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ABSTRACT

This study investigated the influence of shopping benefits and technological nnovativeness, mediated by
perceived value and trust, on consumers’ intentions to use overseas direct purchase sites for fashion products.
A survey was conducted targeting consumers who had made direct purchases from these sites in the past
year, resulting in a final dataset of 319 respondents. PLS-SEM analysis was performed using SmartPLS 4.0,
which revealed the following insights: Both utilitarian and hedonic benefits significantly influenced perceived
value and perceived trust. Similarly, technological innovativeness had a significant drivers of the intention to
use overseas direct purchase sites. Interestingly, hedonic benefits emerged as pivotal in shaping perceived val-
ue, while technological innovativeness wielded the greatest influence on trust. Furthermore, perceived value
demonstrated a more substantial impact on intention to use overseas direct purchase sites than trust. In light
of these findings, the study recommends a targeted marketing strategy to enhance perceived value and cult-
vate trust, especially among consumers who find pleasure in shopping and exhibit a high propensity for em-

bracing technological advancements.
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{Fig. 1> Research Model
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(Table 1> Demographic Characteristics

Category Frequency (%)
Male 159(49.8%)
Gender
Female 160(50.2%)
20's 79(24.8%)
30's 80(25.1%)
Age .
30’s 77(24.1%)
40's 83(26.0%)
Married 167(52.4%)
Marital status Single 149(46.7%)
Others 3(.9%)
Housewife 36(11.3%)
Student 32(10.0%)
Office worker 130(40.8%)
Professional 22(6.9%)
Occupation Business management 24(75%)
Service/sales position 26(8.2%)
Blue collar 5(1.6%)
Professional technical position 33(10.3%)
Others 11(3.4%)
Completed high school 29(9.1%)
. College enrollment 25(7.8%)
Education ;
Bachelor’s degree 226(70.8%)
Graduate school or above 39(12.2%)
Below 2,000,000 KRW 27(8.4%)
2,000,000 - 4,000,000 KRW 101(31.6%)
4,000,000 - 6,000,000 KRW 83(25.7%)
Income
6,000,000 - 8,000,000 KRW 49(15.4%)
8,000,000 - 10,000,000 KRW 33(10.3%)
More than 10,000,000 KRW 27(8.5%)
Suit 9(2.8%)
Casual 88(27.6%)
Home wear 7(2.2%)
Sportswear 22(6.9%)
Purchased Underwear 13(4.1)
product
Shoes 98(30.7%)
Bag 33(10.3%)
Fashion accessory 28(8.8%)
Others 21(6.6%)
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Frequency (%)
71(22.3%)

Category

www.matchesfahsion.com

www.mrporter.com 35(11.0%)

www.farfetch.com 31(9.7%)

WWW.Y00X.COm 21(6.6%)

Purchase Site

WWW.Y00X.COm 24(5.1%)

www.net-a-porter.com

www.mytheresa.com 20(6.3%)

Others 101(31.7%)

(
(
(5
16(5.0%)
(6
(
(

Total 319(100%)

=
=

F¥°
!‘.:
15

o>‘

oA A9
SREPEEE
sl & v

% 1,283% 9]

2HEH 35%(11.0%),
°2 vehgth e $F Jhed gees
b ofppEel mA vehdth
(Table 1)°l YEI} Ao}
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g A3t 7

CE Alwy
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12

AT EAE A 16597 (49.8%).
o4 16078 (50.2%), A% 2000 797 (24.8%), 30
o 8078 (25.1%), 40t 779(24.1%), 50th 839
(26%)°E A—lBﬂJ/} oﬂaﬂi T/ﬁ]oi zflrz]-
71&E 1679 (52.4%) ©1H, HFeHeE o
o] 2269 (708%) 2% 7} =%t
1 1308 (40.8%) 2.2 7+% .
367 (11.3%), AE71+4 3398(10.3%),
329 (10.0%)9 +o2 YeiEth 4933 A5
2007H o] 4007H wwko] 10178 (31.6%). 400

Rhel o] 6007t mIRko] 82 (25.7%) ) o=
vebstth 7 #2e a *}O]EE

3 -l gt Jﬁ*ﬂﬂlig 30.7%), N+

=g
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) 815~.937¢
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(Table 2> Validity and Reliability for Constructs

Constructs Items Fa(?tor AVE CR
loadings
Utilitarian Online shopping enables quick shopping 923 454 429
Benefit(UB) Online shopping enables easy shopping 926 ’ ’
To me, online shopping is very pleasant/fun 815
Online shopping makes me feel as though I have 903
Hedonic escaped from daily life e
. 747 894
Benefit (HB) I lose track of time when I shop online 867
I get excited when I choose from products offered in 870
online shopping sites ’
If T find out about new information technology, I seek 912
ways to experience it. -
Technology - 804 767
Innovativeness(TI) I am usually one of the first among my . .
colleagues/peers to explore new information 881
technology.
) Online retailing shopping is important to me 908
Online Online retailing shopping is of concern to me 937 833 .899
Involvement (OI)
Online retailing shopping is relevant to me 892
Considering the price I pay, using this website gives 846
me good value for the money ’
) Considering the effort I need to put in, using this
Perceived website is beneficial to me 895 773 902
Value(PV) — — : - —
Considering the time it takes, using this website is
. 887
worthwhile to me
Overall, I think this website delivers good value to me 887
I can trust this website when I am shopping 931
Perceived This website can be trusted to carry out transactions
933 .862 922
Trust(PT) faithfully
I believe that this website will keep its commitments 921
I plan to use this site in the future 924
Usage I plan to continue using this site in the future. 931 836 902
Intention (UI) I intend to use this site often to shop for fashion 887 ’ ’
products. )
2. FEEE 24 Aol BA7E 952 g9l8tith. PLS-SEME4]

o FxRd HAFEE Hrlstr] 98 R £ Q
S o] 835 tH(Hair, Hult, Ringle, & Sarstedt,

Rz%}% FzEYe] oFe A4S YeEl=
W 48 ¥ 5= (endogenous variable) ¢ AA ## o=
Bz Aol A#EAA Y AFoz A4t H (Hair,

Inflation Factor) & O]%éb/\‘:]'. 7zt A= 7+ VIF
He @ A3t 1273~206302 Vet oE
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{Table 3> Discriminant Validity

Cr.a UB HB TI Ol PV PT UI

UB 829 .854

HB .888 152 747

TI 757 067 071 .804

Ol 899 144 410 203 .833

PV 902 131 170 116 146 773

PT 920 131 110 140 103 443 .862

Ul 901 136 .093 167 112 .589 041 .836
Values at diagonal represent AVE of the construct
Matthews, Matthews, & Sarstedt, 2017), Cohen o]+ Kim et al.(2007a)°] Alotat ]‘:4434 7} €]
(1988) 9] 71074026 7)), (013 °]4~0.26 HAE A5 Ao FAbetrh E=F sE g A
ulgh), 3H0.02 ©1~013 wyh 1o wet HrtE o] #AE THe Park(2016) 9] A= A
Atk Az 74, AZE A, AelE olg o @ AE HelFth A8 A9 A H9
o Rk AEE 261, 244, 6242 YERY H] BE Azt A9 AzkE A 4% FE
WA EE 39 F}S RAFUT Qe HaFE HaEe] &3 Al A84 83t #es
g A 9% 2HelSEY (bindolding 2 A9 FAM nHdTE AFAAGE FATS
apof ol FEEW, ZF AW ghol 0 o] HolZrh(Batra & Ahtola, 1991: Dhar & Wer-
oW o= Aol e AoE 7FHTH(Hair tenbroch, 2000). 71& A& Aztd 7}5‘19}(13
et al, 2017). 7} WA Qb2 A¥RE A =194, X01), A7 A (L= 274, p{.001)°
ZHe 7FA =230, AZtE A =219, AlE o] & o3 e HAHT ol YAl 6119131‘@%‘111
AL =219 YEY, EF 0 o4 Z yehy o ek Bxe] PIFE wthe Park et al

ooz £

3 fma Gepgont A W
27)2 e Table 4).

f
tlo

MAEE Y8 REZEHF 50008
9o, A= (Table 49 2o} A&
AZkE 7R (8= 182, pX.001), A7+
(,3 213, Xo01)el #9dt Jeks E’]iﬂ‘:}.
2 sEE AztE 7ER (=251, X.001), A
A1 (6=.180, X.05)0] Folgt F&gS M

¢

3l

ol
ilh)
2

B
@ ofo

10
p

D D)

3

Y

N

(2007) 9] Ashsh ARSI e Sebel el
Lol QelE G mAA 9t Ao

St ole 2]l &gl HAstH Y sd &
HlabE o AE ol e #Es AT AF
o o WeE FEeA de Ae HAFe
Astoltt, ol2jgt AxE EWE 7Hd Hla, Hib,

H2a, H2b, H3a, H3be A8 = %2 ™, Hda, Hibe
712} = Ak, mEA 2O R A 7HE 7HA ([3: 607, £.001)
o} A ztel A= (B=243, p(001) BT 32 HHT
u AOlE o] § oo fo]g °§5k—% RES
o2 yeht H5¢9F Hee A E A ol A
TR 7Y A&A ARG '] FEFS HFTe
& Yoon(2023)8] A7Azet 7uf ool IS
" zltk= Mou, Cohen, Dou, & Zhang(2020)2]
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Utilitarian
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Benefit

Technology
Innovativeness

Online
Involvement

Assh A A0 &
AOEES ol ek Rl HAE BA A
ARAT Aol

HIAL7E 3 9] 2

o o1& 9%} FoHithy

R

R2= 261

Perceived
Value

Perceived
trust

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

{Fig. 2> SEM Results

(Fig. 2)% b e A 3
E

(Table 4> Structural Equation Modeling (SEM) Analysis Results

607***

243%**

Usage Intention

R?=.624

K A=

3
&) B oyl QlEye] W HEel 7t 7 A
3 AEE R DEEE I

Hypotheses £ t-value Results f square
Hla:UB—PV 182 3.232%% Supported .047
Hlb:UB—PT 213 3.755%%* Supported 035
H2a:HB—PV 251 3.697%** Supported .045
H2b:HB—PT 180 2.542* Supported 023
H3a: TI—-PV 194 2.959%* Supported .040
H3b:TI—=PT 274 5.198%** Supported 078
H4a:0I—-PV .058 822 Rejected .002
H4b:OI—-PT -.002 .023 Rejected .000

H5:PV—UI .607 10.335%%* Supported .546

H6:PT—UI .243 3.816%** Supported .088

*pX.05, **p 01, < 001
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2HA7E AU AE DA EAo] s FH T ol 7]1£9 AFE(Kim et al, 2007a: Zhu et
o] gk 7FXE Az, AFE w79 FF4 al, 2019) 3% gutsl= AFolty, & AFoAaEs ©]
O 2 AE o] § oo FAA J3FS vAEA v s e AIEE FEl siAAES v
£ gotataa sk ol Fal =7 1 A o Aol Av LHAR FHst AFE Y st
SAstel 2Epdle o o] AES BAsE A B mEo] kel FALrt BE 4uAd s
AZ1delA s e A= 7135 & &8 5 e del Eob IS wAA X R podEr
A& A ARbetaat skt oldl & A G B AH T Al EE o] &3t HAAES
Me AuAE wrle &9 dE, 71E g4, & gjatr] fEiMe 71Eel dig Ao £ o
2Rl HAL7F A7t ThA] 9k AEE AA 9] F F2 AHAE UA BAYE 87t ok
HFul ARolE o] ke HAE s AHRE AR, AzHE 7E] 9k AEE a & A ) Aol
Atk 2 A7 A F AJE vt 2o E o]§ ko {43 JFS wAE AR
AR, A&7 dEz Aty s8> 49 7t Ebton, AZE 7EA 9 o] ¢ & AR u
Aok AzkE Ao fold FFSs v ol Ebth o] Mou et al.(2020)9] Aol A =]zt
o Ades AvE gl F 71 o s 93 g 7EA7E e ke fod TS HRIvE
FruelMe o3 At & F des B A9} Zhu et al.(2019) oA A zhE A= 7F o
ofFth ole AT AIEE o] ddte] & gz frog YIS WA= AFHet frAkeh
F& o A&H/IPFH Q47 A&H AL g% T3 Huang & Chang(2019)9] Aol A zHd
£ A4S 93 Yoon et al.(2020)2 As} 7k 9] gaFol ° F ASE deRd A A
rALeteE A8A SE > AALS FaAEE W + Adolt}, olgd A P Aol E
T2 AP o] lgdE HEH F £ ol &% =7 7F A et A il AbolE
717 &3 b dlFe € WeEds o of tigh 7k Az AFe FoA4S oA W
3 AT YA (Y. Kim, 2016: Lee, Choo, & gAstarhe dellA o7k Aok 2229 A
Lee, 2015: Zhang & Hong, 2019). ©]¢} tj&o] © 2HAEC] #9] AIEE o]&EAE AR T
&£ e] EASS Fske AFH &Y w13 5 g F8% 8clol & & Sl7] Wil sHHT
O E ALOJE o] § ko] JFE vA+ FAT o Al Eo A uf Al ES AA e F e
o] Eawth A84 g Azkd AlF A, 8% o o]& JhzeA el g $H7t o] &
o 3A = WAL, A e A4E v gxE AgrZ F vk webA s A
Aol T & JIFE WA AOE AlFe] 2HE % ARIE S AFEE Fold, FUste HIE tiH]
A A 21E BEA wE F7eke dY s FANE F AT vHAY Mol Z8s
S AEE WEE o) F o AztE HAelE #AgH dge] FaskAl
4, 71& 414 =3 AztE 7hxeF g S3ton, 2Ede 71e gade M 2 9
Fost GES mzed AZkE 2 nA= o g A= ACE Yeiytth T3 Ak 7HA
o] o & ZALE Ugylt ol ANz J|& 7F AZEG AR oz o & JFFS vH = A
galgol s A g el tigk Al kel G o2 ety A8 7HA e FoAol AxHUTh
S vHTE Kang & Oh(2018) 9] A2 39} ojAe] AAE EYE &7 A EALE FT
Ak Aot :’-Ej?‘]“} Sl A= A7 a3, 7le &0l AFHla FAHl AnAE
H 7HX 8 AlFe) obd QS WA XYtk do® oAl AelES] AZ4H 7HAE
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