Journal of the Korea Academia-Industrial https://doi.org/10.5762/KAIS.2020.21.4.374
cooperation Society ISSN 1975-4701 / eISSN 2288-4688
Vol. 21, No. 4 pp. 374-383, 2020

23 £33 & EAo] FA4F W33 A4HE 7HA], Aolg9 x|
e 9 S4E VesSRA(TAM2)e SR

1 oax2*
HEE, 8=
'A7IHEE e-HIZLIASDL, 2A7|thst Ayt

= =

A study on the effect of online shopping mall characteristics on
consumers emotional response, perceived value and intention to
revisit based on the Extended Technology Acceptance Model(TAM?2)
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Abstract This study verified the difference in the influence on the value principles held by the consumers
while examining the influence of the characteristics of the online shopping mall on the purchase intent
by using a TAM2 model. First, the characteristics of online shopping malls were proven to have a positive
effect on the perceived ease of use and perceived utility. Second, a look at the effect of the online
shopping mall characteristics on the emotional response shows that only the system quality and product
quality variables had a positive effect on the emotional response. Third, the perceived ease of use,
perceived utility and emotional response of online shopping mall users had a positive effect on their
perceived value. Fourth, multi-group analysis was conducted to examine the difference between
utilitarian goods and hedonic goods by categorizing what was purchased at online shopping malls. The
results showed differences between the groups. This study is attempted to investigate various influencing
factors on consumers' intention to revisit online shopping malls. In addition, the author also attempted
to understand the behavior of online shopping mall visitors by dealing with more than the technical
attributes and emotional aspects of shopping malls.
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1858.324

(5=0.000) 710 .872 923 882 924 916 035
# A79) FHEES A TERY HRASE A

£ A3 Table 3., A4 -84 9T VA= 22
? aqE BG4S AlA" E8(4=.382, p<0)), 7‘45?
A(4=.133, p<10), AElA 842113, p<10), AFE

A(4=.388, p<.01), A2 AA7H(g=.146, p05)2&
YeERth A2HE goldol S PRl 22l &%E
B2 A" F4(4=.387, p(.01), BEEHE(4=.165,
pC05), AHIA FE(4=.116, p<.05), AFFE (4371,
p<.01), AHElA AR =200, p(01) LR VrERTE 2+
AR g FFE HA= 2R aWE BG4S AL
g F2(42.196, pC01), AEEE(4.139, p<.10), AHE
A A 5=.407, pCODLRE YErgT A2 719
AZtE 4-879(4=.255, p0l), AZE 8ol

1

.
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Table 3. Validation results of the hypothesis

Hypothesis ST B | SE. C.R. P
Perceived | 365 | 083 |4.572™] .000
X utility
System quality b ved
— | ereelved ease) 3g7 | 088 |4.402™| .000
of use
. Perceived | 133 | 077 1737 | 082
Information utility
quality | _ |Perceived easel 160 | g1 |50317| 042
of use
Pelj;‘f;tved 113 | 044 25887 010
Service quality’ P - dy
—|rereeivec €asel 116 | 046 |2.505”| 012
of use
Perceived
s 388 | .097 |3.992 | .000
i utility
Product quality] P ved
—[rereeec easel 391 1 102 |3.640”| 000
of use
| Pereeived | 146 | 059 |24757| 013
. utility
Social presenc 7 ved
—|rereeivec €% 00 | 063 [3.1827 .001
of use
System quality| — 196 | .069 |2.841[ .005
Information | _, _ 075 | 064 | 1.180 | 238
quality Emotional
Service quality| — response .007 | .036 | .179 | .858
Product quality] — 139 | 079 |1.765 | .078
Social presence — 407 | 055 [7.384"] .000
Perc'e.ived . 255 | 065 13913~ 000
utility
Perceived ease . Perceived 334 | 062 |5374” 000
of use value
Emotional | __ 388 | 042 [9.3417| .000
response
Perceived Intenti}qn | ooy 053 16.659 000
value revisit

p<.001, *pC01, *pL05

334, p<01), B33 Wh3(4=.388, p<.01)ol fefet
036&"— nA= AL0E Yegon, X2t 7= Aol&-
OJeof Folst J3H(4=.882, p(.01)E A= ALE L}
Byttt

£ A9 49 e s 289l ABEolA st
= AEQ AeAe} AR AEsto] B FAHoR
S7HR1 B4 o] sl AR et =) e
29 Aolg FHP] ol tEsdTHES (multi-group
analysis)& APsi3t. thEdd £4 7129 Aotk 7H
9] ARAS] §94L vl AFstr]o] A 2P
Q1 HHEE ol8ste] ALA FH(n=297)7} = Jt
(n=414)0& F27t 0|, g114 QRlEAoA Aokr
F(constrained model)¥ AF-EF(free model or
unconstrained model)7t X° 2ol Eaf 24 U4
AS5HArh 2 AR o] B B 2219 ARA
TYHA 183t AR A E S &
9] A X’=2784.333, df=142001H, Aok

S
=

=
=
O

T

i

9] A9 X°=2813.784, df=145008 UElTh AR
Y3t AP ARErt 30 7K X Aole A
X’=20.451(df=30)2824 F Mt 7to] |olgt Xfo|7}
Y Ao YePFrtHARE(dN7F 302 o AX=43.77
olgolgtd §-oJgt Zfol7}k Qitkal & 4= Qoh). 1E1
CFI, TLIL, RMSEA 5% A9] Halr} gl= Ao g Yeht
=74 TLAol FEEYSS I £ QUrh

Aol ShA T Ao 71e] A2A G LA @%ﬂr
A HdollA FEHo=A 7S A= A=

(A2" F4-27E 5841 KA F4-A74 &

o] 4], HIEE4A—-A7r 5841, (ANFH -4
 ¥hg, (94 sR—AZHE 71X, (A7 /-89
A2 7HA, (A2 &l d—A24 7, [zt 7}
A—=Aolg =]7} Fo3t Ao YEkit

AR Jett HFA JolA M2 FEH |5
A2 IRITH F, R HHEAS AR ks oo
Table 4.9} Zt}.

ENENE AnEY, (KA EA-A7E 5-84]
9] ARol|A= A8A e A=R(4=0.227)Ec}F =
A Jko] BR2(£20.499)7F BAHCZ Folstal 7ot
A TS UAL S & S Utk (K2" FE-A
Zrgl goliglol A8A Aol HE(4-0.193)Ett B2
oM A Jke] HRE(£20.539)7F BAHCE &
ool ZotA AL AL Y & 5 Utk HAFE
EA-A7E 58419 AR AeA Heto] A=
(£=0.361)7F A Aol BR2(£=0.196) 2t BAH
OF folotal oA TS HAL UeE & S Uk
(AFe) ] A=A 1-319] ARoAME AeA A

F

Table 4. Result of multi-group analysis

Path Constrained X df A)(Q/df Sig.
Free Model 2784.333| 1420 - -
.| Perceived 1,000 01| 1421 | 3.888 | sie.
. utility
System quality D ved
| rereelved 15788376] 1421 | 4.043 | Sig.
ease of use
Product quality] —| Lerived omgeo4sl 1421 | 3912 | sie.
utility
Social presencd —| Emotional looeg510( 1421 | 3.877 | sie.
response
Emotional |, 2785361 1421 | 1.028 |No Sig.
response
Perceived Perceived |0/ 334 1421 | 0.001 |No sig.
utility utility
Perceived ease| 2784.407| 1421 | 0.074 No sig.
of use
Perceived Intention t0 | 7eq 500l 1421 | 3.876 | sie.
utility revisit

7 p¢.001, **p<.01, *pC.05

380



eetel

B

B2 E4o] 2AH WeT AZE X, Aol gl WAL G P |&4SLATAM)S FHOE

o] B2(4=0.471)7t A HF] H=(£=0.380)EcF
SAHCR Fostal s IS vAL 2= &
Aok (K748 7R =Alol g 2] FroMs A&
A At B=(=0.801)7F HHA HAH F=@
=0.729)2t SAH = Fefstal Aot FFe mAL

oco=
0]O O o} A O
See & ok

5. Z&

B d7o] Ans B9 2ol gl B4 A
A Aol WMes Bitol BAE 7448wd
(TAM2)°] Bl lakgAo] haf dst, Faws
7} Epago] mAle G BANA AzkE AN} 3
349l L v geIsigct ol 24 ol 8%
59| A7ke ol £-84S S7HA1717] A= A
qlo] A7l X7kel Aol Tt 7hg S Alas
SEY(TAM2)o] AT A slof Tk AL
AUt} e 27] 714580 DL 58450 Htlo] A
=g seotsly] o) F2 ol8® wdojxgt Fx} ]
gol7t tseEA SgE Fasarde 8o
2e1el £792E o] g3k ol8xe] AU RS 3
Z5RA o8] ABL BT ALHQ ol oms
sotstdeks gl ojojt et
2 Q7o) maE vk Tl 2L Ak AR
AN 3R, 22l 4B el S8 4
9l oju]x, FE/2A U WE/EHE0] ol 5
2 2otel £ o8 2HAEY]

Fe A= Aoz ¥

0]0_O
A e

o} A& O
& A

ol o

ox

1
.

£ ode o

i
flo
oy A
i)

N
I~
(o)
ne

0 g od
=
olo
=2

R oX
o
L
23
5

ox
o
o

e ofl
i)
R
=]

=)

rr

o

o

oft
ﬂF Ay

£ = g1l A&l o
]

55 Agaok T 2ul440] B Aol BHAlg
2 A3H02 g3t Cs LM FjMle] Bag Aol
o B4, 2ol 292 AAH B2, HREL, A
& B, ABEY, A WS aBEe] 444 §
olg3t -84, AZE Aol BE ROt 4L mX
£ 7o® ey, 28402 Aolg oz 344
L vIA= AoE Uehgrh. ole 2 ATk 23}

o
o

381

aL
[

o}
£B2L olg3te] A%H AES
she olwrt ggErke AnE A
Sk Wehd 2 o] Aol HeHow
29 ol9jelE 1250 Pulgeo] B 5

HY, o1z Fejel opE % FE 59 iz}
o et ano) ST S AT 5 e AT
4ol vhAY Heg geuThd Lokl 448 Aol
g TS P 5 UG ATt A, L2 22
o AEFY, AL FLE £ olgel o G
¥h8o] fofet R nIAA) g A

2olq Agshe JRE Bt s A
B2 woiRele] Asatgo] Pl
2l

=
o
e

=
=

A0 E LERT.

L
g

oA AlgEe Al o
AB|2of disiA o
weha] 2Rl £35S 22R1AolA Al
gEl digt FAIAelAL Rt e HHE AAT
87} low, 1A gufja} Zhe] AeF AU Al

7FssHAl dezA 22l 4320 ditt AE =S &Y
o224 ol 8= /e WA FaTt & Fol
A, 7129] AtolM= ARt A-8A, ARRlA A

molt

i)

A

=

7e W Lejstel AT A7 YTt E ATE 5
A BRI AbelH ARt A uhe ko] 4%
A A AslA AT A w7k
@ A B} B e FFL AT Y 2L 3
sfoict. oleigh Ak elel amEolA Rt 4
AN AR A AR AL SEY 5

ULt mEbA 2891 £ 204 FEsks AlFE Kol
HEAL APole £822 58 2FA4 94, wojzt
oo ARt &% 9 ATAE 52 US ZEFoEH

| et 3HAe A NS

ol
=

2007} 7P ol AR,
#3& 1A YT A
L ER 25 2elel 4%E Syo=
8o] 2u)450] QAT
Stk A L, 48A



AR &85 =5 A A21d A4E, 2020

gxoz FEEo] £ P 7 S4o] FAHoR A
=7 ikt E 2 Aol 2AE 28ARAR 7
%, B2, vaAelEel 74, Wolw EBE E3t 42
ol 4] A9 2etel £WE] AULS 913
A glolof she TAYL AT =, 2249l 29
it 4ot e oRojNA P vE EBHow
A2E e A7 Ak

olo} 22 FHACNE BT Lol £EL 0]}
£ AR50 Aol o5 nlA: Tt IFa
T ATE ASAL, £G2o] THIT Y 7]&
SR ol 4] So] YATHE BHHS $R7L
A s ST FleSende 280 Lokl 47
Bl A1 BEE ASROAL Bl SJoiE 2 )

£ Rolet E etel £ 2u|AAo] e AL
SR el el SlolA A2 A A
ek oM ¥t 9 Aoe s,

References

[1] J. H. Lee, "An empirical analysis of satisfaction and
loyalty on price fairness of fta concluded u.s.a. and
chinese product in the smart business environment",
The e-Business Studies, Vol.17, No.4, pp.305-318, 2016.
DOI: https://doi.org/10.20462/tebs.2016.08.17.4.305

[2] F. X. Chen, K. H. Chung, "A study on the relationship
among e-service quality, perceived value and e-loyalty
in the Korean internet shopping mall: Focused the
Chinese shopping experience in Korea', journal of
Korea Service Management Society, Vol.17, No.3,
pp.67-88, 2016.
DOI: https://doi.or;

10.15706/iksms.2016.17.3.004

[3] B. Y. Chai, J. W. Choi, "An empirical study on the
relationship  between  online  shopping  mall
characteristics and consumers' repurchase intention:
Focused on Chinese consumers involved in overseas
direct purchasing’, 7he e-Business Studies, Vol.19,
No.5, pp.77-98, 2018.

DOI: https://doi.org/10.20462/tebs.2018.10.19.5.77

[4] H. Hoon, M. E. Han, D. J. Mun, "The study for effects of
interactivity, perceived value on repurchase intention
of customer", The Academy of Customer Satistaction
Management, Vol.15, No.3, pp.81-102, 2013.

[5] J. Y. Ko, H. J. Song, E. Y. Yoo, "Predicting wine
purchasing intention using extended model of
goal-didrected behavior", Journal of Tourism Sciences,
Vol.38, No.4, pp.11-36, 2014.

[6] J. S. Jung, H. S. Han, "Research articles: Extending the
model of goal-directed behavior to understand tourists
decision-making process for purchasing luxury goods",

382

[10]

[11]

[12]

(13]

[14]

(15]

[16]

[17]

(18]

(191

Journal of Tourism Sciences, Vol.39, No.6, pp.163-183,
2015.
DOI: https://doi.org/10.17086/its.2015.39.5.163.183

F. D. Davis, “Perceived usefulness, perceived ease of
use, and user acceptance of information technology”,
MIS Quarterly, Vol.13, No.3, pp.319-340, 1989.

DOI: https://doi.org/10.2307/249008

M. S. Shin, H. J. Kim, "A study of selection attribute and
satisfaction for spectating online shopping mall",
Journal of Distribution and Management Research,
Vol.17, No.4, pp.125-134, 2014.

C. N. Madu, A. A. Madu, "Dimensions of e-quality",
International Journal of Quality & Reliability
Management, Vol.19, No.3, pp.246-258, 2002.

S. J. Yoon, "A study on the antecedents of trust toward
shopping mall web sites and its effects on purchase
intention", Korean Management Review, Vol.29, No.3,

pp-353-376, 2000.

Q. J. Fan, W. K. Kim, "Relationship between service
quality factors of web site, customer satisfaction and
behavioral intention", 7he Journal of the Korea
Contents Association, Vol.8, No.10, pp.180-188, 2008.
DO https://doi.org/10.5392/ikca.2008.8.10.180

J. Short, E. Williams, B. Christie, The social psychology
of telecommunications. 1976, pp.20-31.

B. K. Yoo, J. H. Song, S. H. Lee, "A study on the effects
of social presence on perceived interactivity in the
internet retail environment', 7he e-Business Studies,
Vol.10, No.3, pp.395-515, 20009.

DOIL: https://doi.org/10.15719/geba.10.3.200909.395

V. Venkatesh, F. D. Davis, "A Theoretical Extension of
the Technology Acceptance Model: Four Longitudinal
Field Studies", Management Science, Vol.46, No.2,
pp.186-204, 2000.

DOI: https://doi.org/10.1287/mnsc.46.2.186.11926

S. S. Lee, M. H. Ryu, "The effects of tv home shopping's
consumption value on satisfaction and repurchase
intentions: Focused on expanded technology
acceptance model (ETAM)", Journal of Consumer
Studies, Vol.25, No.6, pp.133-156, 2014.

J. H. You, C. Park, "A comprehensive review of
technology acceptance model researches’, Entrue
Journal of Information Technology, Vol.9, No.2,
pp-31-50, 2010.

Y. J. Lee, Service Marketing, Seoul: Hakhyunsa, 2013,
pp.34-36.

Y. K. Kim, Role of entertainment in cross-shopping
and in the revitalization of regional shopping centers,
1999, pp.45-50.

M. A. Jones, K. E. Reynolds, M. J. Arnold, "Hedonic and
utilitarian shopping value: investigating differential
effects on retail outcomes', Journal of Business
Research, Vol.59, No.9, pp.974-981, 2006.

DOI: https://doi.org/10.1016/i.jbusres.2006.03.006




eetel

B

B2 S40] BAH WeH A4W FH, Aol gl wE I BFA /1&5ERAUTAMDE

ZA]

SAhoE

[20] C. S. Lee, "Study on the decision factors for customer
satisfaction and repurchase intention in high-speed
internet access service: Focus on the company, product
and customer service", The e-Business Studies, Vol.11,
No.4, pp. 275-289, 2010.

DOL https://doi.org/10.15719/geba.11.4.201011.275

C. B. Lee, N. R. Park, S. Y. Park, "A study on the effects
of delivery service quality on customer satisfaction in
internet apparel shopping mall", £-Trade Research,
Vol.6, pp.23-44, 2008.

DOI: https://doi.org/10.17255/etr.6.2.200808.23

[21]

[22] Y.S. Lee, "The effects of online marketing strategies on
intention of reuse in the online shopping mall food
service industry", /nternational Journal of Tourism and

Hospitality Research, Vol.28, No.9, pp.205-215, 2014.

[23] T. Ahn, S. Ryu, . Han, "The impact of web quality and
playfulness on user acceptance of online retailing",
Information & Management, Vol.44, No.3, pp.263-275,
2007.

DOL: https://doi.org/10.1016/i.im.2006.12.008

[24] S. S. Kim, The relationship of internet shopping mall
attributes, perceived risks, and repurchase intention,
Doctoral Thesis, Pai Chai University of Korea, pp.28-29,

2015.

[25] S. K. Yang, J. H. Shim, "The effects of quality factors on
customer satisfaction and behavior intention in internet
shopping malls: Focusing on college students", Journal
of Distribution and Management Research, Vol.20,

No.1, pp.65-79, 2017.

[26] S. H. Park, The effect of instagram's interation and
social realism on the intention to use: Through the
effects of emotional responses. Master's Thesis, Sejong

University of Korea, pp.16-17, 2018.

[27] 1. W. Park, Utilization and circulation of smart phone
mobile application of travel agencies through
expansion  of the  Technology  Acceptance
Model(TAM). Doctoral Thesis, Kyung Hee University of

Korea, pp.38-39, 2012.

[28] H. J. Sung, Study of the effects of on-line social
network service differences on customer satistaction
and intention of the use. Focused on the extended
technology acceptance model. Doctoral Thesis, Kyung

Hee University of Korea, p.41, 2012.

[29] C. A. Gumussoy, F. Calisir, “Understanding factors
affecting e-reverse auction use: An integrative
approach”, Computers in Human Behavior, Vol.25,
No.4, pp. 975-988, 2009.

DOI: https://doi.org/10.1016/i.chb.2009.04.006

Y. W. Suh, Y. H. Seo, "A study on the development of
Korean consumption emotion items', 7he Korean
Journal of Consumer and Advertising Psychology,
Vol.5, No.1, pp.69-92, 2004.

(301

[31] S. Agarwal, R. K. Teas, “Perceived value: Mediating
role of perceived risk”, Journal of Marketing theory

and Practice, Vol.9, No.4, pp.1-14, 2001.

383

DOI: https://doi.org/10.1080/10696679.2001.11501899

S. H. Kwon, T. W. Kim, Y. K. Lee, "The roles of
customer's perceived value, satisfaction, trust and
their relationship with loyalty in internet shopping
environment', Korean Management Science Review,
Vol.20, No.1, pp.149-163, 2003.

(321

R. E. Anderson, S. S. Srinivasan, “E satisfaction and e
loyalty: A contingency framework”, Psychology &
Marketing, Vol.20, No.2, pp.123-138, 2003.

DOI: https://doi.org/10.1002/mar.10063

E. J. Ji, The effect of quality properties of
plattorm-based online food shopping mall on trust,
satisfaction and reuse intention. Doctoral Thesis,
Kyung Hee University of Korea, pp.29-31, 2018.

(33]

(34]

[35] J. H. Kim, "The influence of Chinese social culture on
consumer choice between hedonic & utilitarian
products: The perspective of counterfeit purchase
among metropolitan consumers”, Journal of Marketing
Management Research, Vol.16, No.4, pp.19-49, 2011.

2 B &(Shim, Taeyong) [(Hag]

- 200194 89 : A7lefetiL e-v]
ZuU2 o} Y

(HAED

e-HIZYZA, FAUAY, A8 viAY, 2HA PF

2 4 Z(Yoon, Sungjoon) EEE)!

+ 19884 64 : HRFrista (MBA)

* 19954 84 : ARlFHsta (T
AR =HAD

+ 199749 39~ @A 1 F7IHekL

A

@Eop
R

LB B, A oA



