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Enpl 71715 olgato] o] Folx= A
#E 2nkd ekl sh=dl, Clarke(2001): &
vk A APSA 2 (mobile e-commerce), =2 EH}
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Miiller-Veerse(1999)= 'Mobile Commerce Report)
oA Erkd AT YERllE SR AR
(ubiquity), 7§21 SKpersonalization), ¥ 2]d(convenience),
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TRA(theory of reasoned action)i= &J2]H 02 9]
Ty xS AAsls QS e A3
g #HolA] Alkel T2 (Ajzen & Fishbein, 1980)
2, 7119 544 A= 1 Fes 59
3171 913t == BNl o AFHH, 3%
e 9] aFe A" "t T84 7]
(SNl 23 A ¥cky EckFigure 1).

Davis(1986)°] 2J&f] AtE TAMS X A|~H]
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Beliefs and Attitude
Evaluations > Toward
(X bie) Behavior (A)
Behavioral Actual
Intention » -
@) Behavior
Normative Beliefs Subjective
and Motivation to  |——»| Norm
comply (¥ nbmc;) (SN)
Figure 1. TRA.
From. Ajzen and Fishbein. (1980). p. 8.
Perceived
Usefulness
/' n) \ v
4 Behavior Actual
\Eaﬁlizrqug Intention to  ———» System
Using (A) Using (BI) Use
Perceived
Ease of Use
(EOU)
Figure 2. TAM.

From. Davis et al. (1989). p. 985.

of thet AFEAREE] 85 Adstal o537]
Ao EE TRAE 283 Zd=2, TAMO] i
© AFEVIEY 8-S AYse AwrE A
getaat k= Zlojm Wi el Al (beliefs), Bl
(attitudes), 5 (intentions)°] Th3t 2JZQl G o
A& FAshs 2715 Alwshs ZlolthFigure 2)
(Davis et al., 1989). TAMelIA Z5FE 835l
75 29 Aol e goloz- x7kE 84
“J(perceived usefulness: U)¥} A Zte Alg-8-0]4
(perceived ease of use: EOU)°] =t X Z+&
S ARAE 54 AAEE ARSRES
7Me1e] A TS AR Aolety W
ARl A2 ekl A2 ARE-§olA
Ap7F M| 258 ARgo] golste] wele SolA] oot
L od Zlojgka 7ldehs AEE ovisith o] F
QRIE2 AJAE AR st B E(attitude: A)ll
TS A 3, = ©A] ARE-2] % (behavioral
intention to use: BD°ll Y& w]RIth T8]a A7}
H A Hleel d3s mAE sAlo] ARE-E

Flo r1r

3 Bskal It Adams et al., 1992; Igbaria et al.,
1997; Venkatesh & Davis, 2000). T8t Bl %= W 4=<]
MNE eigre etk A7 G843 AH8E
o]/Ho] xlx—lx% o= A].%J_J_oﬂ
do] wo] ¥ A THDavis et al., 1992; Igbaria et
al., 1995).

AiFE e FA]E0 UYR Davis(1986)°]F-
TAMS A glo] Thober ARASES FEeke

FFE VA= B

& AT ATEol NAE] ek 3 A
22 JRIEe] 58l dFE € F e 2
T 71 7, ARAL 8l wet vk A
olng, o AFEelr AR ZIEolt AIEL

el mE A =ol7] A7k Al IF

AJsto]  $Ith(Agarwal & Karahanna,
2000; Agarwal & Prasad, 1999; Kim & Moon, 2007;
Koufaris, 2002; Venkatesh, 2000). 2 ZAFEL} 21
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Figure 3. The extended TAM of mobile fashion shopping
From. Chae. (2016). p. 40.
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Table 1. Demographics of the classified groups.

groups high purchasers low purchasers
variables (n=259, 60.2%) (n=171, 39.8%)
male 121(46.7%) 91(53.2%)
gender female 138(53.3%) 80(46.8%)
20-29 134(51.7%) 68(39.8%)
o 30-39 125(48.3%) 103(60.2%)
high school 23(8.9%) 9(5.3%)
undergraduate 45(17.4%) 30(17.5%)
education
graduate 177(68.3%) 119(69.6%)
advanced degree 14(5.4%) 13(7.6%)
management 2(0.8%) 2(1.2%)
specialist 14(5.4%) 7(4.1%)
office worker 134(51.7%) 85(49.7%)
. sales/service 18(6.9%) 12(7.0%)
occupation self-employed 10(3.9%) 9(5.2%)
student 53(20.5%) 34(19.9%)
housewife 14(5.4%) 8(4.7%)
others 14(5.4%) 14(8.2%)
less than 2 million 24(9.3%) 27(15.8%)
2-less than 4 million 96(37.1%) 63(36.9%)
monthly income (won) 4-less than 6 million 73(28.2%) 51(29.8%)
6-less than 8 million 34(13.1%) 17(9.9%)
more than 8 million 32(12.3%) 13(7.6%)
Seoul 95(36.7%) 64(37.4%)
residence Gyeonggi Province 75(28.9%) 38(22.2%)
others 89(34.4%) 69(40.4%)
D el v AR Ao Vet v} Itk B A7 84
TFuRlE vl AERFo AP = of fFoJgk SAQ e vIAL Ao, A
297.071 (df=159, p=000), CMIN/DF=1.868, GFI=.897, 7k ARg-golddl FAQ1 FEFE wH= FeE
AGFI=.864, NFI=.927, RMR=.083, CFI=.964, RMSEA= e Bkl &S bdsitka AFEFE A
058% VFERE, 588wt Zlow sehEginh 2R ARSS A A o BEe] Ee
TAHSG 740 A2 <Table 3> #A|AI5HS] AARETE 3 AT Bakd &
2, olol dhe ATERE <Figure 455} 2, Felie] JFL VAL a”loldn Bepsol
TRl e wA A= AelE — A7k S8 (Hong, 2013; Kim, 2009), T =0k A 54
He Afeka BE AR folsbl ke, K9] Wa) AR o A7 Aggolnel 2
Bl A ARHES olgolEe] AL 9 FBE vAE o BA¥e] 9], mule) &
2918 AT KimEo09)e] BAeIA Aelake w B B AL wnlage] A oA
vl A aEel feld e FA g BolShl AT g @ & Atk JlEwE
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Table 2. Differences of variables according to classified groups.

Factor Group Mean SD t
High(n=259) 4.26 1.25
S 3.394%*
Low(n=171) 3.86 1.14
High(n=259) 523 1.10
E 4.865%**
Low(n=171) 471 1.04
High(n=259) 5.02 1.09
P 3.303**
Low(n=171) 4.68 0.97
High(n=259) 5.47 0.96
PEOU 2.430%
Low(n=171) 524 097
High(n=259) 5.20 0.93
PU 4.468***
Low(n=171) 4.80 0.85
High(n=259) 545 1.00 e
PI 3.853
Low(n=171) 5.07 0.96

*p<.05, **p<.01, ***p<.001
S(security), E(enjoyment), P(personalization), PEOU(perceived ease of use), PU(perceived usefulness), PI(purchase intention)

Table 3. Path analysis of high purchasers.

Path Estimate SRE. S.E. CR. Sig. Result
S - PEOU -.146 -.189 044 -3.313 ok accepted
S - PU 163 215 .036 4.496 wxK accepted
E - PEOU 720 785 076 9.479 kk accepted
P - PEOU 145 172 .066 2.193 * accepted

P - PU 067 .081 052 1.289 197 denied
PEOU - PU 811 .822 .066 12.294 ok accepted
PEOU - PI .609 612 126 4.818 ok accepted
PU - PI .370 367 125 2.958 o accepted

*p<.05, **p<.01, ***p<.001
S(security), E(enjoyment), P(personalization), PEOU(perceived ease of use), PU(perceived usefulness), PI(purchase intention)

812"

.822

'p<.05, "'p<.01, *'p<.001, -—> N.S.

Figure 4. Extended TAM of high purchasers.
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ul3] Kim et al.(2015)2] A7-A¥= A H| sk

2) TuiRlE Aol A= HS

T e ARG Arrde] AdrE 4=
315.593 (df=159, p=.000), CMIN/DF=1.985, GFI=.851,
AGFI=.803, NFI=.854, RMR=.084, CFI=.920, RMSEA=
0762 VRt WS 7ke] A2 A= <Table 4>
of BRI, ol tfeh ATREHL <Figure 5>
o} 2t}

T Aol s AW ko] H2o
NOIA A)7bE AREgol — Pl Re] HRE

AdIST BE AR} Fege] WA muje)

Table 4. Path analysis of low purchasers.

Path Estimate SRE. S.E. CR. Sig. Result
S - PEOU -231 -252 .086 -2.689 o accepted
S - PU .087 117 .039 2218 * accepted
E - PEOU 460 474 .104 4.441 ek accepted
P - PEOU 284 266 109 2.597 xx accepted
P - PU 452 522 .068 6.692 wEH accepted
PEOU - PU .500 616 .058 8.637 ek accepted
PEOU - PI .188 197 113 1.659 097 denied
PU - PI 816 .696 152 5.357 ek accepted

*p<.05, **p<.0l, *¥+*p< 001

S(security), E(enjoyment), P(personalization), PEOU(perceived ease of use), PU(perceived usefulness), PI(purchase intention)

‘p<.05, “'p<.01, “'p<.001,

4747

522

616"

.696™*

Figure 5. Extended TAM of low purchasers.
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Table 5. Difference of path analysis according to classified groups.

At 2t AJolAZ %2 df A Y Adf A x?* Sig. Dif
H|A kR 612.807 318

Aok e 657.203 326 44.396/8 Yes

IYE A= x> df A P ndf A x* Sig. Dif
S - PEOU 613.584 319 0.777 No
S - PU 614.763 319 1.956 No
E - PEOU 616.559 319 3752 No
P - PEOU 614.005 319 1.198 No
P - PU 636.055 319 23248 Yes
PEOU - PU 623.527 319 10.72 Yes
PEOU - PI 618.628 319 5.821 Yes
PU - PI 617.637 319 4.830 Yes

S(security), E(enjoyment), P(personalization), PEOU(perceived ease of use), PU(perceived usefulness), PI(purchase intention)

2 ek, Fugel
FrujA|2Ellef] tal] ¢

2]

- o s

o% "—ls——i‘TE'] /1\_] =
=
=

"p<.05, "p<.01, ~p<.001

- 189%**(-.252*%)

8127197

)

Figure 6. Difference of path analysis according to classified groups.
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The Difference of the Extended TAM in Mobile Fashion Shopping

according to Consumer’s Purchase Frequency

Chae, Jin Mie"
Associate Professor, Dept. of Fashion, Hansung University”

Abstract

This study identified differences of the extended TAM(Technology Acceptance Model) explaining variables which
affected consumer’s purchase intention in mobile fashion shopping according to classified consumers depending on
the level of purchase frequency. The TAM was extended by constructing factors of mobile commerce characteristics
including security, enjoyment, and personalization. The survey was limited to adults in their 20’s~30’s who had
purchased fashion products in a mobile shopping mall. 430 subjects were divided into two groups(high purchasers/low
purchasers) based on the purchase frequency of fashion products. The results of this study were as follows: First,
there were significant differences in mobile commerce characteristic variables, perceived ease of use(PEOU), and
perceived usefulness(PU) between high purchaser and low purchaser. Second, The extended TAM was proved to be
an acceptable model to explain the influencing factors on consumer’s purchase intention in two classified groups.
Third, personalization did not influence on PU in high purchaser, while PEOU did not influence on PI in low purchaser.
Other paths were significant in each group. Fourth, there were significant differences in four paths among eight paths
between high purchasers and low purchasers. PEOU of high purchasers showed a higher impact on PU and PI than
that of low purchasers. Personalization of low purchases had a higher impact on PU, and PU had a higher impact
on PI than that of high purchasers. These results suggest that mobile marketers need to manage customers differently

according to their levels of purchase experiences.

Key words : TAM, perceived ease of use, perceived usefulness, mobile commerce characteristic, purchase frequency
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