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Abstract

This study examined motivation to use omni-channel services on mobile devices in
fashion stores and the effects of such usage motivation on brand purchase intention
through continuous and affective commitment. Data were collected on consumers in
their 20s and 30s who experienced omni-channel services during shopping for or pur-
chasing fashion products. An online survey asked 413 consumers to rate their brand
purchase intention. Sub-levels of each variable were examined using SPSS 25.0,
followed by confirmatory factor analysis using AMOS 19.0. In addition, path analysis
using structural equation modeling was applied to analyze associations between
variables. The statistical results were mixed. First, only two dimensions of usage moti-
vation for omni-channel services, hedonic and relational motivation, had positive effects
on continuous and affective commitment. Second, continuous commitment had a greater
effect on purchase intention of brands that provided omni-channel services than it did
on affective commitment. Third, of the dimensions of usage motivation, utilitarian
motivation had a direct influence on purchase intention in the modified model, while

ial motivation did not aff i mmitment an rchase intention. Finall
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16 ZFUAE Mu|L ol§ F717F A&4 Ed M4 2 9 BRE Fujoro] vAe 9T

lom, 2e1Qlo] Heldut Tt 7 Aes @
ekl wige] ohket Y 849 v A&HoR
AMEL FEY F5= Tl UrkaL ok ol=g &
A2 aH|AEC] &S SHHEA AAFA HE
ofye}, A 7ok A¥A 7HA7HA] s B
o] gtet.

2UA'd AH]A(omni-channel service)T AH|AE
o] 2ol emEjl, BHlY F Tget A=E B9l
AT AUST PN 5 AR S AP o
"] gtk (Piotrowicz & Cuthbertson, 2014). AH|R}E0]
2exeRol Yde duEr Fists SUE A
H|A9) =92 T R5AAS 7MY & Wt & &
Qlth(Ailawadi & Farris, 2017). ©]2{3t 2UYAE AH|A
oA FEEE AHPH = &F Y (showrooming)
I} 94&F Y (reverse showrooming)0|Th. AFE o=
2eRloly HHpUo A StAL, 28Rl ugol A 4
B AlES ezl wigollA gelstar gAstAL
e maiel mjAolA &£ SHHA AUEEOC R 714
< FASE U AnSo] AT k=
AL HolEh AAZR] AAIAH AE] & &
A (John Stelzer)= AAA Q1 FUAE 2ol A
g emeel 7|Whe] fE A= gl Had Ao
Z 55ttt (ung, 2017). HEER o= F= FA
7F AAE 75 Aol dA= Ad 1H9 AA 54
A A ekl uig 7|9ke] 8 AAEe] FUAE
o A&Z A1 AL Zslofof H= ARl A
Zlolt.

dejAdo] sk UYL ICT7|&9] Tzt
AUEES] tfF3lo] gljo] AH[AF 5EH0E &
3 J°S HAsH ot 281y e meele] ¥
Sl §FZ 5o BEHES HAL IR
Qlth(Verhoef, Kannan, & Inman, 2015). S4zjd A
22 2HkY, PC, el 5 of 7 £ HdS
F718 02 AFsA avRolA 3 A= AP
ZAdglo] ATtz AL 2u|stH(Jung, 2016), 4H
A=9] A 7HA]o] FESHAA BT 7HA AL 9
=2 n QP52 AFHo R &Eoto] E B
o} A3 4= Sl MRS AEAE HE B Al
Alsh= Zo|th(Kim & Kim, 2016). S4Ad k]
2R AYS 9o &= ZHY 7]eh AHA
AHAZF BRES SEH 02 AT 4 YA §f
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RS 207 92 Gre} o) YRE Jvos &
& 7h5 2Eo} Bl YuE SEAY, W2
(fin-tech)Z 71 ZA] AH| 2747 7H5| R AA o)
749] WOl FrYstA]7] 3 YTHOh, 2016). Lim
and Kim(2018)2 U gd AH]AQ] AH|R} 0]8-9]
wol Pt ATolH mHIAS B HAHO S 4
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W SAGA A =G U= wUAE A Ao0=
2Tl AMA AN FEokal, QmEel uigo
 B71g FolZ % U B (pickup) |29 A
LAY 5o THlY Yo HlFEE ATl 7
QA FoA BRI ERT AA7} 7HsoHA ohs HIEE
£33 AH|A, HEE o g YUsH= AE oHAE A
of Z¥9 siF 4F AN 9 FAF AEE FHS =
oju| X HM AH|A F wiigat 2eelo] RS 2
goto] 179 HOE FoF+= AHIAEO] QUth
FFoll= HEH A &4t 522 FYAF AH|A0
gk AAgHo] wold Zo= oEErh

o|AY 7IFEol UMY AulA T QlEeE
5ot ot MAE 3l FHAE AH|A
Hokal QAL ofA7HA] Yol Higt sk
T ©ol o]Fofx]A] gkl ek FUAde] of
FEo APATES UGS HAAISHL Q= 71
E9] Ao tigt 9(Bell, Gallino, & Moreno, 2015;
Choi, 2016; Hwang, 2016; Lee, 2015)2} 249 9]
S0 2 S5 Wsleh To] UE e o
A7 (Ailawadi & Farris, 2017; Beck & Rygl, 2015;
Fulgoni, 2014; Verhoef et al., 2015) ¥ 24 xd A
H| A9 Tolof] W& AHA|A aFo] AT AE(Bell
et al., 2015; Dorman, 2013; Fulgoni, 2014) 5 4
o2 AgPx]o] 2k}, Melero, Sese, and Verhoef(2016)
£ guAdg Bolol s AUE ATANTA
Sh= wetoll s AAIskAT. ShANE AvAkE i
O % sh= AFA A= oF7HA] WA @of AH|A

49 A AFer FUAd AH|IAE oFA

it

oy
= 0 o
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A5k Aol AR gt siE2 AAISH ol
= U4 BEESE =9o| Qtk(Hong & Shin, 2018; S.
E. Kim, 2018; T. B. Kim, 2018). £3] 29 A%,
ZSHAE AHIA7L Gk A dut HA F7
mEo] SuAdel] gt AFE ob g
(Hong & Shin, 2018).

ool wat B Aol AL auAE] £3g shE
A ekt A8A 7HAE TRt Ho FEst,
| Adulg QtollA 71715 o]85to] A sHA
He FYAE AHA] Bt o8 &
o] Au|Ao] thgt A|&F EAT} FA A Yol I
= F0, sUAE Mula E909] ZF Aklo] HiE
Fujolof ojgA g JdFE & F A=A HWelL
AL gttt ARA 0 R obF] =Tt o e YA
g AujAo] iRt 28 7e S T o RN st

=L

S Gl TMHSER Adold UMD AHAE
B9 BAs @Ak Do) v W gae] g

AAEE AAE 5 1S

7]t gt}
Il. Literature Review and Hypotheses

1. Omni-channel service using motivation

IT 7|9 g2 LHAE S 684e &
AsHA| WSt o, AHASo] AH[YPH HA|
w27 ¥3lsl 7 9ohLim & Kim, 2018). &, @ xz}
9] 28 REAEE & - 9xt AP SUHY

Aldhell g3t 91sh ThaRet M A9 itk &
YA g (omni-channel)2 ‘HES FE5k= 2 (omni)
st A& %% Z2E Julshs A (channe)?] T
Holz & - o uelele] WE o] JET} Au|Ad
3 ARE gotetyl, Ao 2 AFE 9l /\—]H]/\E
AFoto] aulAEo] A o CHE Fol & 9
& 2Yol= MES f6 123 & 5 %E}(Hong
& Shin, 2018).

SUAY deko] BAL 492e TujE of
5 59 Qv BAE L ) S A3 2
O, GUAY Mulik AuAZ o3k BE 3}
oA omepel wig, Aol E, BHke, 2 Hm|tof
5 ofe) 7ixle) vl o] FRH B8-S 59 2
A, 3, 7o, 36 Fol 7Hsote 2ul7
2 ohje} RS 2 45 §718 BAYHS s

Hajc

— 11—

9 17

51 FeHOh, 2016). 7191 SEOIA] SR Al
of Y4L ASY UL shte] AU Fesio]
Ad 7+ ELQ3H AL Qo= 9 8-83H ulg),
AH|RF ZHA FUAE ABIAE AF5H7] fIshAl
L 49} ol g ol8sttizhe se] v
g olgelt AT ohrIN A AZHF ek
(Park, Park, & Kwon, 2016). 0|25t H3lo]&= AOE
Eo| Jgrg Pkt 4 gk wulUe B3 SUAY
s SaEAA 289 A 484 A4S
2242 % Aoke W mapY
Shhs o4 7120] Adut o
Ao, o]fg FHEL ABAEN
St Ag3 A=o] F 4 Uth(Son & Kang, 2017).
U0l 232 = 7Y 2 o= dedl &
= AP 918wl AR Tk A RS o e
9] Ado] SASHA L, ol2et Ado] theFs}
HHA HuiRE Al AB[ARE9] o] gt &0 of
Flof sk Alti7E 71 wiZolth. &3], 71&9] 2%
ol £33 @mefel £33 dEo] 7l TS 44|
AE0] 12| Al&ZSHEA, AfE2 A olet
Aol gt =87} F71et Aol 7HF & ol &
%> Qlth(Son & Kang, 2017).
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2. Usage motivation for omni-channel services
71& $-80l B P& A5t fisto] ARG
1 9JE E7]0]Z(motivation theory)o] 2J5tH &4
7iQlo] ofw Rt ti4dZ o]-&starat sh= 57100 tish
QQAF7|F WA E7E FESHHA AT 2= &
|AE AAetL, WA 5712 SAFS AAlst
Qlth(Davis, Bagozzi, & Warshaw, 1992; Deci, 1971;
Gagne & Deci, 2005; Lin & Lu, 2011). o]<} T35}
o aMAE Hobe] it ATEL AvIEIE
ABT AB)2 BES e R work) A A2}
Z72(fin)S = JQh o7 LESIL QIth(Park, Hyeon,
& Park, 2013). A= Q=5 A1}t9] 9JA & Q] S
ZE2E YA 423 Z7|(utilitarian motivation)©]
o, $AE Z7tH0l 2429 Wg3 BAE et
%57](hedonic motivation)©]CHBabin, Darden, & Griffin,
1994; Lee, Kim, & Jeong, 1999).

gq A A5t A AHAEL ZHY 7]7], PC
gato] QiAo At Pulal A} sl AR

o

o= =
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18 SUAD AHA o8 5717k A4A

= AT 5 qlom, FEHAL B JEXI7L 7
ottt SUAE AH|Aof 2Rt LP Ao 4]
=0] 7]& AMujAkT JfHE AL ZRE X7t
St= H4ELS 9Ju|gttl(Jiang, Yang, & Jun, 2013).
71& AF-EolA FUAE A Ao gt &g H oA

< A FEAo] Golsith= HIt viFAIto] T
Hrhe= A& EAskal tk(Ailawadi & Farris, 2017,
Beck & Rygl, 2015; Piotrowicz & Cuthbertson, 2014).
Hsu and Liao(2014)9] QoA = FB A 2
/\.UJ.u:]/"l/HO] /\H]X]———A 1;(47(4?_]_ /\_Q_EHE‘__ e ]
=l F83 AT AL AFTE vh e} whEhA
YA Au| A0 Algdhs 439 lﬁgl*éﬁr EA
A= Aed =72 ZL8E £

SHAEE, YA oA 7 T2 ?i FE2 Al
4o] wheba] a¥Ae] £BAEo] BolA
k- Ao] E}(L1m & Kim, 2018). Van der Heijden(2003)
JE7|&0] ZtE o] Qe 9ol AHAHE0] S
Folut MHIAE 585k BAoA A7 sHA =
EAZE 2HAEY 3HA HE FA AolA
H 4 Qe e FaT alo] Bk sk
7 71&olu AAEE 85tA} Sk F7]0014 9
solu £ 9] AAeE fulut &
Ao= g 7I& AEF ARt
AR sjF7leAEol dis) EA4= J=9 7t
o]F0]Z 4= QIH(Crisp, Jarvenpaa, & Todd, 1997; Seol,
Jung, & Choi, 2017; Yu, Ha, Choi, & Rho, 2005).
Park, Hyun, and Park(2013)2 AHYEQYIAHA
(SNS)9] Y4 o]-& F7]o] B3t AFE Bl HH
2 o] 5719 gAY oA WAH|AL o
¥ AEH 7HAE Asote AL SHS TRt
Ak FUAAE AH|A o]& 5719 FHEH SHof|
A= EF 71solud AA"ES o] &Fol wat Aju|
o Zu|g 5o k3o g Aol AAsts AR &
= Ak(Jung, 2018).

7% 5717F £BHNA FHEZT AL
£3FYUE FFote AP S, AR 9F
< A ] SolA FEE WsEA -8R0
o] Q= WA U= AFEC] T AHIAE AR
Rl X 8 A= S AHIAE HE A
&oal Sh= =7t WASHA Erh(Lim & Kim,
2018). &2 HH7]& E Frjto] ARgA +89%
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Y AAA 29 9 BHE Fojoxo vX= IF

£ S4s]ol Attt F5E s¢E Vs8R
P (UTAUT: unified theory of acceptance and use of
technology)oll A -F-8/3 &ol/doll sigste 47|
o 9 =7|diet A F7HE Wl ARA g
UolAl $838 BlE0] Wk AEe ALES AN
o gttt W= As QA Ar® Aoska 9l
T}(Venkatesh, Morris, Davis, & Davis, 2003).

S, 2 FAY SHAATE 95t EA 4]
o] PA = FZE L ek AH|AES] Aol A
A9 el Tt J RO S5 AnRE 719 A
BIF8E 9u|slth(Lee & Hwang, 2018). =4
AvAE A 2 AvtE /)78 §of Sht o]
Aro] AL o]gsto] 71 8% o)1 a7l v

& Zolj&= AutE AW (smart consumer)O|H, A
UFEEO] SA|AH} o] 5ol RS 7HAIAL AAZE
o= WHstH 4EAEshs 554 ARUAldS
St AHIAR 4H] di2ge] o] #sto] £l o
o2 53 Qo FAF o2 RHIYS B3t A&
HAEE A, ) 3] FA7MA] SHR5hEA, 2
A AEH 7H, 223 &2 Flol S8 =
o Yol metdE E3t A2 AES Eoto] o
AFsHAY AulE Al AR, AHU 3 52 AT
ol F4AQ1 AL ol 4lo] SHKPark et al., 2013).
MEL EE HFota olE TFstet 7182 =7
7] WiZoltt. whA SYAE Afuj20] BAF ol§
&7l ol-8AEC] FUAE ARIAE 85 TE
= 29 5717 2 4 Stk
19ATE vioR B AL mut
yAd AH|A o]g 715 W 57100
718 ofyzt, HA 4|9l S0l H
okl o s FAste] ARSlE F7
FA7]1AL, SUAE AH| A0 o
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3. Commitment for omni-channel services
Ejol=t oj" site] doj Zlo] HiX= @AFoR
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-0,

=90l #e 71E AFES FE FEH] exgel
Aol A 719 749 714 ARBAE FH5te
TEA &251od(Gruen, Summers, & Acito, 2000),
Aot P5ATY Eoke] A 7F Aol Bt A
FE& o]ojA YthArriaga, 2001). Clarke and Haworth
(1994)= £ MAHR 4ol gt 875o] P
& Fubote AR Ao EARY] A8E 9
ojA FAA wES Aste dAAolT S,
Csikszentmihalyi(1997)= 7§ 222 AA5H= P
o ea BReo] M| FHg 2 Aol 1

=

[e} L
H|R=9] E9Qlo] 17 whE W} HIlt Ao AH
2l YFS "R SFH

ofof Hlsf JAEUIF T2 2l G042 &
o Y& ATEL 2YY £3S FEIL Y,
Li, Ragu-Nathan, Ragu-Nathan, and Subba Rao(2006)
£ WAo|E) M) BYUS HAH Bt AL BY
o2 83191, Malhotra and Galletta (2005)= F 1
A3 487 7k] A4S A4 B9 (continuance
commitment)¥} A& B (affective commitment) .
2 7B o d7ge] YAolEy BRA
2o TRt A&A Q1 Aol 23S o] APESL
O (Gefen, Karahanna, & Straub, 2003; Li et al.,
2006), Bhattacherjee(2001), Boyer and Hult (2005)2}
Wu and Tsai(2005)59] AFNAZ A&7 E99]
F242 BANAT ek A%H 2UL Qo] A
So] BAE AEshe Zlo] Basto] ojgshA| &
O HI 3l= Ao R AT 4= UTH(Shin, 2005). E
o A& U vl BAS FAS Wk
Sh= 202 BAE A7 AA FA A7
L 57 ZAHIor HI 9 Oou(Boyer & Hult,
2005), AMEAFEE FEEA, AIZF 59 HEE A&
St F4E BACE FAHIES ARt L% 7t
A& Hoj, o] ojgdstd H-EOoR lAsHA Hrh
(Chen, Lu, Wang, Zhao, & Li, 2013).

oo uls) HAH BYL PHUFO] A Ak
Aol gt 3AAU A L=, o] &A= AHUl
Aol Eo] gt FHH oIt AT shtet
Lol o) AR HOHTHL ot al, 2006). T
b P42 BAE7E S A8 3 Y

375 7
2 HhgoR A4 Wut 59

(optimal experience)=

o 19

AlSEAL 71 Qb A BAH P52 otA "k &Y A
A7 FulET 2 Ao B} AuHo
2 A% 4 glon, jle] YrolEo] et HA
4 BYS A8 7% A5 28] JFL A >
o], H2 ATELS A41 B A YA 29
(affective commitment)S 7FZ5}al QQch(Li et al,
2006; Malhotra & Galletta, 2005).

2 AFolA = AHA EYS Aol Buf
&9l A He SUAE Ao digt &
g2 B3, FYQd A0 et 29 AdS
A == A= Fostaat gtk APATE
2 299 e FESHAL, TR0 o5 &
Aot = F5H SHoRE &9
Yom Hiy, FMHor EYst=

o
T B AUL FAH BYO
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4. Purchase intention for omni-channel service
provider brand

e £ A2 9 749 AFE, BHE 59
gt 2|42 Sy o]- &3} BEste] AFEo] go
o, 71949 & 9FE A= F/HFE Y
o]& ¢t} (Fournier & Yao, 1997). o= P59 %
AZoA BHHE SHEE o8t 2or Hliso
et X&A Q1 HaFH FujgEs o2 POl Ajzen
and Fishbein(1980)2 &5-2] 2322l 8212 P&
Wt =} ohle BB sastE L oo, A}
812 BaAAol Ut YRR FFL ALH At

)
R
)
-
2
R
N
E=)
Ao
=
1o
H
i
oft
o
o2
ol
o
)
o, I

= AohLL sieith. H o= BHE SRS
Ao i3t ofF =g EISEA B H
S ¥kd35lal QTH(Csikszentmihalyi, 1997). S} Tt
AFolA FESFILA sk FUAE ARIASE AT
BH=o] figh pujolrs R HAE F4
Lo FEAA &HAE olE 4ol dis] Bi=E ¥
g%t T IAE A1 A9} Alde mlE FEo=
EfjE= A0 2 o]89: 2 HQJtHHong, Tai, Hwang,
Kuo, & Chen, 2017).
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5. Hypothesis building

2RSS AAIE 80NN A Hola &
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20 SURE AEA olg B 444 BT HAH B 9 HAS Tojome] A 9F  HAESiAT

AE Aot HFE AScH, oF9 348
I U= AH|ANA Y EAZT 22 FE2
‘A=Y 344 HE A4S Fidord, ST A&
Z o]golxE §{urst 4= 9lth(Bhattacherjee, 2001).
Jung(2018) HUAY o]& 5712 &Y, AH[A of
S 71o] HEHHRQl 23 BAE FAHLE AuE
AFE B9 SUAY o8& 5718219 849 &
AZol EYoll F8AQA FFFE vAIL =Y AH]
A 5o FFAQ FFE Xt g &,
2H[RHEO] FUAE AH|ATE A F5ks Holof whet
5713 82l JFS ot EYS AFsHA 2 F
SR gt &Y Aol 7tsd Aol w

& Qloh E3F SUAde YL APdt= A
syAde] gt 399421 7AFS ol FAH
Zo| 7hsotths 20 R AT 4= Qi oo w
2t SUAY AH|AL o] BV AH[AEY A
HA Fo] JFS F= FoT 8RAEE E 9
), APA+9 ¢ v R 59 7H-E AA|
El=g

o
=

(0]

flo b
it

d
=

P
J

HI GUAY AB|2 o] § 5717} B84E SUA

g AH|20] e 44 B9o] &2 Aotk

HI-L gUAE AH|s 0189 487 5717 4%
4% A4 20| Robd Aotk

HI-2. UAE Al ol 89 e 5717} 4%
4% 247 20| Robd Aol

HI-3, UMD AH|2 0] 89) A8ld 5717 4%
4% 247 20| Robd Aolth

HI-4. GUAE AH| 0189 BAd 5717 48
4% 2474 20| Robd Aotk

H2. YA Au2 o] g 57171 e
g AE|2o] Higt gA1E =]do] Al
H2-1. SR Al ol80] 487 §717h 48
F5 AAH =}do] AsiE Aot
H2-2. £UAE Au|A olg9 f2td %77} 75t
%% HAH 20| Za)d Aol
H2-3. 2Ud Au|A 0]L9] A3]& =77} 745t
4% HANH 20| AsA Holch
H2-4. SUAE Aol olge] BAH 57171 B

4% BAH BYo] ZHA Zolc

).
o
ol
SuA

HH, UG AHA B4 HE ol8AET

= &0lo] AH|A o]-go] o]FojX]7] wjZof
A AEs BT S 0| SABE 3 A
of| A2 FHA FLHRIHWOM: word of mouth)
PYAZ O RN AH|IA G4 TP A7}
Jat BE FSAHE 7H9] TAA) s AFE
ee and Jang(2002)2 221 WHA Ao
d, &34, FHE EYo] BHE FAHZ
Al FFE PRk FY6IGATE 3 Park(2003)
o A E AHAES] AHY aE Y e
AHAEY] AEYl &350 tiet 2 s A7 st
o 244 FF= vZITHL st o]9F 22 A
TE TAZ UG AH2of et 2JAETt B
5 UG AHAE ATt BREY o

£ ¥obd 4 gtk 7Hae stk

i C(m

2 ot ot do
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H3. SUAD ARzl sl BUPSE SUAY
HH| A% Agohe BAEo| Fuol5s} o}
4 ol
H3-1. GUA Av|zo] ofe A4 BYo] &
4% gUAY AHAS AFSHE BREY
FejelEs} fobdl olct.
H3-2. GUAE Aulzo] ek A o] 4%
5% SUAY AHAS AZoHE HYEC
FojelEs ok it

. Methods

1. Research design and measurement instruments
2 Ao &85 F8 MgdsE] T ST
22 720 475 vigoR Psigon, s
J3 el WSS A2lsta & 7749) s 357
o EFor 74 HE HAER SHSHAT(-HF
%A gk, 70k TFTh. FAHL B (Table
olA gelgk & glowl, A Ee} efgEs} skl
2RI B2 2 A7o) 4o Hgeizs >
3 55l AbgatgL
LU Aulx olg 5719 BAH SYFRE
2 Ailawadi and Farris(2017), Venkatesh et al.(2003)
Tt Jung(2018) 59] ATONA, SUAE Auls B
A2t HAE SHFTEEL Malhotra and Galletta

il
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(2005)2} Li et al.(2006)2] S04, 2UAE AH|A
£ AlFshs BHE] Het P58 FAHZ=A 0
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<Table 1> The results of confirmatory factor analysis
Construct Items Fact.or t Cronbach’s AVE | CR
loading a
Omni-channel services are useful for shopping for fashion 257 | 19.587
products.
_— X::; olrErCl]L-]channel services, I can order fashion products 209 | 18.149
ractica . q .Y~ : ' - .893 678 | .894
motivation | With omni-channel services, I can receive appropriate
Lo . .832 | 18.833
fashion information.
With omni-channel services, I can receive accurate fashion 793
information quickly. '
It is interesting t i-ch: 1 i hen I sh
is interesting to use omni-channel services when I shop | o, | o 5c
for fashion products.
. 1 enjoy using omni-channel services for fashion products. .837 | 18.502
Hedonic i i i 899 | .697 | .902
motivation It 1s. very pleasa.nt to shop for fashion products using 256 | 19016 . . .
omni-channel services.
It is a very fresh experience to shop for fashion products 771
using omni-channel services. ’
People who are important to me favorably evaluate my
. . . . . .856 | 24.645
shopping for fashion products with omni-channel services.
S(.)cia.l People who affect me favo.rably evaluate. my shopping for 930 |29320 922 201 | 923
motivation | fashion products with omni-channel services.
People 1 wusually consult with favorably evaluate my 397
shopping for fashion products with omni-channel services. '
Using omni-channel services is needed to communicate with 279 | 29.601
Relational | others. 044 853 | o6
motivation | Omni-channel services are helpful for relationships with others. | .952 | 37.349 ’ ’ ’
I communicate with others through omni-channel services. 938 -
If I don’t use the omni-channel services that are currently
. . 793 -
provided, I will lose a lot.
Cont Zilre;f; tsf):::lsi gﬁa:;:eln(s)e r(‘)/tilézr service that can replace the 770 | 16.897
OnIRLons : —— _ 856 | .599 | 857
commitment | If T don’t use omni-channel services, I will need to spend
. 778 | 17.102
a lot of time, cost, and effort.
The benefits from the omni-channel service are likely to be 754 | 16.441
greater than those from the existing shopping service. ' '
I am likely to feel attached to omni-channel services. .846 | 19.565
) I am likely to feel pleasant when I use omni-channel services. | .810 | 18.438
Affective - - 385 666 | 888
commitment 1 arr} likely to hiave a sense of belonging when I use 209 | 18418 . . .
omni-channel services.
Omni-channel services are likely to give me confidence. 798 -
The next time I purchase goods, I shall purchase from this
. . .869 -
brand that offers an omni-channel service.
Purchase Unless there is a difference in quality from other brands, I
intention shall preferentially purchase goods from this brand that | .810 |20.377 .886 722 | .886
provides an omni-channel service.
I want to purchase new products of this brand that offers an 269 | 22876

omni-channel service.
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<Table 2> AVE and squared correlation matrix of latent constructs

Construct Pra.ctic.al He.don.ic Sc.>cia.l Rele}tior}al Contir}uous Affeu.:tive ?urch?se
motivation | motivation | motivation | motivation |commitment|commitment| intention
Practical motivation 678"
Hedonic motivation 697° .697
Social motivation .533 454 .801
Relational motivation 130 244 .339 .853
Continuous commitment .161 281 275 396 599
Affective commitment 192 314 315 .449 7167 .666
Purchase intention 250 349 318 377 531 542 722

* Values at diagonal represent AVE of constructs

® Values beneath AVE represent the squared correlation between construct
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= ZAC0E Ytk SUE AB|AE o]
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MU AF A& o]85He She &77F A7) 4L, o] 2jt
E5to] oJgt =Yool | QA E Hol= 5ol o &

2 v

Agore F Ao F AT
3, 2 Rdo] E71E YUY Au|Ad gt
g 5719t BRHE Fujor Afo]9] ARE 9

= ZAo07 BAEAHS=.167, p<.01).
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<Table 3> Differences in model fit of research model and modified model

Fit )

Model X dr TLI CFI NFI RMSEA GFI
Research model 863.850""" 258 922 933 908 075 838
Modified model 693.339™" 258 944 952 926 064 874

Hk

p<.001
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<Fig. 2> Results of testing structural model through modified model

719 A%H B © PAH BY Aol BAA T Z 94F 5719 48H 571k Aulx 2L 3}
She 7ML HI-L, HIS3, H2-1, H2-32 A\ 2SS & A2 AXA Yot BEEE QoA HAH, &
UAE Al B pulolmel et g H3S B UAd AMAS AFSHs HAE AES Folsug
% WA AIH-1, H3-2) SARDNA FbE F st PuleER SUAE Aulad) Het BY 4
2E 484 F/% Frlelw Alolo] AR(EM—P) o] FFL F5HA w=the o] HAls|gint £ 7]
olth. £ AT ANHNAY 7H A% Ao b 8ol B Y5 A7) SAste] A8H1 9

I} ZtH(Table 4).

S
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<Table 4> Summary on the results

g WA 5700 sgeke

Hypotheses Path B P t-value Results
H1-1 Practical motivation — Continuous commitment -.069 191 -1.308 Rejected
H1-2 Hedonic motivation — Continuous commitment 272 .000 5.176 Accepted
H1-3 Social motivation — Continuous commitment .016 .866 .169 Rejected
Hl1-4 Relational motivation — Continuous commitment 502 .000 9.402 Accepted
H2-1 Practical motivation — Affective commitment -.063 232 -1.195 Rejected
H2-2 Hedonic motivation — Affective commitment .283 .000 5.838 Accepted
H2-3 Social motivation — Affective commitment .032 17 362 Rejected
H2-4 Relational motivation — Affective commitment 528 .000 10.479 Accepted
H3-1 Continuance commitment — Purchase intention 479 .000 4.324 Accepted
H3-2 Affective commitment — Purchase intention 330 .000 3.868 Accepted

Additional path | Practical motivation — Purchase intention 167 .006 2.724 Added
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