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Abstract  This study aims to verify the mediating effect of perceived risk of internet shopping mall users'
innovativeness on product purchase intention. Research subjects included consumers with prior experience of using
internet shopping malls, and 405 respondents were used for final analysis. The major findings of the study are as
follows: First, as a result of the investigation on the relationships among users' innovativeness, perceived risk, and
product purchase intention, all correlation coefficients were positive. Second, consumer innovativeness was found to
significantly influence perceived risk and purchase intention, and perceived risk mediated the relationship between
consumer innovativeness and purchase intention. Third, when we performed sub-group analysis on the research model
by dividing products into hedonic and utilitarian products, it was found that hedonic products revealed path
coefficients which are statistically more significant compared with those for utilitarian products. We can draw the
conclusion that in terms of internet shopping mall purchases, hedonic products exert a greater influence on the effect
of consumer innovativeness on purchase intention compared to utilitarian products.
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