M) Check for updates Print ISSN 1229-6880

Journal of the Korean Society of Costume Online ISSN 2287-7827
Vol. 72, No. 5 (October 2022) pp. 56-75 https://doi.org/10.7233/jksc.2022.72.5.056

M SHZO| UIEAT 21l Ed4s ALt

2HlXL JlE+8 X EHIQY 24

N[
o [
QoD WASD BA

Analysis of Consumer Technology Acceptance and Readiness Factors
for Activate the Network Effect of Fashion Platforms

Dayun Jeong
Lecturer, Dept. of Fashion, Chung-Ang University
(received date: 2022. 7. 28, revised date: 2022. 10. 13, accepted date: 2022. 10. 19)

ABSTRACT

With the rapid growth of online shopping platforms, the level of retail distribution of many luxury brands
through online platforms is also increasing. This study was conducted to analyze network effect factors for
the development of online luxury platforms, which are the mainstay of sales channels in the luxury market,
and find ways to increase domestic consumers mtention and behavior in terms of technology while using on-
line luxury platforms. Statistical analysis was conducted by collecting 308 questionnaire response data for male
and female consumers i their 20s to 50s in Korea who have experience using online luxury platforms. As
a result of the study, it was found that consumers' performance expectancy, social influences, optimism and
mnovativeness had a positive and significant effect on their online luxury platform use intention but effort ex-
pectancy had a negative and significant effect. In addition, optimism, innovativeness and behavior intention
had a positive and significant effect on online luxury platform actual use. The moderating effect of Internet
self-efficacy was found to play a partial moderating role in the relationship between consumers’ performance
expectancy and behavior intention, and between behavior intention and actual use of online luxury platforms.
It expects that online luxury platform companies use the influencing factors identified in this study as an as-

pect to focus on from a technical point of view in order to utilize the network effect through consumers.
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A ZRF) UEYT &3 EA3E A3k AHA 7|&5E 2 #6189 B4
{Table 1) Demographic Characteristics
Variable Group N(%) Variable Group N(%)
Male 149(48.4) Luxury Fashion Platform  308(27.5)
Gender Luxury . .
Female 159(51.6) Product Online Shopping Mall 224(20)
20s 90(29.2) Shopping Overseas Direct Purchase  166(14.8)
30s 110(35.7) Channel SNS Market 67(6)
Age (multiple
40s 78(25.3) P Department Store 221(19.7)
responses)
50s 30(9.7) Outlet 136(12.1)
High School Graduation 23(7.5) Under 100 3(1)
College Student 21(6.8) Luxury 100~ Under 300 46(14.9)
Education College Graduation 211(68.5) Product 300~ Under 500 47(15.3)
Graduate School 4(1.3) Price 500~ Under 700 60(19.5)
Higher than Graduate  49(159) (#1000) 700~ Under 900 34(11)
Student 30(9.7) 900~ 118(38.3)
Officer 150(48.7) Monthly Under 200 69(22.4)
Tob Professional 49(15.9) Average 200~ Under 500 119(38.6)
Civil Servant 17(5.5) Shopping 500~ Under 1000 73(23.7)
Self-employment 24(7.8) Price 1000~ Under 1500 29(9.4)
Etc. 38(12.3) (#1000) 1500~ 18(5.8)
Yes 308(100) Under 1 34(11)
Experience Monthly
No 0(0) Average 1~Under 3 123(39.9)
Luxury Clothing 55(17.9) Shopping 3~Under 5 78(25.3)
Product Miscellaneous Goods 219(71.1) Time ~Under 7 34(11)
Type Other 34(11) (Hour) 7~ 39(127)
2247(20.0%), <l A+ 1669 (14.8%), 2l A4 AE A3, 2 dFdelHe dig Fd 7HY

HWE ZYE 3088 (27.5%). SNSUH 67 (6.0%).
Wmabd 2219(19.7%), oF#l 1369 (121%) 22
Uelgon, oju pujdt HEAE FHREZE AF

(/3o 2 &% £ 179%(55%), FsH(AE,
23, 7ht 5) 71.1%(219%), Z1EH A e 2
27E 5 110%(3411' )o & JEpstth 1w
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{Table 2> Descriptive Statistic Analysis Result

Variable N Min Max Average Standard Deviation Skewness Kurtosis
PE 308 2 7 5.48 834 -.631 929
EE 308 2 7 5.66 .853 -.646 952
SI 308 1 7 4.78 1.044 -.481 325
FC 308 2 7 5.58 .859 -.324 -.220
OoP 308 2 7 5.61 796 -.490 497
1T 308 1 7 5.06 980 -.563 1.258
BI 308 1 7 4.95 1.004 -.481 799
AU 308 1 7 4.84 1.048 -.456 496
ISE 308 2 7 5.20 818 -.181 -.035

PE = Performance Expectancy, EE= Effort Expectancy, SI= Social Influence, FC= Facilitating Condition,

OP= Optimism, IT= Innovativeness, BI= Behavior Intention, AU= Actual Use, ISE= Internet Self-Efficacy

(Table 3> Correlation Analysis Result

BB EE SI FC OP IT Ul AU ISE

PE 1

EE 6917%* 1

SI 3947+ 2547 1

FC 587** 675%* 3947 1

OP S512%* 569%* 260** 650%* 1

IT 429%* .348** 319%* 438%* 5r4** 1

Ul 581%* 421+ 5547%* 559%* .506%* 495%* 1

AU 543%* 420%* A8TH* 525%* 533** 528%* 816%* 1

ISE A421%* .499** 297+ 592** .619%* 666%* A27* 433%* 1
*X.05, **X.01

.061, Upper Bound=.069), SRMR=.058Z uE}L} 2 &9 MEetd s 2= (Table 4)9F o
AVHOE FEH AYED Moln 92 F  BE AEAGE fosv mF AZAR(
Ak AFE gl FAHdAM FHAZA(FC) AAl BF Solde® Yey MEETEE T
e 23 2708 AHSF(AU) 3 270, 18 oty BoEoh
YAAAT) 28 U7 AA AL o & vy THERE ARG E 3 74 "o fdAd s
{Table 4> Construct Validity Result
Items B B SE. C.R. D
PES If I shop throggh the online luxury platform, I can purchase it 1000 799
quickly and simply.
PEA Onhl'qe luxury platforms offer opportunities to purchase variety 965 770 066 14565 ***
fashion products.
PE3  Shopping through online luxury platforms will save me time. 923 750 065  14.098  ***
PE2 Online luxury platforms will help me shop for fashion products. 975 804 063 15378 F**
PE1 Online luxury platforms are useful when purchasing luxury goods. 926 742 067  13.898 F**
EE5 Online luxury platforms are easy and convenient. 1.000 854




A ZRF) UEYT &3 EA3E A3k AHA 7|&5E 2 #6189 B4
Items B B SE. C.R. D
EE4 I can quickly get used to using the web or app of an online 1048 875 052 20284 ***
luxury platform.
EE3 It is easy to understand the features offered by online luxury 1005 847 053 19124
platforms.
EE2 The process of using online luxury platforms is easy. 941 854 048  19.396  ***
EE1 Shopping through online luxury platforms is easy. 1.062  .846 056 19.105 ***
SI5 People around me will continue to use online luxury platforms in 1000 820
the future.
S People around me will be positive about using online luxury 968 792 061 15766 **
platforms.
SI3 1 often saw others shopping using online luxury platforms. 1.225 808 076  16.215 ***
SI2 My acquaintances are shopping through online luxury platforms. 1.100  .839 064  17.091 ***
SI1 My friends are shopping through online luxury platforms. 1.105  .833 065 16,938  ***
FC5 When there i§ a problem shoppi’ng th‘rough an online luxury 1000 668
platform, I will use other people’s reviews.
FC3 I know shopping information through online luxury platform. 1496 924 111 13.498  ***
FCo I have the necessary knowledge when shopping through online 1467 841 114 12818
luxury platform.
BI5 I will talk to people around me about the advantages and positive 1000 849
aspects of online luxury platforms.
BI4 I will recommend people around me to use the online luxury 1044 863 053 19589 ***
platform.
BI3 I have a plan to shop using online luxury platforms continuously 1013 857 052 19363 ***
and frequently.
BI2 I will try to use the online luxury platform in my daily life. 964 853 050 19.186 F**
BIl I am willing to shop through the online luxury platform in the future. 765 787 045 16.807 ***
AUS Overall, I use online luxury platforms when I need to shop for 1000 814
luxury goods.
AU4 I gse the online luxury platform to buy luxury goods at a low 965 827 059 16353 ***
price.
AU3 1 use online luxury platforms to compare various fashion products.  .852 748 060 14.312 ***
OP5 I think technology increases the efficiency of work. 1.000 .828
OP4 1 want to use the latest technology as much as possible. 970 805 .058 16.636 ***
oP3 The processmg of work through a computer or mobile is good 945 781 050 15922
regardless of time.
op? I find products and. s§rV1ces with the latest technology more 1017 771 065 15625 ***
convenient than existing products and services.
OP6 The new technology energizes me mentally. 870 651 070 12447  ***
OP7 Technology enables more freedom of action. 916 707 066 13.869 F**
OP1 I think the latest technology helps in everyday life. 1.003 .789 062 16160 ***
OP8 Learning a new skill is worth it in itself. 950 786 059  16.065 ***
T4 I am aware of the latest technological developments related to my 1000 795

area of interest.
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Items B B SE. C.R. D
IT3 1 know more about the latest technology than my friends. 1.194 850 070  17.103  ***
IT2 People ask me for advice on the latest technology or products. 1.043 777 069 15138 ***
IT6 I can understand the latest products and services without the help 1027 829 062 16528 ***
of others.
IT7 1 tend to enjoy trying to use high-tech tools. 1.170 869 066  17.623 ***
IT1 I am §onf1dent that products equipped with new technology can 906 776 060 15113 ***
be easily operated.
T8 I ha.ve no difficulty using the latest technology products and 1060 824 065 16370 ***
services.
(Table 5> Convergent Validity Result
Variables PE EE SI FC BI AU OoP IT
Construct Reliability 879 936 872 841 904 782 920 915
Average Variance Extracted 592 746 577 642 655 545 593 605

g Chi-square =961.875, CMIN/df=1.419, RMR =.042,
5ol GFI=.908, AGFI=.902, CFI=.972, NFI=0912,
ot & A 32 2 (Anderson IFI=.972, TLI=.966, RMSEA=.03722 el

& Hetg=ol = o AFEE ddsked ol B5 RMRE .05¢]
A7 s stk w3 7 v 7o A &}, GFL. AGFL CFIL NFI& 9°l4eld 2 gsith
ol E<lsty] fla WEETE HFE AAEA 2 #esty RMSEA+ 05¢]8tH Fohal HIL
th olE 98 HFwdFEus Ay 74 W CMIN/df&= 2Kt} vrojof gt webr AFE 7]
FE o ABAFE AEsA ST W] ol wel 2 AFEES AYdes wET s
AFA el HaEAFEas A3siA gdeA FEQl AR ERlEAT FXREY EA4 g
£ &9t (Fornell & Larcker, 1981). e A= (Table 63 2tk
A AT AS, Wt B2 Alde HEH TEEY 24 23 Adde AR A
O 8 FAM W7 Aol 7MY =2 A4S A9 (HAHE Fo3t Y& mA+= ASE Yeht
A dEHORE AT dte Aol dwrFoltt (=532, p<001), 7HE1(1)S AgHAT = A&
webA AdIr|tiet 7 e HEEAEEael IS AR oS A FRE A
5928 7462 7HE m=& AAAFAFEE Hele =7t FopAlE AR BAHUY 12y kY
A =E7d Wg 78 X9 5798t e AR R F(-)H o' {3 FFS T
B5 = vebd s EdE ool gle A e o2 Y (p=-239, X.05), 7H1(2) =
°Z AU 712FH ek, Bd ARS A g 3F(5=.316, p<.001) %
G333 (=196, KO01), FANG(B=.146, X.05)
5, d224M Axt BF AR R F(H)AHSE fo% JTFE v
e Aoz ey 7H13) ~(5) & EF AEE
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{Table 6> Path Analysis Result

Path Ectimate SE. CR. » Result
B B

Hi(1) PE — BI 669 532 162 4132 .000 Accept
H1(2) EE - BI -.294 -239 138 -2.136 033 Reject
H1(3)  SI - Bl 350 316 063 5.605 .000 Accept
H1(4) OP - Bl 240 .196 .086 2.805 .005 Accept
H1(5) IT - BI 176 146 073 2.399 016 Accept
H2(1) FC - AU -.120 -.078 091 -1.314 189 Reject
H2(2) OP - AU 200 153 080 2,511 012 Accept
H2(3) IT - AU 115 .090 .065 1.778 075 Reject
H3 BI - AU 878 823 071 12.364 .000 Accept

*pK 05, **p 01, < 001

Ak, Teiu Q24 (8=-078. p=189)% A
3(3=.090, p=.075) AH&AF ol JF=
gv Zo® uehd 7Hd2(1) 3 7HE2(3)

FAE Ae2 vehh(p=.153,
A mA o R AR
(HH= o3t FgF& v
(s

ol

ot
X
2
I
ot

to 2 to
& o
°
ooy

12 Mo
o

S AW 7 BYA AR RFolk HlA
o RYHFTE y*=2736534(pX.001), TLI=
=z

838, CFI=.852, RMSEA =.052%

H
Sl ZoE FIH ATk

i
N
ot
=
offl

= A =823, ©X.001) 7Fd3e ) AL EA 7}
o= ok TG ARy AFRF1Y 2 HAA
KOSFFANA FosiA] &2 Aoz yeiytt &
6. ClEIU AP|ESZ xHEN BN A FoAue By o 2 s Sgus 7
2eA%e) Z35Ug0l Husle HFEYT 4=
=R 8 (Multiple group analysis) & 3}7] o s B = ) = °
_ ) BAL AW W BAVL 9 A0E vebi
S8l $4 EHEYH BHS LAk (Table L1 e st alotom o
S} H]X by ~4= 7%
DA AGEHIE LAASE AT 7 FAsh) o TSRS ALY 2de ¢ 9
{Table 7> Multiple Group Confirmatory Factor Analysis Fit
RMSEA
Model X’ TLI CFI Value Lower Upper A2 D
Bound Bound
Unconstrained 2736.534 838 852 052 049 055
Constrained Model 1 2778.526 839 849 052 049 055 41.993 067
Constrained Model 2 2835.199 834 844 053 049 .056 98.665 <.001
Constrained Model 3 2907.570 832 840 053 .050 056 171.037 <.001
Constrained Model 4 2988.446 832 835 053 .050 056 251912 <.001
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{Table 8> Multiple Group Analysis Result

Estimate (0B)

et Low (n=158)  High (n=150) v CR
H4(1) PE — BI 359% 711 6.692 2.521*
H4(2) EE — BI -177 -.186 297 -.563
H4(3) SI — BI 391 2617 001 -.036
H4(4) OP — BI 275%% -.080 2.241 -1517
H4(5) IT — BI 153% 131 012 -.113
H4(6) FC — AU -.142 010 1.508 1.272
H4(7) OP — AU .090 212% 2.574 1.611
H4(8) IT — AU 103 010 1.161 -1.097
H4(9) BI - AU 9427 762%% 8.482 -2.834%*
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