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ABSTRACT

Due to the rapid development of the internet and mobile devices, the trend of cross-border shopping is
spreading to the global stage, and Southeast Asia is attracting attention as one of the fastest-growing e-com-
merce markets in the world. Southeast Asian consumers' digital consumption accelerated after the pandemic.
However, the mability to try on clothing products has long been recognized as a hmitation of overseas on-
line purchases. 3D virtual fitting technology allows consumers to better evaluate the size and shape of fashion
products before purchasing, so as to reduce the difference between the physical and the online store. In this
way, it can increase the realism of online shopping for global consumers and help them make better pur-
chase decisions. The purpose of this study 1s to examine the sales potential of Korean fashion products
through cross-border e-commerce. A survey was conducted among female consumers in their 20s and 30s in
Vietnam, Indonesia, and Thaland. Respondents answered a questionnaire after watching a video using the
3D virtual fitting system. 200 sets of data from each country were used for the final analysis, and the results
are as follows. In the case of Vietnamese consumers, their ivolvement in online shopping and the Korean
wave influenced their online purchase intentions of Korean fashion products using the 8D virtual fitting sys-
tem in the order. In the case of Indonesian consumers, the Korean wave had the greatest impact on pur-
chase intention, followed by cognitive country image and online shopping involvement. Lastly, in the case of
Thar consumers, and in order of significance, the Korean wave, online shopping mvolvement, innovativeness,
and perceived severity of COVID-19 all had an impact. These results propose a global sales strategy for
Korean fashion products by identifying factors affecting purchase intentions of Korean fashion products using

3D virtual fitting technology.
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Dennis, 2020; Sheth, 2020). wtx, AAFA 7t HAETE Fujele JES mF AoE B 9l
A Qs 2RAEY] A8 AF 2 e o 7R ARG A A JALAA el A
wstE o Eeh U F34 37 wste A 7L AeberE O AlFelu skl il 417
BE Aste dA T A¥sE F F U2 S 237 =y dE ARt et g2 Ao
H, ol o Ao JFS W NSO ojolA D& oy Fujokd JFS nAE 8RloR %
A FEAA FuE ool At (Leung, Lam, & £ F Stk

Cheng, 2020) &&l#Ql s 2% + Ut 22 414 (innovativeness) & 7o) THe
(Shou, Xiong, & Shen, 2013). o|H &, AHAE ol MEEFE 7170l F&3ty AEstee A
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ol 7] A AFol ulg &v FTS W) Arety AP th(Lee et al., 2006). &, AAFE
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AL =T ARGAGAA ] el S e = He 4TS Lotk JAAF MY A5 g Y &
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3 BAE i BHAo|v(Petty & Cacioppo, AHE GotH e d oA A2 T8 1
1981), FALE AZT T Tuj AAo] AHAE HEojof = 840|th(Kim & Rhee, 2001). A
A JMelHo T BELol g A2 on it} FATFoNA An Y2 AEZE HA AFT
(Zaichkowsky, 1985). AWk 02 Pelwt Aux} et AAE ddAgel e, =2 A8 <
P=o) A JHQl 7+ Hpo]2 HEaE= © FQd A Hule ol &3 &3 = vAds Ae 8
IJAY gy HEFE I AX = (Petty & Cacioppo, th(Citrin, Sprott, Silverman, & Stem, 2000). %=
1981), #oje] 3o ATEA FQA Ak o, Yol w2 AHAES ESANE 4T
ga B4 A% LU ARG 7B 98 A= 2 AR 7Ed I &7 £7] Wl
o] FF 2 /A Tl wet gty gEA 9 (Rogers, 2010), 3D 7} ¥ 7l&e] HEdE 2
th. Zaichkowsky(1986) = #l =2 A<l 291 A Bel g eel el FHE 5T A= 9ol
Z g9l A3 99l 3717 Qolo@ TRFYT g 4 9tk Lam, Chiang, & Parasuraman(2008)
o= An|RoA Tele] AL fate] wal 2l < iAol B2 LHALSFE AU B AR
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w7t gE2tE AL ouati(Lee, Ahn, & Ha, ol A&stEe Aol Adte AL WwAd
2006). £ el “agd] BEeA s A I WHLE D A AT JlEe] 188 &
&2 F78E Aoz A" & glonH B3 E Wopsola oo sl whgshe AR
(Bergadaa, Faure, & Perrien, 1995), A& gt o} Aol el FF= v £ Ak oA, 2
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{Table 1> Demographic Information about the Respondents
Characteristic Vietnamese Indonesian Thai consumers
consumers consumers
Gend Male 100(50%) 100(50%) 100(50%)
ender
Female 100(50%) 100(50%) 100(50%)
20's 100(50%) 100(50%) 100(50%)
A
ge N
30's 100(50%) 100(50%) 100(50%)
Below High School 1(5%) 1(5%) 2(1.0%)
Completed High School 14(7.0%) 39(19.5%) 16(8.0%)
Education Have Associate Degree 11(5.5%) 18(9.0%) 17(8.5%)
Have bachelor's degree 160(80%) 120(60.0% ) 151(75.5%)
Have Graduate Degree 14(7.0%) 22(11.0%) 14(7.0%)
None 103(51.5%) 123(61.5%) 82(41.0%)
- sitine K 1-2 times 81(40.5%) 57(28.5%) 90(45.0%)
requency of visiting Korea
3-4 times 13(6.5%) 16(8.0%) 20(10.0%)
Over 5 times 3(1.5%) 4(2.0%) 8(4.0%)
Purchase experience for Yes 172(86%) 153(76.5%) 150(75.0%)
Korean fashion product No 28(14%) 47(23.5%) 50(25.0%)
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ol Aldstdtt. HAA
50% R oH, TEAS] A% 20049 30
_]

IEA
wEdol k. 4R BY4 43S 99
AMOS 21.0% ol&ste] Sd 28N g U
S0, SPSS 260& olgsted 71&EA 2 A
w2, GFHARNS QA5
See guum WEY 204, AR Al &
S E PSP E% W Egel 247
160(80%), 120(60.0%), 151(755%)& 7} E=7

debst SEa 7}%11 @

mlo
S oz
Mo
o
o,
Q
o

Qe SRAE MEY 1039 (515%), AwulAo}
1239 (61.5%), Ei= 827 (41.0%)2= ®=5o°] 7}
R AeE Seyd @F AMAES Pl

o

RN
Aol 9k MEY AvuAE 1729

86%),

ZulAoF 1539 (76.5%), Bl= 150(75.0%) = ‘et

= sdAEe T Sl w2
ERstt(Table 1).

S =
1. golx Qolmn

AR 4

Attt Hx 24 2434 Bd] AoEs dub
O AREE ZIE vAA X SHERD A
T TN s ZE5F 291 FakEol 06
olstdl &% /& AHAlsHAH(Nunnally, 1994)
T A F AN A 2de 4 249 %
& ¥=709150(df=231), x°/df=3.070, SRMR

=.046, GFI=.907, TLI=.948, CFI1=.956, RMSEA
=0592 Uehd Hlzd welsd wet 7ES F
Z A7 tH(Hair, Anderson, Babin, & Black, 2010:
Park & Lee, 2009). #F 03 2 A&Ae] 24
3= (Table 2> YeEh} $

A ebdAl (convergent  validity) 2+ SHE el gA

(discriminant validity)& ¥ 7}ste] 43 +
et s AFe ASEEd S st
S R ) ) 75—?‘ ZF8 8dFao] 0.7
ooz fFosliok s, Ha 452 (average
variance extracted: AVE)S] #2 05 o]/, 71d
A1 2] = (construct reliability) &l #-2 0.7 ©]/de] &
FHtHLee & Lim, 2011). 35499 &4 A3}
ZF8 oUdRsFo] 060149 ;e Ve, B
F EAALRE fo3tATh TS 4

1 0. 5o1¢ellem, CR#tel #i o
2 AEHo AAHoR FFEddel FEHAT

=2 uwr7}sly NEITG L E AZ357] 93] Hx
= "6 ]'O]'—L— :fLoE]'o = uool' ] OH i 25 7 EE]_ 5,\_ E]-(Table 2> tt?j.’ 7_]_ _7_;\6]7H\é]9] J_
ViKs 72_15/"_‘2_ o] &3] §]-<ﬂ;<4 JOL?‘EA-LO_ Al - ~
19 BEUTE clestel HUH SURAT L asa A% @9 AVES Ge vmaE 23
{Table 2> Result of Final Measurement Model
F bach’
Constructs Items 1025;:1; AVE | CR S aac °
I think Korean celebrities are attractive 742
I have positive feelings toward Korean dramas 898
Korean Wave 773 886 928
I think Korean dramas are interesting 946
I am interested in Korean dramas 917
Affluent 751
Economically well developed 876
Cogniti
osnive High living standards 810 | 662 | 892 905
country image
Advanced technology 812
Good standard of life 815




3D 71E W 7S 8 I AAF T Feel=

F bach’
Constructs Items ac.tor AVE | CR Cronbach's
loading a
Peace loving 767
i Friendly towards us 901
Affective y oo 773 | 846 898
country image Cooperative with us .891
Likable 773
The negative impact of the coronavirus (COVID-19) is 679
Perceived very high. ]
severity of Coronavirus (COVID-19) can be life-threatening. 907 548 709 763
COVID-19 The coronavirus (COVID-19) is a serious threat for 640
someone like me. ’
Online Online retailing shopping is important to me 891
shopping Online retailing shopping is of concern to me 916 779 864 913
involvement Online retailing shopping is relevant to me .840
If T find out about new information technology, I seek 858
) ways to experience it. o9
Innovativeness 650 714 775
I am usually one of the first among my colleagues/peers to 759
explore new information technology. ’
It is likely that I will transact with this shopping technology 834
to buy Korean apparel products in the near future :
Purchése Given the chance, I intend to use this shopping technology 884 744 855 895
intention to purchase Korean apparel products
I want to purchase Korean apparel products using this
. .869
shopping technology

*=709.150(dr=231), x*/df=3.070, SRMR =046, GFI=907, TLI= 948, CFI=.956, RMSEA =059

ABAS A ol AVES] @it vel w
Aol 315 9tk Table 3).

{Table 3 Discriminant Validity and the Square of Scale Correlations

1 2 3 4 5 6 7

Korean Wave 773

Cognitive country image .330° 662

Affective country image 033 414 773

Perceived severity of COVID-19 097 071 070 548
Online shopping involvement 335 213 219 077 779
Innovativeness 172 135 164 .031 .254 .650
Purchase intention .042 218 235 103 .346 148 744

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal are squared correlation estimates of two variables.
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2. 8HF, =7I0I0]X|, COVID-192] &ZHd Ql4], 2EAe] e @R (6=474, pX001). COVID-19
2efel &g moiE, &Aldol 3D 7tat I o A7 AA(p=128. X 01, & &% #
g AILEE 0|EF st= HUMZF =22f2 o (8= 268, pX.001), BAA(B=.171, p{01)°] T+
Toiel=ol DixlE S melEe] frolg B VAL RO eyt
BRAel SuE 238 olgde A7EAl A A

N AN SgwsEel 3 A4y Ay Asge OV GFE PIAE se2 yshles) dwy

olgd 93 AUAF Lokl polelmel vAE P ﬂf s 7_3?1? e - ogs"iu

A%e vins) Gd A4 e gpages o f;}f‘iﬂj;f jj%zo?iﬁﬂ

< ANFg TRl GRS & 5+ A= @ J;C’Z’Z o 2520);; ];ﬂ jxwﬂ‘a}];“i

YR AU A AUAE I S ¥4 P xﬂ; %Eﬁzlb o ;H};E‘ ;%

ffij%i}fij 75_44—;: ;Table 4%??;? ;j ol 7 % %EH}L(KimH& ;o;sythe, 2(;08:

SR TS A AN VP AR Gin & Lee 201D, 881 g 2279 94

Az BE 100189 RO heht o suiare fouel SulslEe wel Aom
HEY Auate] g &7 (6=.326. x001) N j; N W: ;7}1 ot n;;}: 1;;04

2ehel & #AA:=(5=390, p00DE o= ;}Tig;];owi i 7_};}4; f:;g

o K% GFL PR ARAAeL v S ;Jﬁ; 0z ;H N ;O}X;ﬂo; :

73S BF(5=396, p001) e HH Frtom] HL] ;j};;‘] —ons E;]w E;ﬁ;}

(B=160, p05). Y &9 Felmip=lon 7 FI I O e e

K057 HF JFE AT HAROE 8

(Table 4> Results of Multiple Regression Analysis

Vietnamese consumers | Indonesian consumers Thai consumers
Model 1 Model 2 Model 1 Model 2 Model 1 Model 2
B B B B B B
Control Visit experience 153* 081 048 070 2047 076
variables Purchase experience 078 034 39g%HE .099 126 -.029
Korean Wave 3267 396 AT
Cognlt'lve country 009 107 036
image
Affect'lve country 083 160* - 076
Independent image
variables perceived severity of .
COVID-19 007 .064 128
online shopping 3907 160* 261%*
involvement
Innovativeness -.113 033 171%*
F-value 3.837* 20.242%%*% | 19.898%** | 29.087*** 8.415%** 40.846%**
Adjusted R 028 436 .160 530 .069 616

*pX.05, **pX 01, ***p< 001
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