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Abstract With the increasing number of online wine stores, customers are increasingly seeking to purchase
wine online. On the other hand, purchasing wine online is prohibited by law or regulation in Korea. Therefore,
customers mainly search for wine information, inquire about wine products, and make a pre-purchase at an
online wine store. Online wine stores play important roles in customer's purchase decision-making, and are
likely to be a useful wine distribution channel in the near future. Therefore, the aim of this study was to
identify the determinants of the online wine purchase intention, and examine the structural relationships between
the determinants and online wine purchase intention. The site quality of online wine stores (information quality,
system quality, service quality), and perceived value (quality value, price value, emotional value, social value)
were selected as the determinants of online wine purchase intention based on literature review. The data was
collected from those who had experience using an online wine store to purchase wine, and the data was used
to test the proposed research model. The findings showed that the information quality was not related to the
perceived value (quality value, price value, emotional value, social value). The system quality was proven to be
positively and significantly related to the quality value, price value, and emotional value, whereas it had no
impact on the social value. In addition, the service quality was found to affect the perceived value (quality
value, price value, emotional and social value). Finally, the results showed that the quality value, emotional
value, and social value have a positive impact onthe online wine purchase intention, whereas the price quality is
not related to the online wine purchase intention. These results are expected to make a contribution to a better
understanding of how the quality of online wine stores and the customer's perceived value affect the online
wine purchasing intention.
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%L%-aéfi oFg=m| EEITH2.7%), w|E3HTH4.3%), HE
(28%), 5=31TH34.2%), oF5<3HH30.7%) 2 -SEA
o] Il B850 oo r = Ykl 2kl
TFui7HE WA HN(T.8%), APEFH(19.3%), EHEF
(44.3%), H2H(18.4%), |- HIZ (10.2%)0.2 HE/ZA
oi7h 7P woktk & gl Fufjske Hdt ol = 19
(69.3%), 28(21.7%)2 tkeE 2148k Qo

g];qe 57 Z4E(1
wgolch, 4~} 5=UH% agthz 2%
2l el FAo e JEEFE, AlaEEE
2ol BRG] oY Z3PEL
Zeithaml, & Malhotra(2005)2} Lin(2007)9] &1=LoflA AR
& Z%if%}%ee ARE-SFATH2S, 62]. E3F A2 7}
%) 2] 74 Zeithaml et al.(1988), Sweeney & Soutar(2001)
T} Broekhuizen(2006)2] HATLol|A] AM-E 21714, 714
7RR), BAA 743 W AFe1A 7ol Hhid 2ReES of
|35} TH53, 36, 63]. 22Ql 9F2l Fuje]= Poddar,
Donthu, & Wei(2009)¥} Kim, Kim, & Park(201)2] =4

FEE ol 8sto] 2 AFEA | AgdstA +stlries
65].
[Table 1] Measurement items
Construct Measurers Reference
1Q1 up-to-date information
Information | 1Q2 accurate information
quality 1Q3 useful information
Parasuraman
1Q4 depth of information Zeithaml
p N &
SOl quick response
Q Malhotra(20
a variety of choice to make 05),
SQ2 hasing decisi .
System purchasing decisions Lin(2007)
quality SQ3 availability
SQ4 safety
SQ5 convenience
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SVQl prompt service
SvQ2 | willingness to help customers
SVQ3 high quality service
SVQ4 treating customers well
Serv?ce providing marketing email to
quality SVQs customers
providing recommendations of
SVQ6 wine by customers’
preferences
SVQ7 |providing customized services
When I buy wine through the Internet,
the wine
QV1 has consistent quality
Quality QV2 is well made
value
has an acceptable standard of
QVv3 quality
QVv4 will perform consistently
PV1 is reasonably priced
offer a good value for the
Price PV2 money spent Zeithaml et
1
value PV3 |is a good product for the price al.(1988),
Sweeney &
PV4 is economical Soutar(2001)
EV1 is one that I enjoy Broekhuizen
- S (2006)
EV2 |will make me want to drink it
Emotional i e i
value EV3 will give me pleasure
EV4 will make me feel good
SV1 |will help me to feel accepted
will improve the way I am
sv2 ived
Social perceive
value will make a good impression
SV3 on other people
Sv4 | will give me social approval
I have an intention to purchase
Pl wine online
If T have an opportunity, I will
P2 buy wine online Poddar,
Online 1 think that online stores are Dor}thu, &
purchase PI3 an acceptable place to Wel(ZOQQ),
intention purchase wine K1m,&K1m,
- It is desirable toi purchase wine Park(2010)
online
I intended to keep purchasing
PI5 wine online
5. g9 Zu
5.1 Etgdd & MBIz &4
& A7l S4ugel AP Y L

gt
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ol RQRAE AASIATKTable 2 7). B4 &
Q1B Av CMIN/DF7} 2.036, GFI7} 0.806, PGFIZ}

0.675, IFI7} 0.914, TLIZ} 0.901, CFI7} 0.913, RMSEA”}
0.06302 Ueh} 2w o] gt} oFssichal Tck
Arke6]. T AW WFEAS ZHPE
FF3} =4 |(standardized factor loading), E3HAIE] =
(Composite  Reliability, CR), H-EAFEZ(Average
Variance Extraction, AVE)S o]-&3}o] BXA3}9c} HA,
B oLof|A] o]8xE AT F23} =AU} u$

Folat S04 050)4ke] gro. ekl Apsel
CR ZFe ARZZ(0.868), A|AEIEZA(0.750), AH|AZ
2)(0.887), 2 74%](0.879), 7F27}42](0.836), HAH 7}
2](0.909), AF31A 712](0.785) W i ©]%(0.907)7} M=
B4Rl 0701402 Uettth upReto g At
°] AVE ZHe AW ZR(0.623), A|AEIER(0.568), AH|
AZEA(0.533), ZA 742](0.646), 7FA712](0.560), A A=A
7}2](0.732), AF2]2A 7F2](0.607) R o) 2] (0.697)7F B
= Anszel 05040 Uekiith wet B Ao
A AR A e SR, i
of QAide] 2B Eo e YHUTHE B
7] gfal Eutet o ke olgato] Alye A
Ak AEFH(0.868), AAHEFH(0.839), AH|AEE

(0.890), 52 7F2](0.889), 7}A712](0.834), A2 7HA]

s}

ol
)

SRS

S|
=z =
o= Wo?°

-

(0.876), A2]2] 71%](0.868) B 1l 2]%(0.921)9] 4= %=
7b AnAI9l 07w} A eht APl 24
ol gt A==t ShE = iTHes].
[Table 2] Confirmatory factor analysis results
St. D
Construct Measurers . t-Value CR | AVE
loading
101 0.79 -
Inform.atlon 1Q2 0.79 13.847 0868 | 0.623
quality 1Q3 0.815 14.398
1Q4 0.76 13.202
SQ1 0.622 10.018
Svst SQ2 0.762 -
qﬁ;:;‘ SQ3 0709 | 11508 | 0.750 | 0.568
SQ4 0.742 12.088
SQ5 0.76 12.446
SVQ1 0.803 12.268
SVQ2 0.869 13.197
) SVQ3 0829 | 12578
(S;;Vﬁfye SVQ4 0.695 0.887 | 0533
SVQ5 0.634 9.779
SVQ6 0.604 9.328
SVQ7 0.625 9.674
Qvi 0.725 -
Quality Qv2 0.771 15.459
value QV3 0.86 13.493 0879 | 0.646
QVv4 0.852 13.322
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PV1 0.712 -
Price PV2 0.777 11.713
value PV3 0.8 11.988 0836 | 0.560
PV4 0.7 10.571
EV1 0.785 -
Emotional EV2 0879 14.714 0.909 | 0.732
value EV3 0.801 13.548
EV4 0.947 11.092
SVi 0.873 17.703
Social SV2 0.882 -
value Sv3 0.741 14.035 0785 | 0.607
Sv4 0.582 10.255
PI1 0.807 16.834
Online P12 0.877
purchase PI3 0.827 17.791 0.907 | 0.697
intention P4 0.84 18.065
PIS 0.821 17.359
CMIN/DF = 2.036, P value = 0.000, GFI = 0.806,
PGFI = 0.675, IFI = 0914, TLI = 0.901, CFI = 0.913,
RMSEA = 0.063

cgos AU 1 wEEEae dEstdch 4
TANAY AVES] AFE gt AR 2 A
ghe vl Ae Ak TR AVES] AE glol
FANE 1 A ghect A ekt TARE 2
ghebg Aol girka rhe7)

o[N

[Table 3] Discriminant validity analysis results

Circ’f" 1203|456 ] 7 ]38
1 |.789
2 |.7447| 753
3 745717387 730
4 |5117].5217|.496"| .804
5 |.4617(.4797(.4617[.7217"| 748
6 |.4617(.498"|5167|.5747|.6127| .855
7 |.4957|.4287(.5627|.545 " |.4637|.5527| 779
8 |.6287].5727|.6237|.6527(.579" | .564" | 597" | .835

1.Information quality, 2.System quality, 3.Service quality,
4.Quality value, 5.Price value, 6.Emotional value, 7.Social
value, 8.Online purchase intention.

* Diagonal : Square root of AVE of each construct

5.2 H7HMe| HEAD}

B Qo] 7He Azer] s FANEE el
FuAE FAo] meste] AZSlE FRUAARL
olgset  ayRgel AgEL vt 207
P=0.000, RMSEAL: 0.067% @143 Yo glom,
GFI1(0.797), PGFI(0.901), TLI(0.888)+ E%A Aoty M
4o wkEEkgon, IFI(0.902), CFI(0.903)= £2& 2
3T Po4zol 098t ol AmE ] AHFEs} ]

274 B Ao Hri{e6]

[0 of

AR HFwrt GFEF Ao et LYY
Zre] 22 WA Het 4ES WAskgon, A3 AN

& E-7IR(B=0.03, p>0.1), 7}E7}1A]

(B=-0.087, p>1), XA 7}2(B=0.007, p>1), AF3]A 7}
2(8=0.091, p>1) = A7k 7129} BEAJo] g= Ao
2 velgrh w714 Hla, Hib, Hlc, Hlde 2% 7]
2= A

EA, A2"E-L 4717 (B=0.332, p<0.05), 714
7FX](B=0.339, p<0.05), AA& 7}x](8=0.282, p<0.1)%]|
Frofet A FAEA & 1)zl Bido| ALE]H
7FR](8=-0.008, p>1)oll= FaF= A &3tk webA 7}
4] H2a, H2b, H2cx= X|A|E] 931, H2d: 7])zkE] gt

AR, Au|AEAL FA7EX|($=0.379, p<0.01), 7}4
7FR](B=0.323, p<0.05), A& 7}x](B=0.406, p<0.01), A}
3)4 7}R](8=0.601, p<0.001) T H= AZE 7R &
AR FFE = ALE etk mebs 7HE H3a,
H3b, H3c, H3d 2% 22| =|9ich

npxjuko & EA 7R (B=0.661, p<0.001), HAZ 71|
(B=0.286, p<0.01) I A}3]2 7}x](8=0.235, p<0.01):= &
kel ol Fujojwe) FFS X ASRE Ve,
7HAZFA](B=-0.242, p>1)= 2291 &1 Fufjofieo F3F
& A g AoR Yyt wEba 7Hd Héa, Hdc,
H4d= AR & Q1AL Heb+= 7] 2= Qic)

o] 9] Ax7Hd A AIE 898 Fig. 29} Lt

Information
quality

JFE
&

0.03(0.016)
rrrrr - Quality value

oaszu oy /

Online
purchase
intention

Emotional
value

Social value

0.601(4.344)"**

#p<0.05, **p<0.01, ***p<0.001

[Fig. 2] Results of hypotheses assessment

6. EE

0
i

A SilA= E‘*ﬂ‘*zlg} e
=2tQl eRRlAegEoA eple Tl 4= IANh
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o8 F7khL Qe 28l eRlagEA el
7 AFH LR o] ROJA|AL, FFo 7 oQlo] 22l 4
oA sl w7} o] R XA 817 flsfiAl= 22
¢l ol ojm=F Aol WA= FFFRALE FrEstoiof
gtk olof] & AftofA= ZHATE Fof 224 o<l
TufolEe] o FRFaloR Alo|EEAN A7t 7}
A5 =&stglen, A5ATE ol AlEEA, A4H
742 9l 22l oFl o 7ho] LA WAL HF
s, AFats oheat Aok
A, HEFEAS X2 7Hx l% 7R, 7F47HA), A
AA 71, AFRA 7Rl Qe A 48T ol o
& dicirel AESEAL U B oIS 13288 7
e, 63%7} o dolm, APSAIE HRAE ke
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