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ABSTRACT

This study explores generational differences in the influence of digital self-efficacy, attitudes toward digital
devices, and online shopping intentions, focusing on active seniors and Generation 7 within the online shop-
ping environment. It examines whether the influence of digital self-efficacy affects attitudes toward digital de-
vices differently across generations, and whether digital self-efficacy and digital device attitudes influence online
shopping intentions differently in each group. Data was collected through an online survey conducted from
May 16 to May 29, 2024 resulting in a total of 450 responses (250 active seniors and 200 participants from
Generation 7). Data analysis methods included: frequency analysis, descriptive statistics, exploratory factor anal-
ysis, reliability analysis, t-test, and logistic regression. The results of this study indicate the following: Firstly, for
both generations digital self-efficacy had a positive effect on attitudes toward digital devices, with a stronger in-
fluence observed in Generation 7 participants. Secondly, digital self-efficacy among the active seniors had a sig-
nificantly positive effect on their intention to recommend online shopping, while in Generation 7. participants,
it significantly influenced their intention to explore and engage in online shopping. In addition, digital device
attitudes positively impacted recommendation intentions in both generations, again with a more pronounced ef-
fect among the Generation 7 group. In conclusion, this study demonstrates that there are differences between
generations in relation to their online shopping intentions, shaped by psychological factors.

Key words: active senior(2]E] B AJYo]), digital devices attitudes(C] X8 7] 7] €] &),
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Fact Vari Cronbach’
Question ac. o Commonality | Eigenvalue ariance | Lronbachis
loading (%) a
Online shopping provides product and 79 64
reviews. ’ ’
Online shopping can be compared
and purchased after browsing several 76 61
Recommen- sites.
dation Online shopping provides a variety of 75 59 2.87 31.90 82
. . . 5
intention product search routes that I want.
Online shopping has no time and
. .69 52
space constraints.
Online shopping recommends related 69 54
products other than planned products. ’ ’
You can relieve stress or refresh 84 73
yourself through online shopping. ’ ’
Online shopping itself gives me 80 69
E iential pleasure. ’ ’
xperientia ‘ , ‘ 2.72 30.21 84
intention Exploring a new design or brand is 80 66
entertaining. ’ ’
Online shopping offers a variety of 75 61
experiences. ) ]
Total variance(%) 62.12

KMO = 876 Bartlett's test x*=

1471.904(df =36, p=.000%**)
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o] 2168 (86.4%) 2.2 7}%

wottiTable 2. ZAl

A %_ Zoouggi’ )\gﬂaﬂ% ‘E,"Z]-Q]— C’%Z]- 7—],' 1OOE§

(50.0%) 0.2 EA890

CAF Y2 4834 O

St 29 118%(50.0%), A4S uAMEZ) 937
(465%), D9 25 200~4002H) v 907
(45.0%), 4R H5AZEL 507 wwhe] 1437

(115%) o2 7V &
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A5 BAL SAZZIY SPSS 230 WAL
o1 gstel, AEE Aol AlTish ZAltle] Ly
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of Y= BPHS FAAT Lokl 23

Division

Active senior (N =250)

Generation Z(N=200)

N (%) N (%)
Man 125 50.0 100 50.0
Sex

Women 125 50.0 100 50.0
Below high school graduation 38 15.2 50 25.0
) Graduation from a two-year university 34 13.6 27 135

Education - - -
Graduation from a four-year university 132 52.8 118 59.0
Graduate school graduation or higher 46 18.4 5 2.5
Self-employment 24 9.6 11 5.5
Specialized job 35 14.0 16 8.0
Job Office worker 133 53.2 93 46.5
Student 1 4 46 23.0
Other 57 22.8 34 17.0
Less than 2 million won 40 16.0 70 35.0
Monthly Less than 200~400 million won 88 35.2 90 45.0
income Less than 400~600 million won 64 25.6 30 15.0
More than 600 million won 58 23.2 10 5.0
Less than 500,000 won 216 86.4 143 71.5
Less than 50~150 million won 21 8.4 33 16.5
Monthly Less than 150~250 million won 2 8 13 6.5

spend

Less than 250~350 million won 7 2.8 6 3.0
More than 350 million won 4 1.6 5 2.5
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Division M SD t
o : Active senior 3.54 74 )
Digital self-efficacy - 3.350%*
Generation Z 3.77 73
o ) ) Active senior 3.87 .62
Digital devices attitudes - 1.522
Generation Z 3.96 63
o ) Active senior 3.29 .64 )
Recommendation intention 4.508%**
Generation Z 3.58 70
Active senior 3.73 54 )
Experiential intention - 2.965%*
Generation Z 3.89 57

K01, pC 001
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{Table 4> Effect of Digital Self-Efficacy on the Attitudes of Digital Devices(Active Senior vs. Generation Z)

Division B SE B t R? F
Digital
Active senior self-efficacy — Digital devices 535 041 642 13.195%** 410 174.119%**
attitudes
R=.642, R*= 412, VIF =1.000
Digital
Generation Z self-efficacy — Digital devices 595 .045 688 13.327%%* 470 177.602%**
attitudes

R=.688

, R?= 473, VIF =1.000

% 1 001
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{Fig. 2> Results of Hypothesis Test

(Table 5> Effect of Digital Self-Efficacy and Digital Device Attitudes on Online Shopping Intentions(Active Senior
Generation Z)

VS.

Division B SE B t R F

Digital

132 055 181 2.401*
self-efficacy — Recommendation intention

Digital devices s
attitudes — Recommendation intention 264 66 =300 3981

186 | 28.946%**

Active R=.439, R*=.192, VIF =1.704

senior Digital

111 .069 129 1.611
self-efficacy — Experiential intention

Digital devices

ES
attitudes — Experiential intention 203 083 195 2438

080 | 11.580%**

R=.295, R®*=.087, VIF =1.704

Digital

084 067 103 1.212
self-efficacy — Recommendation intention

Digital devices

sk
attitudes — Recommendation intention 396 D7 436 0132

254 | 33.854%**

Generation R=.512, R*=.262, VIF=1.866

Z Digital

243 091 252 2.687%*
self-efficacy — Experiential intention

Digital devices

attitudes— Experiential intention 090 104 081 858

088 | 10.355%**

R=.313, R*=.098, VIF =1.866

K01, X001
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