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A Study on Consumer Behavior on Online Luxury Platforms using
the Unified Theory of Acceptance and Use of Technology
- Focusing on the Extended UTAUT(2) Theory -

Dayun JeongT

Dept. of Fashion, Chung-Ang University, Seoul, Korea

Abstract: This study was conducted to corroborate the factors that influence consumer characteristics and technology
acceptance on online luxury platforms, which are rapidly emerging as distribution channels for luxury brands. To this end,
the relationship between the degree of technology acceptance and behavioral intention of fashion consumers on online
luxury platforms and the effect on specific factors such as age and gender was investigated to see if there was a difference
in behavior and use behavior. A survey was conducted on Korean consumers between the age of 20 and 40 who have used
online luxury platforms and then, a statistical analysis was conducted. As a result of the study, performance expectancy
and facilitating conditions, hedonic motivation, price value, and habit were found to have a significant effect on platform
behavioral intention, but effort expectancy and social influence did not have a significant effect. Additionally, both facil-
itating conditions and habit were found to have a directly significant effect on the platform use behavior, and it was con-
firmed that the platform behavior intention also had a significant effect on the use behavior. As a result of confirming the
moderating effect of gender and age, there was no difference based on gender, but only the relationship between price
value and behavioral intention was found to have a moderating effect. It is hoped that domestic online luxury platforms
will grow into channels with distinct characteristics and continue to develop in the luxury market by utilizing specific
affect factors of this study.

Key words: consumer behavior (&2H]Z} 8-5), online luxury platform (&2} & Z% %), unified theory of acceptance
and use of technology (587]1&4~8°]&), user experience AF&A+ 73 3), luxury marketing (2] HAIE)
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2.2. E&El S8715T80|2(Extended Unified Theory of
Acceptance and Use of Technology; UTAUT2)

22.1. 7] TH71ETECIE(UTAUD)® 71E 7id
E371E7801 218t UTAUT)S 7]1&0] AN E o2&
o 71E58ol g 58 Eoli ¥ B2 AWEs g5
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Compeau and Higgins(1995)2] AF5]Q1A]o]&(Social Cognitive
Theory, SCT), Ajzen(1991)2] Al€l% 3Y5°]2(Theory of Planned
Behavior), Thompson et al.(1991)2] PC AF&-X4(Model of
PC Utilization), Davis et al.(1992)2] 57]%3 (Motivational
Model, MM), Rogers(1995)2] &}418}:}+0] 2 (Innovation Diffusion
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Table 1. Previous studies applying the UTAUT2
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Researcher Research Topic Independent Variables Moderate/Mediate Dependent Variables
Alalwan et al. (2019) Mobile store PE, EE, HM, PV, HA, RS, PZ, PP, PS - SF
Cho and Kim(2019) Fashion AR(FAR) SR, SE(1), EU CA, Ul Pl
Choi et al. (2017) VR system PE, EE, SI, PR, IN, CQ Ul PI
Kim(2019) Fashion sharing application PE, EE, SI, FC AG BI
Mardjo(2018) Facebook commerce PE, EE, SI, FC, HM, HA, TR, PR AG, GD Ul
Moon and Lee(2021) Self service(TBSS) PE, EE, SI, FC, FN, IR, PC AG GD Ul
Pappas et al. (2014) Online shopping service PE, EE, SE, TR EX, SF PI
Yu and Han(2021) Fashion/ beauty coordination service PE, EE, SI, FC, HM, HA, PV SE Ul

AG: Age, BI: Behavior Intention, CA: Consumer Attitude, CQ: Contents Quality, EE: Effort Expectancy, EU: Easy to Use, EX: Experience, FC:
Facilitating Conditions, FN: Fun, GD: Gender, HA; Habit, HM: Hedonic Motivation, IN: Innovativeness, IR: Innovation Resistance, PE: Performance
Expectancy, PC: Perceived Control, PI: Purchase Intention, PP: Perceived Privacy, PR: Perceived Risk, PS: Perceived Security, PV: Price Value, PZ:
Personalization, RS: Responsiveness, SE(1): Shopping Effectiveness, SE: Self-Efficacy, SF: Satisfaction, SI: Social Influence, SR: Social Relations, TR:

Trust, UI: Use Intention
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Table 2. Exploratory factor analysis and cronbach alpha analysis

Items Factor Eigen  Total Accumulate Cronbach
Loading Value Variation Variation  Alpha
EE4 You quickly get used to the web or app of an online luxury platform. 813
EE3 It is easy to understand the functions provided by online luxury platforms. 799
EE5 Online luxury platforms are easy and convenient. 790 4563 13.037 13.037 930
EE2 The process of using an online luxury platform is easy. 781
EE1 Shopping through online luxury platforms is easy. 713
HA2 I am addicted to using the online luxury platform. .897
HA3 When I buy luxury goods, I have to shop through the online luxury platform. .890
HAS I only shop for luxury fashion products through online luxury platforms. 860  4.037 11.535 24.572 922
HA1 Shopping through an online luxury platform has become my habit. 728
HA4 It is natural for me to shop through an online luxury platform. .684
HM2 Shopping using an online luxury platform is fun. .803
HM3 Shopping with an online luxury platform is very interesting. 183
HMS I feel good when I shop on an online luxury platform. J71 4012 11462 36.034 932
HM1 Shopping through an online luxury platform is fun. 726
HM4 I think shopping using an online luxury platform satisfies my needs well. 722
SI2 My acquaintances are shopping through an online luxury platform. 833
SI1 My friends are shopping through an online luxury platform. 812
SI3 I often saw others shopping using online luxury platforms. 809  3.881 11.090 47.124 908
SIS People around me continue to use the online luxury platform. 763
Si4 People around me is positive about using the online luxury platform. 751
PV2 If you shop through an online luxury platform, the price is reasonable. 795
PV4 When shopping through an online luxury platform, the cost-effectiveness of the product is high. .765
PV3 1t is economical because there are various benefits when using online luxury platforms. .755 3.609 10313 57.437 916
PVS Products provided by online luxury platforms are cheap. 697
PV1 Shopping through an online luxury platform is economical in terms of time and money. .674
FC2 1 have the necessary knowledge when shopping through an online luxury platform. .758
FC3 I know the shopping information through the online luxury platform. 718
FC4 If T encounter difficulties while using an online luxury platform, I will be able to receive 67
customer service. 3.258 9.309 66.745 .863
FC1 I have the Internet environment necessary to use the online luxury platform. 625
FCs When there is a problem with shopping through an online luxury platform, I will use other 610
people's reviews.
PE2 Online luxury platforms help me shop for fashion products. 759
PE4 Online luxury platforms offer opportunities to purchase a variety of fashion products. .709
PE1 Online luxury platforms are useful when purchasing luxury products. 668  3.050 8714 75.459 .882
PES If I shop through an online luxury platform, I can buy it quickly and simply. 618
PE3 Shopping through an online luxury platform save me time. .590
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.937, Bartlett's Test of Sphericity. Chi-Square X2:9298‘586(df =595, p< .Ol)M
un3 I have a plan to continue shopping using online luxury platforms frequently. .820
Uis I will tell the people around me about the advantages and positive aspects of the online 317
luxury platform.
8] ) I will try to use the online luxury platform in my daily life. .808 3735 46.682 46682 924
uUl4 I will recommend using the online luxury platform to people around me. .806
Ull 1 am willing to shop through an online luxury platform in the future. 784
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Table 2. Continued.

Items

Factor Eigen  Total Accumulate Cronbach
Loading Value Variation Variation  Alpha

UB2 When I look for new fashion products, I search through the online luxury platform. .888

UB3 I use an online luxury platform to compare various fashion products. 829 2427 30.338 77.020 .838
UBI I shop a lot of fashion products through online luxury platforms. 612
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.908, Bartlett's Test of Sphericity. Chi-Square X*= 1887.211(df =28, p< ‘Ol)**

SF3 The service provided by the online luxury platform is better than I expected. 916
SF2 The function of the online luxury platform is more than I expected. 911

. ) ) ) ) 3285 82.114 82.114 927
SF4 I am very satisfied with the interaction of the online luxury platform. 907
SF1 My experience with using the online luxury platform is better than I expected. .890

Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.856, Bartlett's Test of Sphericity. Chi-Square X2=984.588(df =6, p< .01)**

p<.05, “p<.01
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PE EE SI FC HM PV HA Ul UB SF
PE 1
EE 689" 1
SI 393" 251" 1
FC 589" 677" 396" 1
HM 567" s 476" 587" 1
PV 580" A7 458" 548" 615" 1
HA 270" 056 486" 176" 433" 4747 1
Ul 588" 421" 5517 564" 689" 712" 654" 1
UB 542" 416" 490" 528" 618" 675" 619™ 819™ 1
SF 545" 436" 5217 522" 625" 725" 613" 8137 738" 1
"p<0.05, "p<0.01
Table 4. CFA result
© df P TLI CFI RMSEA SRMR
Value Lower Bound Upper Bound
1711.036 743 1000 902 911 064 060 068 056
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Y AE 3 (Average Variance Extracted: AVE)S 27 3}¢]
THENEE HAsIth PES] C.R=.883, AVE=.601, EE®]
CR=.931, AVE=.730, SI2] CR=.910, AVE=.671, FC2]
CR=.867, AVE=.568, HM2] CR=.933, AVE=.737, PV9]
CR=918, AVE=693, HAS] CR=.927, AVE=.809, UI2|
CR=.925, AVE=.711, UB2] CR=.884, AVE=.651Z L}
Rttt BE FREEEE 37 7122 CR. 0.7 ©1%, AVE 0.5

opgeldl FHENIEs} Erhy SR B Ape] SEG
== = ek

523. Z2EA

AR F AZ7EA e AT RMR=.048, GFI=.902,
AGFI= 908, NFI= 911, RMSEA =040, CFI=.968, CMIN/DF
= 151382 YEyith 2 42 352 Table 59 72t}
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Zhol 22930]3 felgHEo] (220|128 EAZOR Fold 4
He FFE F= FAom Yt HEES) HER] grol
2170182 3|7t 199] S7Fl |1 A9l es 217
F7VeHA Etk. o2 X270 Ao ER e FREA
A3s AR, vEEs) dEke] g 330, CR#e] 2570
olaL frelghEe] 01001ER FAHOR frold Fo| JFS
FE Aoz Yeth BlEEs) wEeke] greo] 3300152 E3
2710] 1949] STkl HW AR 330 SRSkl A

W w7 tfellA ARgoere] AR A, HEFES)
HlERe] Zho] —2100% UERkom AAREAE A3 CR#el
-1.840, frejghge] 06601 FAKOE fog JFS v
A b= ZAoE e TS ARBA oA AMEoER
o A=A A3 9] CREkol 13270131 o] gEo] .1840]
o2 BAHCE folgt IS vAA] ¥ AR YeRgrh
H2H] 71 ARgelERe] 284 A3 CRjtel 3.887
o|3 fefghEe] 000082 FAHCE fojgt oo JgS
FE Ao Yehton, 71471R00M ARge =] FREA

Table 5. Path analysis result

< AVEH, CR{YO] 4.627°13L Fe]8HE°] 0002= SA A

frelgt Aol 9T FE Aoz vehth FHolA
ARgolERe] e A3, CRgkol 740801 frolghEo]
0000122 SAHCR fo3t (2] 9T F= A= 1
ERTE.

ARE-elmellM AgR) s o Re] AREA A v, v
#F3h WjEke] gho] 61302 yehgth AATATFS Avin
W, C.RgEo] 64510131 fe]8hgo] 0000|122 FAK o= f
o Aol FF F= AeE ekt HIEES} W]
wel 0.6130] 28 ARgOl=TE 199 STt =W ARl e-E
0613 S7FsHAl Ak FX12700 AP FoRe] A=Y
A3k, CRFXC] 2.1710]13L frejghEe] 0300|122 FAHCR
gt A2l TS F= Ao yehdon, FadA A
S FoR HEEA dAMe CREYOl 3.161, folghE0]
0020122 FAHOE fod J(He] FFE F= A= Y
ERTt.
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53.1. Aol xday) 43
B Aol 2daAE AT Q] s vre] o
HEA (Multiple group analysis)yS 3FATE ZARAF A 2]
Ao R JHaAEE] I8t Al Ry HlA|oF
o] 2= Wstel] whe FholAlr ASS ot Hrkek
H, & 729 o] ZHCRYE T3l ZolE Felsiint
Table 6914 Hol= ZAH, BE A=l 2ol7} gl o=
vehons JEe 2H9ESs A de 2oE ddE

Oo{N
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ofl ot N
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532. vele] xdas 43

Uolo] 2dgvhe AEe 2dayt WA Fds 113
=t} Table 7014 Ro|So] 7HA7IR7}F AMELlEe] H]X|=
Gl Yo7t 2HEAE sl=A AHRT JlolAle] 4335
o7 FAHCE frefstuE 2EgTE sk AoE UERith

Path Estimate S.E. p C.R. p
Ul - PE 217 095 181 2.293" 022
Ul - EE -210 114 —.164 ~1.840 066
Ul - SI 074 056 066 1327 184
Ul - FC 330 128 241 2.570° 010
Ul - HM 256 066 225 3.887"" .000
ul - PV 312 067 274 4.627"" .000
ul - HA 230 031 348 7.408™" .000
UB - Ul 613 095 663 6.451"" .000
UB - FC 205 095 162 217" 030
UB - HA 137 043 223 3.161" 002

'p<0.05, "p<0.01, "p<0.001
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Table 6. Moderating effect of gender
Path Eetimate X CR
Male Female
Ul - FC 387" 133 699 —.864
Ul - HM 136 287" 1309 1.175
Ul - PV 195 282" 121 359
Ul - HA 4317 319" 159 —407
UB - HA 193 187" 021 158
Table 7. Moderating effect of age
Path Eetimate X CR
Low High
Ul - FC 377" 051 3.169 ~1.802
Ul - HM 162" 296" 1337 1.169
Ul - PV 154 397" 4335 2122
ul - HA 393" 307" 1.505 ~1.241
UB - HA 190 275" 0.001 ~.035
Table 8. Moderating effect of satisfaction 83 £BL ZYEZ AR YT Folsk 93RS nX= Ao
path Estimate ) CR 2 g ot =rel Al FE F¢S MIXA G
Low  High oz Jepgdth st X2 FHo] TUE AME-YE
UB - Ul 4327 77187 3309 -1.634 BT AHAoZ folat JFS T Ao Uehton, ¥
E Ao mrt ARl Eel fregt YFE nRE Aoz Rl
533. WERe 2das) A HATt 53] Al mE xlole o, 7H TEX|9F ARG
22l HE FAFS olgste LRSS ARt A o= ke FA| Yo7t ZHATE sk A O0=E YERT vt
|35 7kl ANl o] FAEo S NEET) vXE 93 AutoZ ARg-o|me} A 7he| Al AHAES] TEE
o] A=AE IS B 8 2EEHE ARt ISR = ZAGES A @ FoE YELt
o] 2HEF A A YH A volo] 2HEH W)
B3 XY= AT}, Table 894 Kol AXH, H2e x}o] 6. 2= U xof
7t e Aoz Ui ZYE UEEE 2ERIYE SR
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< 3R g oz B 2 ATe 23 &AHREe] 389 COVID-192.2 (1sf
HEslE 22l 3ald & 58] S48 2291 B3R S
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=
Gender

Fig. 2. Results.
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