el
O~

g ol g3 A FETY ¥

A7
NEE 15 ~2871 78
52 A3

ott]g

78(25.23%), 63] ~93]+= 17%8(7.80%),

4(2.75%) 0.2 ERITE
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(Table 2> The Results of Factor Analysis
Factor Items Items FL Crop— CR | AVE
bach’s a
PUL I am able to accomplish my shopping goals more quickly when 316
I shop with the social commerce of online group-buying. ’
I am able to improve my shopping performance(e.g. save time
PU2 | or money) when I shop with the social commerce of online 900
Perceived group”buying.
Usefulness I am able to increase my shopping effectiveness(e.g. get the best 0.906 0939 | 0.870
PU3 | deal or find the most information about a product) when I shop| .798
with the social commerce of online group—buying
I am able to increase my shopping productivity(e.g. make purchase
PU4 | decisions or find product, service within the sortest time) when| .861
1 shop with the social commerce of online group—-buying
EUL |I find the social commerce of online group—-buying easy to use.| .868
. I find it easy learning to use the social commerce of online
parceived | U2 | group-buying. 821 0gm | 0974 | 096
I find it easy to use the social commerce of online group-buying
EU3 . 925
to find what I want.
The social commerce of online group—buying firm give the
TRI |. ; . - 911
impression that it keeps promises.
Trust TR2 | The social commerce of online group—buying firm is trustworthy.| .792 0868 0546 | 0.84
TR3 | The social commerce of online group—buying is honest. 8304
I like to explore a new product or new service on social commerce
NS1 . . 926
of online group—buying
I}Tove}ty NS2 I Iike to try new product or new mce that I ha\{e never bought 23 0.862 0913 | 0780
Seeking before on social commerce of online group—buying
., | I like to investigate new product or new service on social commerce
NS3 . . 739
of online group-buying
I often consult other people to help me choose the best alternative
11 | available from a product class or service class in the social commerce| .943
of online group-buying.
Informational I frequently gather information from friends about a product or
II2 | service in the social commerce of online group-buying before| 917 | 0952 | 0976 | 0.857
Influence .
I buy it.
If I have little experience with a product or service in the social
113 | commerce of online group-buying, I often ask my friends about| .937
the product or service.
NIl I usually purchase the products or services in the social commerce 970
of online group-buying that they expected me to buy. '
Normative I often identify with other people by purchasing the same products
Influence NI2 | and service they purchase from the social commerce of online| .807 0.920 0.966 | 0.873
group-buying.
I often try to buy the same products or services that they buy
NI3 . . . 909
from the social commerce of online group-buying.
I will use to purchase products or services from the social commerce
U1 - ; 892
of online group-buying.
Intention to 2 I mtenq to purchase p}oducts or services from the social commerce 063 0.949 0978 | 0.8%0
Use of online group—buying
U3 I would likely visit the social commerce of online group—buying 94

to shop for my needs.
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(Table 3 Construct Correlation and Discriminant Validity

Constructs [1] [2] [3] [4] [5] [6] [7]
[1] Perceived Usefulness 0.933
[2] Perceived Ease of Use 0.651 0.962
[3] Trust 0.659 0.602 0.924
[4] Novelty Seeking 0.403 0.448 0452 0.883
[5] Informational nfluence 0.632 0.443 0.376 0.205 0.926
[6] Normative Influence 0.403 0.298 0.260 0.356 0.205 0.934
[7] Intention to Use 0.843 0.683 0.698 0.562 0585 0.406 0.943
(Table 4> Goodness of Fit Test
. Standardized CMIN/DF
Goodness of Fit Item RMR(SRMR) (XYDF) GFI AGFI NFI CFI
Measurement value 0.0833 2.166 0.833 0.823 0.934 0.963
Recommended 0.85 or 0.80 or 09 or 09 or
acceptance standard 0.085 or under 10~40 higher higher higher higher




138 Ying Ying Pang - Hyun Mo Kim - Joo Seok Park

M EZ(DF) vie 2191 CMIN/ DF & 1.0
o], 4.0 olst7t Hag§ 7IEA = AAH AL U=
g, & A4E 216622 o] & Wt )y g
GFI, AGFI, NFI %3 A58 7] (Anderson
and Gerbing, 1984; Bentler and Bonett, 1980;
Maccallum et al., 1996)° -3ta}a glo] B oI
oAl AAISH F2REH 2] SEM w4 A= 4l & 4
Atk SEM #4& 3 A= v <Table

F28 &8l 9} 7}o) 29 o] (Chi-square)
el
A

(Table 5) The Results of Path Analysis

Path Path coeff. SE. T-Value Conclusion
H1 : Perceived Usefulness — Intention to Use 553 074 75% Supported
H2 : Perceived Ease of Use — Intention to Use 218 051 3.260 Supported
H3 : Perceived Ease of Use — Perceived Usefulness 261 057 4.293 Supported
H4 @ Novelty Seeking — Perceived Usefulness -012 068 132 Not supported
H5 : Novelty Seeking — Intention to Use 195 068 4.076 Supported
H6 : Informational Influence — Perceived Usefulness 399" 045 6.655 Supported
H7 : Informational Influence — Intention to Use -.042 044 -1.462 Not Supported
H8 : Normative Influence — Perceived Usefulness 177 047 3624 Supported
H9 : Normative Influence — Intention to Use 086 042 185 Not Supported
HI10 : Trust — Perceived Usefulness 3227 064 4523 Supported
H11 : Trust — Intention to Use 209" 058 393 Supported
“p < 0.01, "p < 0.05.
Novelty 195
Seeking
-.012
;---- Social-Influence ----;
042 Informational x

! Influence %‘ 4

Perceived 553 Intention

: P77 Usefulness to Use

086 i Normative /
i Influence
P : '261***
218***
Perceived
Trust Ease of Use
| 209%**

***p < 0.01, **p < 0.05.

{Figure 2> The Results of SEM Analysis
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