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[Abstract]

In this study, variables were constructed based on previous studies to examine the effects of overseas
direct purchase quality factors(information quality, system quality, and service quality), perceived value, and
purchase intention. In addition, differences between groups were examined through the moderating effect of
price sensitivity. A survey was conducted on overseas direct purchase users, and 178 questionnaires were
used for empirical analysis. The collected data was analyzed by SPSS 25.0 and AMOS 21.0.

The results are as follows: First, it was found that the quality factors of overseas direct purchase had
a positive effect on perceived value. Second, it was found that the quality factors of overseas direct
purchase had a positive effect on purchase intention. Third, as a result of testing the moderating effect
of price sensitivity in the relationship between the quality factors of overseas direct purchase, perceived
value, and purchase intention, there was no difference between groups. In conclusion, the implications

and limitations of this study are presented.
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I. Introduction
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II. Preliminaries

1. Overseas Direct Purchase
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2. Quality Factors
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3. Perceived Value
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4, Purchase Intention
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5. Price Sensitivity
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III. The Proposed Scheme

1. Research Model
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Fig. 1. Research Model

2. Measurement items
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Table 1. Measurement Items

Items Sources

IQ1. This shopping mall provides
exact information

IQ2. This shopping mall provides
reliable information

IQ3. This shopping mall provides
necessary information

SYSQ1. I can find the information
easily through the shopping mall
SYSQ2. This shopping mall is easy
to use

SYSQ3. This shopping mall is easy
to view

SERQ2. This shopping mall
provides customized information
based on my preference

SERQ3. This shopping mall
responds quickly to questions
SERQ4. This shopping mall can
immediately check the progress
of order processing

Construct

Information
Quality

System

Quality [9.12]

Service
Quality

Perceived |PV1. This Shopping mall is [13,14]

pleasant to visit
PV2. This Shopping mall is well
Value worth the money

PV4. This Shopping mall is
affordable
PI1. I am willing to continue
visiting the shopping mall in the
future

Purchase |PI2. I will continue to use the

. . [17,20]

Intention shopping mall to purchase
products
PI3. I will continue to use the
shopping mall
PS1. 1 think the price is important
when [ buy a product

Price PS2. I try to find cheap products (21-23]

Sensitivity | PS3. I am willing to visit many
shopping malls to find cheap
products

3. Procedure
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4. Validity and Reliability of Measures
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Table 2. Exploratory Factor Analysis Table 4. Factor Correlation Matrix
Construct Item Factor loading | Cronbach's a Construct (1) (2) (3) (4) (5) (6)
. 1Q1 0.815 (1) Information
I”fglrj':“atty'o” 103 0.852 0.858 Quality | -840
1Q4 0.866 (2) System 0222 | 0.822
System SyQl 0.854 Quality ’ )
: SYQ2 0.851 0.847 (3) Service - -
Quality SYQ3 0.831 Quality 0.279" | 0238+" | 0.827
. SEQ2 0.796 (4) Perceived - - -
Ziravlliis SEQ3 0.895 0.836 Value 0.3937(0.344™ | 0.396™ | 0.847
SEQ4 0.808 (5) Purc.hase 0.402" | 0353 | 0,405 | 0556 | 0.862
Perceived PV 0.731 Intentl.on
Value PV2 0.861 0.858 (6) Price | 274 | 0296 | 0250 | 0,332 | 0371 | 0.829
Pv4 0.819 Sensitivity
Purch PI1 0.794 Note: The diagonal bold is the AVE square root value
In“t;‘:ntiaj: PI2 0.834 0.872
PI3 0.795
Price PS1 0.819
L PS2 0.877 0.854 .
Sensitivity pos 0849 IV. Conclusions

oI QRIEA Zuk=[Table 3]ut 2}, x2=176.625,
df=110, p=0.000, x2/df=1.606, GFI=0.910, AGFI=0.859,
RMR=0.044, TLI=0.950, CFI=0.964, RMSEA=0.058= L}
Eit S7Rdo] AMAoR RStk
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Table 3. Confirmatory Factor analysis

1. Hypothesis testing

7HadS5e Slsto] :rL—‘—o A BPS olgstlaL, Al
AARD AFRP APES AT Auh x2=116.530,

df=73, p=0.000, x2/df=1.596, GFI=0.923, AGFI=0.874,
RMR=0.041, TLI=0.959, CFI=0.971, RMSEA=0.058=% U}
Bt A Rao] YT 7|5 SEAIC B A 7
28X Ak [Fig. 2], [Table 5]2 7tk

A, o7 £m20] HR Eo] A2 7Hxlo] 5
o3 e UlA Zoleh MY HIS AW A, B

-0.310, t=3.837(p<0.001)2 AERE]QIc}.

Construct Item Stand.ardlzed Std. estimate t-value C"T“pf’_s't AVE
estimate reliability
1Q1 0.752 - -
Information Quality 1Q3 0.817 0.100 10.856 0.877 0.705
104 0.894 0.107 11.230
syQ1 0.754 - -
System Quality SYQ2 0.900 0.098 11.283 0.862 0.676
SYQ3 0.755 0.098 10.315
SEQ2 0.803 - -
Service Quality SEQ3 0.894 0.097 11.812 0.865 0.683
SEQ4 0.710 0.100 10.125
PV1 0.746 - -
Perceived Value Pv2 0.922 0.096 12.781 0.883 0.717
PV3 0.808 0.093 12.007
PI1 0.815 - -
Purchase Intention P12 0.923 0.080 13.733 0.896 0.743
PI3 0.766 0.083 11.750
PS1 0.796 - -
Price Sensitivity pPS2 0.890 0.086 12.380 0.868 0.687
PS3 0.798 0.098 11.572
x2=176.625, df=110, p=0.000, GFI=0.910, AGFI=0.859, RMR=0.044, TLI=0.950, CFI=0.964, RMSEA=0.058
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Table 5. Confirmatory Factor Analysis

=0.220, t=2.709(p<0.001)2 Af=d%]Qict.

AzA), SRl &3

=9 A2 7HAPE Sl 2o

o5t 9= A ﬁola}% 74 HIZ 2A7dst A, B
-0.333, 1=3.619(p<0.001)2 AR ict,

Information

Perceived

Quality

Value

Purchase

Service
Quality

Intention

2=116.530, df=73, p=0.000, y2/df=1.596, GFI=0.923, AGFI=0.574, RMR=0.041, TLI=0.959, CFI=0.971, RMSEA=D.058

Fig. 2. Path Model

. Std.
Hypothesized path estimate S.E. t-value p-value Results
H1 Information Quality | ; 5 0.081 3.837 0.000 Accepted
— Perceived Value
H2 System Quality 0.222 0.075 2938 0.003 Accepted
— Perceived Value
H3 Service Quality 0.256 0.080 3.203 0.001 Accepted
— Perceived Value
H4 Information Quality | 4 4 0.082 2,077 0.038 Accepted
— Purchase Intention
H5 system Quality 0.183 0.076 2.412 0.016 Accepted
— Purchase Intention
H6 service Quality 0.220 0.081 2.709 0.007 Accepted
— Purchase Intention
H7 Perceived Value 0.333 0.092 3.619 0.000 Accepted
— Purchase Intention

x2=116.530, df=73, p=0.000, GFI=0.923, AGFI=0.874, RMR=0.041, TLI=0.959, CFI=0.971, RMSEA=0.058

Table 6. Moderating Effect Analysis

High Group (n=75) Low Group (n=103) Constrained
Hypothesized path Std. Std. Free model onstraine
. t-value . t-value model
estimate estimate
_ Information Quality x2(146)= X2(147)=
H8-1 — Perceived Value 0.218 2.162 0.431 3.113 206.479 208.062
Chi-square difference test : Ax?*(1)=1.583

_ System Quality x*(146)= x*(147)=

H8-2 — Perceived Value 0.220 2.134 0.202 0.1.839 206.479 206.493
Chi-square difference test : Ax*(1)=0.014(n.s.)

_ Service Quality X*(146)= X*(147)=

H8-3 — Perceived Value 0.328 3.022 0.170 1409 206.479 207.399
Chi-square difference test : 4x*1)=0.92(n.s.)

_ Information Quality x2(146)= X2(147)=

H9-1 — Purchase Intention 0.189 1.983 0.043 0.250 206.479 207.159
Chi-square difference test : 4x*(1)=0.68(n.s.)

_ System Quality X*(146)= X*(147)=

H9-2 — Purchase Intention 0.139 1.449 0.222 1.948 206.479 206.783
Chi-square difference test : Ax?(1)=0.304(n.s.)

_ Service Quality x*(146)= x*(147)=

H9-3 — Purchase Intention 0.194 1.869 0.280 221 206.479 206.743
Chi-square difference test : Ax*(1)=0.264(n.s.)
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