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Abstract

The objective of this study was to investigate the influence of consumer
characteristics including market mavenship, innovativeness, and purchase
experience by mobile on the mobile fashion shopping. The data for this study
was collected from the nationwide consumer panels through online survey. A
total of 306 subjects aged from 20 to 39 years old and had purchased fashion
goods using mobile devices completed a self-administered questionnaire. A
series of exploratory and confirmative factor analysis identified four dimensions
of mobile fashion shopping features such as tangibility, ubiquity, security and
personalization. A structural equation modeling test was employed to examine
the relationship of consumer characteristics, mobile fashion shopping features,
and consumer behavior. Market mavenship had a positive influence on the
perceived features of mobile fashion shopping. Innovativeness negatively
influenced tangibility, ubiquity, and personalization. Each construct of mobile
shopping features positively affected satisfaction while security had only a direct
negative impact on purchasing intention. Satisfaction had a significantly positive
impact on purchase intention. Purchase experience of mobile fashion shopping
partially affected the relationship between consumer characteristics and
perceived features of mobile fashion shopping. These results provide a practical
implication theoretical support for increasing consumer satisfaction with mobile
fashion shopping in terms of consumer characteristics.
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1. M2 = 22 APAIES AR dEe SET £ Sl v

S Bgolzet Betd oA &g o] Azt EAE BAS

o8ugte] ARtEE BEES T Z7]el 2011d9] SHe] dE FET Aot} aHRE BA FollAl g4l
21.6%°14 3] F7ksto] 20174d0] 84.8%%5 Eutsigle o AR AR Mz AED AElad] 8ol fofdt
o, ol AA 191E AT wHF =2 FAJo[thKorea S mA, AHR BEE dEohe HeR duA 9l
Information Society Development Institute [KISDII, 2017). tHGoldsmith, Flynn, & Goldsmith, 2003). &2H}d &2
AHZEE ARPEES o]gsto] A oftjifu &S5t Qmeel 4ot PC 7]5He] QIEUl &3] H]of 419
RN 4, WF, FE A, ok 59 ot Jﬂﬂ Fee)7] wizoll M= BE9] 4-golRet fd
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ERT 9tk EARo] 2 whEsS 20189 2/487] mHR Holo] gk njd Aoz Holth E3h eatel Aajo]
&7 ZAdte AdET 32% Z71%E 5% 4000019 Yo 2B g ofFuy ol Hlko wheh Ayt L,
=, ol A4 2e1ag AfHe] 62%5 AL 7HE PC el foIFt et Qe Aog YEdTHChae,
7]8ke] 2ajel 4 JFHEE Yol glow, L2l 9] 2016a; Hong, 2004; Jung & Park, 2014; Park, 2003).

Tz AW o] 29% ol ZUFsrk(Statistics Korea, oebd 2 d9e 2erd shda® 54 Azl didt o
2018). F gor A ARA, 94 o anA 5499 a9
UL AE JLoj2 95 AHEAEE ujel 2uf £ 9olal, metd &g o8t miAlE Frid el met

5 Aol 0|27 olFAelt S48, ABAEH o Rl Wd4T aFel] Aol JeAE welnat sick
mHfel EA4S o]gdte] AU ok FohlT, ol st ATEAR EAolt S 54 Sof me mutl &
AP BRIT Toaie, tat £ omalls RAe Y WAHTS oy muld wd ae] AgARst et
JEL OOt 4% s S 40 @0 A1, oF U A4E TAVA T2 AT 98T A=S AT

4
o WAL S & 4 ek o] wWel AEe] ek 4 9 Aeleh

Q) SEUNSS B2 Wakgol} Higuie ge omelel

7hke] SEUASE et DG PAolest ekl A . 0|23 b
A2RE Adslel 2onetel Sk vxUs B

A SOl GubAl g oF vb 1, RHIY HMAY
o ikl 53 7%} B HH&E A5 GrHLe,

2016). AAES RHY 4£3°] F8 FRORA, gow et 292 AHARS] A Folshks AHIEES o)&
T A =t 111‘733-i 71 Ao ASEA ¢ 3 A, oAAYMEA Bagt AR JRE FAst 4o
BE sl YMd BfitolM: HEtdasy Ao of olFofZ= o F A FAdol Bl & & At A=
g THalo] 27kl 9l AFSpolct. Q4P W= 201749 mHl 4T mjEo] Ay o
HHtd 432 oE fEAEel Hsl g4 dAlel 7] H 19.5% Boldt 42 579 o] o5 Zog 5o
dizo] HHI 439 Aee dFske 71& &40 AR W, 71 olf=2E 85%°l Eote AMPEE HEEN Gri,
542 7oA, oE mHkd &% 27o] aHA B4e SA, 1197h 5 QE vpzle] zHfd uiE ARAIE & &
A7l =20 dis] A1 2 "art tk(Yang, 2012). 2 SITH*Mobile shopping market,” 2017). o]of w2t R
v &3] Higt g% alow AHRO] AZHE 99, & 9] el mEtdLT ofEeACl AT Mg AARLE
71854, ARg AY, iR, Z1E8A 59 aat o < sty A&H o 470 Holde AldshaA mHt
T 2.2 ™(Chae, 2016a; Choi & Lee, 2016; Kang, 2013; e Aoz e.omalelo UL Etel H|ZYA B
Na, 2012; Yang, 2012), sfAAIE 5459 9F 491z g5 MHEolx QItiAhn & Ryou, 2017).
9 #TAKIm & Hwang, 2013), SIHZHNa & a4 EAY Bn 9 AmEW 27 AT
Jeong, 2013), 1| &K Chae, 2015) 52| WHlo] = oA mHA /\%]94 IRt EoE HEY A, Het
A= 4, gLy, ey, EX9A4, st 59 7717t

2atd 2ol dF= Al 2HAF B4 ads eIt AlF= R Miller—Veerse, 1999). mhAAIEe] mHtd &4
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=4 E5 et A5 TAH] 7o) HEr Polol,
gEo] g mlAs AoE UeRon|(Cha, 2016b;

Gao, 2013; Kim & Shin, 2015), 71&4-8Rde] 2|z
FeAolu oA, EA% Ex e 59 A4Y &
Aol w7} g9log #FE7|% S4tH(Chae, 2016b; Kim
& Shin, 2015). Chae(2016b)= H<eM, #3514, 7lelste]
mHtd 49 £4o] BRE lEsgudoe] g ke Fglom,
71e5-8- SIg AZE AR-gold 892 Aafolke]
FOI Y mHGT §9tE Kim and Shin(2015)2 =
Al AFA, LM, TS EAR, AE 5ol mHrd wf
A4 EAo] A7td Asz84de mizE AZE /-84
2 el pofolmoef Z7hdo] ke Wk
t}. Ahn and Ryou(2017)& ZHFY 4
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mlel &9 20189 olF WA ekl &% Ade F
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PC 7]dF 22el 2ot TV 4% HolMal glee ¢
T Qe oleh Z2 metd 423o] A2 metd o] gAY
o] F71et Hutde B9t IEYl &8 S 71dsks A
o= FAE 2Akd 23S Fof wWol FuiEE AlEes
S sAlEe] 7P w2 HlES AR shlov

FZole EE, 7PAT-SA77], oF 2 wE AEA
So] mfgo] A uYvehtn gt FA|oth(Satistics
Korea, 2018). oleigt 3k IjAAE Hopo] HHMYD 43
o] IS WEpuel FAE ATE e 2l W5
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)RRl EERE 2okl A A AES WA
U 2hge) 2 4 gl) whe] Quelel ge] ujs) Fufe]

gl ¥ vebd 4 ik weby 2ek)

oflde] FuiAge] offt FufRlE= ZZHE 9, Tl
ot A=, A7 Bk ol o't JFFE mAle 8]0
2 & o k. QJIEY Aelld A e 1SS <
EfUl Ffol] i A=kt 2|Ao] F7lsto] tafje]
EGA0] daHT FiYErt § wolrle Ao
ovi(Park & Kang, 2003), I/l &35 Fuidelo] &
55 Atk Yol Worlon, s moRiH
(Kim, Moon, Park, Choi, & Lee, 2010). Park and
Kang(2003)2 =21%1 A A= F50) glo] el
et GeF Qclo] gepHitia siglth &, 2l ¥
o] B2 AHZ= HMIT ERIFE aclo], i Ee] A
2 2HPZ= Hedht £A4%, SHE/HE 89 Fol foRt
Qe mFon, FEE] fiE AHRRE AflE A0
b qE, §E o] AHEE Eolv AR Usirh
Chae(2016a)+= HHII 432 B9 shAAIES oo
o2 zlo|E BAH Axt HHMY &7 B4 W4l HHY,
31, ZNiEtet TAMS 4 W4, Ffoo] glo] nF
TURIE L =2 o] W2 Hdof Hlo| R&E FosHA
EA AZekar Aglen, AHRY] LAY ol wE At
Aol ARt desiar silth R AHlgo] =
v A 254 o] gk ks mAle TP
TR 2AGNE A 2 AFoie FiERel =
2 o] W2 Hde] Hlel R Azjel A=, v, A
&7 olgYwrt ©f & Zo® Uedth(Jang & Lee,
2010).

oje} Zo] HHp 47PO] wEAR AuiEAL ol
= wolal HHFY Ao W 2&A FujRE ol
= 8%lo)7] wio] mHY I LE Ao Fa% Wt
2 707 HIth
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2) g414
H1e] e B4 Folld g4 AR AReeld 7l&
Wolsol=d| 2tol& UePHt(Shin 2014). AH|2F &4l
2 AHZZE A2 ofo|tjolE HolEo|AY A2 Al
T AHA, AEE ] 2|dAlA HolEols A=
oulgtthBobbin & Harris, 2009). AH|z}e] A1 A
F2 HstE 28oh 2L ol ARS Alxdl B
Aoz Yl (Cotte & Wood, 2004), 413 7]&o]
AuIAE ASstal, $Ee ottt gl
&g UA A7) BEel(Kim & Park, 2012) A1A1Ext
& AHIASY] St e mRle 27] 80 47
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JAgL gt 2otoll weh 27| Hgxojok
g aAo] A7)=HA(Goldsmith & Hofaker, 1991)
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=
Felde T2 sjagdiido] 24l 71eAEe] 8ol m|
= 9F TAE oA HKang, 2009; Yang & Park,
2012), 71&8Ad0o] AHUE 9 ARAE Y F&
St 4vz EA WAty skdckPark & Park, 2010).
Park and Noh(2013)&= ~A0tE ojFof dieh Bjx=e} 89
Lol gt gFF Q108 FHFNA, 7IedAd, HEEA

\=}
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il [e)
oyez, 2010). o]&fgt THA Chung(2015)& o= 4
F Fee des aHR WAy it dERedE
TAEo] 41 2polE e A, oido] EAdETE A4

A

o] EEFE AnEE ¥ £WEO| §-847 AMgHO]
A& FHAeE  HrISEYTHShin, 2014). Choo and
Yoon(2011)2 AH[Z} G4l4o] ARIEE olZd]A o)A
it ARG S F7H7s aQlolal shylth o]
4] A7 AdEs FEl NYA Falide] HEMY 479
et A2 el Afeo] et fofRt 43 W
=
=g AAsPlolle FE]t Holoh, Hefd A
At mapd pgolebs B Joollde] AHIR BES 1L

Ao Aolng, B Aot dulae] AQH Sqoz

Ci

A% HAEAL Feick and Price(1987)9] 2Jall A2 AAH
APd ZZ7Hmarket maven)®] ZHdellA fefstalct. A%

he we FR9 AR 4% Fa A% 54 5

=

o
L o -7 O O
W AEE 7L loH, thE &R HekE Fkst

A AR SEsh= S ousith. A ARV AlE
b Aol Tt JRYCRA, ORE ABAL A JRE
7170 Fgotm, ol AR FFE uHchFeick &
Price, 1987; Williams & Slama, 1995).

AP AE7Ee] IEEAA B0 Tt AR A, EAdel
H|5] ojAJo] &2 Aol lom(Feick & Price, 1987), A
gt 252 AR HAEAAE BAVE f9tHKim & Yoh,
2009; Wiedman, Walsh, & Mitchell, 2001). =W AH|z}
52 ke g & AxEA Sung and Kim(2015)2 ojAe]

HAEG AP o] woker, ARy A5eE2 R

ot AL Qlctal steu Jeon and Park(2012)2 AEY
Age] g Folgt Aol figley o] A&} A5
FEE FORE AP AT v AT BAE B &
oF dytE Al gle Aeg Bt

[e]

=

Atz oz A HE7= oA AZAHopinion leader)tt
d2] olgH(early adopten)t FART oz HA 4 3l
oy =99 TS EA4E Z=rthFeick & Price,
1987). AP ARk 49 olgEy o ArAre} ge
57 d9o] ofd TRt Rope] AFE AT Aol et
A AL 28 lon FEHor tiste] Hojst AR
E Adslr] Zoltti(Wiedmann et al., 2001). 159 4
WShE 2] A3 ohE ARAete] oG wigel AR

= 2 YRt ARTS Facks AMGgARA e 7HA
9l AH)x}o|tH(Clark & Goldsmith, 2005).

o5} FofollA] APFEI Aol E&rE THIA
Eom OJ&H] 2&o] W, YR} 2 AFA 1f
HIZR 9] AHRboA] s Tt JjkE A,
TRl BE ARRReRe] Afol7b Anal sh
(Jeon & Park, 2012). A ARl =2 AHAES H
BPIEoR AR 4, SENSEol, okt A
As o Fask 1=stAtkKim & Yoh, 2009). Egt A
Pae7be 3 4By Aol gowA, 2emet

BgHos ARgshe HEAE 4w9] ko] Uehg
(Sung & Sung, 2016), AEAMAL] BASEHS o T
o8 2|Z4etal ABAp wEED Aoy, HO Tt 1
£/ YehgthSung & Kim, 2015). 0|2} o] AFHE
7he AR oA it H=H1 &
= ol AHARIE & 4 Stk

AP AL emeRiETh 2211 o o B
FEE WY 4 7] el 221N APFAETT
(e-marketmaven)& AEA HE3d = 9 tHChun &
Ahn, 2010). AES A5 B3 e = gl7] diZel] AX
wolu ARYE 55 Bl AHAES A= dEckr A
= THotAA Fafols Al A vehtER, 22kl
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I, Ay
1. arey
B A7e And S4o] mek WAy 54 At 7

M (Figure 1), Tt 22 AF2AE A4
TFEA 1. 2B A AR galide] ekl

A 4% 54 A2 o) PEe] g ulAE gels

mule) o} Age] WE 23 TS wct

2. 243

B A7 mull 712 olgslel HAAES T AY
[e)

o St& A=l 20-30 0 ARl "y &2HAE diA
et A=l 1007 oo Wide BRshal e A=

(51.3%), BA-& 149 (48.7%)°I™, o] & 20 ti= 150 8
(49.0%), 30 ti= 156 F(51%)01%eh AL AR = A
A (=162, 529%)°] 7FF wWokow  shA(n=69,
22.5%), AEZ] 9 F2L0=44, 13.5%)2] +o=2 et
th 9 452 2009 - 300 7Y w]wh(n=102, 33.3%)%}
1005 - 2009HA m]9Hn=59, 19.3%), 1009k m]gt
(=47, 154%)8] +=o2 Woirh. &4 sty &9
(=188, 61.4%), tsHAst (n=62, 20.3%), W5t st o]
& (=32, 105%)9 <«olglen, AFAE ASEEA
(n=114, 37.3%), T4, o4, 9, oA, 35 &4 59
FAXNM=74, 242%)Z -SHAS] Tt BA AFAA
2

mHpd 7)7)18 olgdte] AAIES st FE-2 109
olal7t 133 W(43.5%), 113 ool 173 (56.5%)°])..
o, AOEE vlESldo| heRE H aPE Ho] ek
1-37/M(n=152, 49.7%), 4-6 (=107, 35.0%)] «o=2
ok 4T FFoRE ARAIR0=233, 76.1%)°] 7FF
wekor, 1 th sPFES wol Fisigien, 135 4

Az 71 Bl 281 RS AAsiler, B4 HA e 2-4T(A@0=119, 389%), 4-6TAnO=T9,
SHAE ALIer 306 B2 FF EA oot A 25.8%)9] w08 A|&sI5iet
AArel JIAEAE  EAL AWHEY, oA 1579
7 Mobile shopping ™
.......................... . features
Consumer % i i Consumer k
characteristics ~ : - behavior

Fashion H
: mavenship
i ( Innovativeness ) i

..........................

Mobile Fashion

~ shopping experience _

Figure 1. Research Framework
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3. 23 U ziEM

B Q7 454 A7E 98 ARAES olgstglon], 4
2AC mElel e B4, A AR, 944, 2%
BE@E, oo, WAAE £ VXA A4, 7 B
2, &9 WE 18] 70 39, A7 5AE 54 52 %
A7) 918 2RER T £ a7eld @l T
e B J1E A 438 I S
B B A AFE o BEO2 B
G WAl mik) 590 AAAES Tol A Bo
V1] $9E Y A2 2k 2 A 43

Chae(2016b), Hong(2013)-4 Oq?— ZAR HOMA, 7H0
3 WA, 734 59 Adell iFEe 20709 2= 7
d 2FE A=z A6 A 749 Ak Feick
and Price(1987)7} 7fEet 6232 ARSI oW, AH|Z}F o
242 Chung(2015)0] ARERE £ FollAl oH] =AM &
3 70 B AAste, nF 7H YAE Az 2146}
ek =ekd sl Lol dieh whEa AlTEiolEs F
Mo 2= 74 HAE A=z SASI Eot ‘ﬂ:rL%ﬁ]
2 B85 metshr] 98l 6/ 232 HHAEE S0

&8 549 AA A4S WS 9l Spss
2302 ol83le] BAH RIBAL ANHAT, B 22
B WeEe] ABPAS S5 Sl AMOS 2302 o}§
slo] 2EYRARY BAS dAsigon, Fohdgel 21
WEEAY U Slsh] gl BERE 7R B

3 BAS Axstdnt. SPSS 23.08 083t 7|eEA LS
olgste] AFthdRte] ATFAN B4 mHY ofjd &
4 AL nfetetdct
v, d3Za 4 =9

1. 2HIY &% EMdo| At B

M2} A Zeke mHtd 41 40 A melsr] ¢
3 AR & g FHE EHS AASHe] 270
optel aqldl FE HatmAu gelRsleo] W Bake
AAsIE BAA (39.152%, «=.869), BH(19.858%, «

=.874), 5384(7.803%, a=.768), /NQ18H6.296%, «=.821)
o] 4891 147 FE& &3t

Hol ASEEdel :iﬂ‘zit}. MaAl=les 606 o1
528 01 755 olstE et
R ML= RS I ES i Ol SRIFQIT}. E9h Table 2
oA H e go] RE FINETe] Bk EAEAle
= AP (pA)ET 2 Ao et 2t PNEE 1
e /do] Felsfieh. S4RYe] RYHPLE 1 =
662.574 (df=294, p=000: x* /df= 2.254), NFI=.886,
CFI=.932, RMSEA =064 2 5§ 7Fs3 58 el
.

FEo] gigsh= adof folsMlt-value > 1.96) A

3. =2

ogk

S

o

ol
o

ogk

4 35
2HIZE B4, & A AR3T d4alide] murd aEs
278 9 gkt ool o] mjzli= Gkl digt A% A,
FzRFol BPAFEE x’ =692.721 (df=301, p=.000;
x” /df=2301), NFI=.880, CFI=.928, RMSEA =065%&
518 7Fsdt e Ueidch A" B3] F 17 749
AR F 14709 AR7E FAACE  {ogt o
PO m(Table 3), o5 APAIS] AHEH, AP M7/
mupl 49 549 A 2 TJOP 8ol gFe +
=, JNISKB=.973, p<00D),
HAX(L=.618, pl00D), HHI(F=313, pd0D) 59
w02 A AR FFE HEHSIE AR S48
HOMI(8=.326, pLODITF o g F9Uu, Hmz
A (B=-333, p<0D), #FF (B=-313, p<05),
AAsE (B=-348, plODele Ho] FFe F&= 2oz
LHERsiTE

et e B9 HAKI(8=337,  p<ool),
HOMA(8=.232,  p<.001), Tor A(B=.194,  p<05),
7NRIBK =369, p<.001) 5o AHgEo] BT Tl FoRt
go] e wEoy, ?—UHJEOHc HeMI(p=-.223,
pCOODREe] FO] ks mizlon, o AgdEe okt
ke AR EYh ey whgol Fafel(8=.860,
pLO0DOl WA= FEFol i TA dERt, Fefojke]
gt mHd 4W EAEL 23E adETE BES
g st IPdAETE Ade 2e o 5 QL

oL

fo Lm

50
)

P4(8=.851, p<001),

Ead
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Table 1. Measurement Model Testing Results

Constructs Measurement Items SFL? SE | t-value Co.nst.r'ucg AVE*
reliability
If someone asked me where to get the best buy
on several types of products, | could tell them 779 - -
where to shop
Market | know about new products, sales, and stores, and 831 622
Mavenship | . ; [ Procucts, sales, ' 810 | 084 | 14.07 : :
like sharing these informations to others
People ask me for information about products, 776 089 | 1359
places to shop, or sales
| enjoy new challenges and adventures 753 - -
Imk;uy new products faster than the people around 707 079 | 1246
Innovativeness | prefer change to stable life .893 .079 | 15.84 881 651
I. ||k§ things that change, even if there is some 859 077 15.28
risk involved
Mobile shopping offers fashion goods that can 859 ) )
meet my needs ’
Mobile shopping offers fashion ads and
Personalization | promotions that | am usually interested in 796 062 15.23 817 .601
You can browse information about price or
promotions that are right for you in mobile 657 .061 12.04
shopping
At any time, mobile shopping allows me to order
686 - -
what | want
| can use mobile shopping any times 751 .097 12.09
Ubiquity rl:/:;tg;le shopping can be accessed at any time you 867 097 13.69 .866 619
| use mobile shopping to buy the fashion products 831 087 13.25
| want
Mobile commerce will be safe from hacking 815 - -
Mobile payment system is safe 757 .059 | 14.64
Security Secret of my transaction will be keep in mobile 812 057 1561 693 644
commerce
Personal information will not be exposed in mobile 815 058 | 15.69
commerce
Icons or screen designs are visually appropriate in
mobile fashion shopping 128 i i
Tangibility Shopping process is simple and well-defined 755 .099 | 11.59 606 28
Essential product informations are provided well 695 .097 10.81
Mobile shopping meets my expectations .805 - -
' ppIng 9 833 | 063 | 16.56
phones
I will buy more fashion products for mobile 800 ) )
shopping )
Intention to | will be W|I||ng to use mobile shopping when | 907 062 18.74 780 755
buy need fashion products
| will continue to buy fashion products with 896 061 18.42

mobile shopping

@ Standardized factor loading, the first item for each construct was set to 1.
® Construct reliability=[Z (std. loading)?]/[Z(std.loading)?]+3%i]
¢ Extracted variance=[2(std. loading®)]/[=(std.loading?)]+5&i]
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Table 2. Correlation and ¢%of the Constructs

Construct 1 2 3 4 5 6 7 8
1. Market Mavenship 0.62 0.49 0.38 0.10 0.25 0.26 0.29 0.24
2. Innovativenss 0.70 0.65 0.12 0.01 0.29 0.11 0.15 0.06
3. Personalization 0.62 0.35 0.60 0.22 0.26 0.45 0.55 0.48
4. Ubiquity 0.31 0.10 0.47 0.62 0.01 0.39 0.38 0.46
5. Security 0.50 0.54 0.51 0.08 0.64 0.25 0.25 0.08
6. Tangibility 0.51 0.34 0.67 0.63 0.50 0.53 0.52 0.46
7. Satisfaction 0.54 0.39 0.74 0.61 0.50 0.72 0.68 0.83
8. Intention to buy 0.49 0.24 0.69 0.68 0.28 0.68 0.91 0.76

The diagonal numbers represent the AVE where the lower diagonal area represents the correlation between each
constructs, and the upper area represents ¢2.

Table 3. The Results of Structural Model Testing

Paths Estimate S.E. CR.
Market Mavenship — Ubiquity 618 108 4.751
Market Mavenship — Security 313" 126 3.016
Market Mavenship — Tangibility 851" M 6.045
Market Mavenship — Personalization 973" 138 7.462
Innovativeness — Ubiquity -.333" .086 -2.712
Innovativeness — Security 326" 106 3.148
Innovativeness — Tangibility -313" .085 -2.456
Innovativeness — Personalization -.348™ 105 -2.948
Ubiquity — Satisfaction 337 .073 5.035
Security — Satisfaction 2327 .039 4.444
Tangibility — Satisfaction 194" .087 2.545
Personalization — Satisfaction 369" .051 6.137
Ubiquity — Intention to buy 101 .068 1.722
Security — Intention to buy 223" .037 -4.723
Tangibility — Intention to buy .052 .076 824
Personalization — Intention to buy .092 .051 1.640
Satisfaction — Intention to buy 860" 104 8.779

**p<.001, “*p<.01, *p<.05
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