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A Study on the Effect of the Internet Self-Efficacy of Generation MZ on Use Intention
of Luxury Fashion Platform
- Focusing on the New Exogenous Mechanism of Extended UTAUT -

Dayun Jeong*

Dept. of Fashion, Chung-Ang University, Seoul, Korea

Abstract: This study aims to confirm which factors related to technology acceptance affect generation MZ's use of luxury
fashion platforms. For this purpose, Internet self-efficacy and technology readiness were added as new exogenous and
moderating variables using extended UTAUT. Then, performance expectancy, effort expectancy, social influence, and facil-
itating condition as a factor of UTAUT were set as mediating factors. Response data were collected through questionnaires
for generation MZ with experience in using luxury fashion platforms, and a factor analysis, reliability analysis, correlation
analysis, and path analysis were conducted using the SPSS and AMOS statistical programs. According to the results, the
Internet self-efficacy of generation MZ significantly affected on performance expectancy, effort expectancy, social influ-
ence, and facilitating conditions on the luxury fashion platform. Moreover, performance expectancy and social influence
had a significant effect on the use intention of luxury fashion platforms, but effort expectancy and facilitating condition did
not have a significant effect on use intention and use behavior. Additionally, as the moderating effect of technology read-
iness affects only the relationship between social influence and behavioral intention, it was confirmed that social influence
is an important variable with the characteristics of MZ consumers. Therefore, it is deemed necessary to recognize the
importance of social influence when trying to use new technologies targeting generation MZ in the fashion industry.
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ZRlS B¢ = AR ToA welEde), o
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g o]%S FA] WEOE WYTHDanziger, 2018). 3+
Statisticsol] W= 20400 Tl oF 95%7F eAMEE B
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5 5 FA S7RIEE, 538 BWE A AS o R
7} 20203 71 2,7289) 222 FHAHALH, o] COVID-19
A 37 FAME g, S5 5 oRrlol =7kl 28Rl A
9g 53 9E $09 &N Skl w2 AIZ(Statista,
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9] TRgslet sjde] A&rsdS AAA QE o|F=
2} 2 4 SJtH(Faccioli & Sheehan, 2021). 53] =
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S 2ERIS 7RICE HEH o= hjsle EHE
lC—ﬂ(Jeong, 2022; Watanabe et al., 2021), YZ2] t]x]
tollxe] WEAG NEoZ ARSH I Utk HA 228131 ¥
32 of] FhAd T S AU W gL %
T8 e wsida e el vt
T AR Al HE BAsEe HE fASES %511
*ﬂﬁ] ZHIAEE o2 AL AES Hld B9k oz} of
FE 2L 34 2ERIES 95k o, Ad HE oA
719ES BWE eAHE ARGl HolEAL ST
Deloitte®] #}50l] WE2H @ WEF HAse LHRoA &
IO FES Aulshr] &l thekst v <
3la2 ATHFaccioli & Sheehan, 2021). 3F Oﬂi MA HE
F T 29120 Ho]~E F EXEE(Richemonty= F= Ul
e 71921 Lelukak(Alibaba)et T A lEld SRE
T X| (Farfetch)?t AZSACE o= ZRAF 210 eFH2 E2
£ %-’:(Yoox)-H]E]-ﬁﬁEEﬂ(Net-a—Poﬁer)Q} oy B R= iR o
Adigk 221 BE i FRES 53 2 eAHE A
A Afsltke 249 RE & & =, ol B A=
YABEE dEupte] FHES viRoE FEX]9 e
ZHd 78S &85 A AlAle] HEAF &3t FEo]
71 AT olFA Adl 71YEY] FRE A FAE BiE E
2 20 whd ¢ s v =Y A ERE s 9%
of Itk Holm, ol T WEAIIA &MY FHo]
= AHIAEe] iR 2eRlov Buld 438 MEshe Fe
Alte]7] wioletar A Hrt.
20240l= 709 EEE HolAd = ¢
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9] eAMZ T HISE 2021 7IE 40.8%E, 1 34.8%
0] FIHRTIE H& $=X)Qld|(Statista, 2022), ©]& 20113 o
2ES(MustityS A2 & 20159 2eh(Balaan), 2016390&

2] (Trenbe)’} AHE ] o|F 3AF HAZAE] Aol

ot ) HEAT W eAn= ﬁxg*‘ﬁm & TS "HE

o]z} 011 ZEvh. HE AF 4 B8 AIES wigelA A 2

= 2HAEY] F8= s ESAISHAEL o]x |

AT 5 Qe 2o BWE Jﬂ*ﬂ—%ﬁil e SRER 2
Fefo %am BEALS FHAOF she olfE s B
4 ATH(Jeong, 2022).

53] HE sAdE vl °l°1 eAHE FoE F7MZ
F8 AHAZS MAHE EFHE 32 AHAER o5
FoEE g At Oﬁlﬁﬂv} S g7 Al A anellA W
g 5o mEr 20209 71 2ERlE EE =l HE 2R
TR ARAE B8] 2 A3, 300 37%, 200 28%, 40
23% 22 Yeht "E]'(Park & Yang, 2021). MZAt] sjA12H)
A7 =W 22R] BE A A wiEA ] 65% oS A
gth= 3le é% Bl ME AR MZAIY AH|REe
A wl$- BHETS & Ak T WE U|PEC] Ve
o]&-gk WP AR/VR AE 5L A= &83l= olf
8] WES Tulshe AHIAES] 84%e AIES AH B
3 RRE RS AsE] i) ezl wiy) ke EEF
AES UAIE F A= eAMEY A7EE Fo AFo] MZ
Al BE WAAE Tololl S2s8A 2H838h7] whiEolth(“The
State of Smooth”, 2022). °1x8 I} H=Z] ATS T3
AZL- 7S AT At 7134 %%%(Yoo, 2015) Covid-
19 Ay 71759 eA = 5 Z7MA AL 234
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A vhsshes Ao %“—“P oz}, ARSI A
AFHQ BAE 0 Y= & AFM 2 MZAIe] thE &
A A= 238 A o|H(Kang & Kim, 2022), tIXE 7]&
Yag viEo g g i Akle] tAE el gt 7FeA=
gEATE Saf FlET QO EZ (Song, 2021), MZAITH
548 wrge A9t mie- 2ask Aol & ¢ 9l
olgigt HolA & Ajors ANRES] Z|egol gt
A&s} dyE s =ol7] 3 MHE 5EsE olES
Bl MZAId A AHIRES] QIEU 2] S5 T1esF
8821 7¥e] A olfEl Hal, o9 EhlEt e &

AaHs PRI EA dtt o]F T8 7 A7 7= A
B2 3, B A7) E57] /S sidwoplA e 4
H|Z} 7)ol tigh B 2le® H&grke HolH, =4
2 78] AYgATFelM e ITER] J48 U TAUT(Umﬁed
Theory of Acceptance and Use of Technology)o]&dl 7|&
HE7E 371 ¢ 2dS sjidagolxe] BE P& AR
2t &5 HAA MR} o] 8B RISt Holtt. o]
T 7 MZAI ] B A7) Zeitat s AvRbe] 7l
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2.1. MZMIcH fMAH|X S

Table 194 Rol= vk} 7Ho] MMillennials)Hthel ZAITh
o gk A% Hel= AR o t2ch MAie]
- Pew researchi= 1981AAFE] 19963 71X 2kaL A5t Wt
H(Dimock, 2019), IberdroladlA1= 1982FE 19941 d Alo]
A2 AWtk Es zZHUe] A9 Mckinseydll A=
19953A85E 20103872 AF81 2™ (Francis & Hoefel,
2018), Insider IntelligencecllA= 1997348 5E] 201248 o|2}ar
g &9 th(Meola, 2022). £3] d=r2] AS-, EAH 289 u}
28 MAItE 1980358 20003487k, ZAIHE 199535 E
200437 2 WS FESIL U (Statistics Korea,
2020), 94 W9le] dBZo] MAItHe ZAIT Bl E3HE
A AFEL o] RIS olHF Tl AFA e
AFS o)l we} 25 2ozt Holxuk, tife] Hele M
Al 735 19809114 1996 Alel, ZAldl= 1997041 2010
W Ale] EAAE] EES & 4 Stk

20199 BAES JATF2AL A AA AT 34.7%= MZ
Mth7F A S 9O (Statistics Korea, 2020), =] 222l
HET ZAFAY 65% ol de] MZAIY SALHRIR <ls
WAtk Park & Yang, 2021). ol 3HAAAA MZAITH
o] A Tyt avE ABE AN B FES|oF &
2HIAELS AARE

MZAIHe] B8 AHET, o] tE Mt EdE=9}
YRl ikt AR e] WS FAISHH(Lee, 2020). HESH
7HA] &HE SAEle] ARl AN XA T EET)
o Agge] glom, Buld g whEA| A-g3te] diH o

>

Table 1. Range of Generation M and Z

2 e 281 &£38 M3ske S(KDI, 2021) A7)
285 A28 FFol| FHZH o]t “The State of Smooth”, 2022).
olgfst MzAItIe] EXd0lA] Hole ZAH QIEUlS o83k &
ol tist 2229 2123 o]F fTt VEFEAEE el
AL MR P FF FHA wlg- Fagk FHolEta
Aok AF7R L AYZHQ) eFr| Hegke gozo) o
Aol AgtslA] $Eom (Moran, 2022), S1EUF} #HE A

e

o
2l g Fujsle 9o nXE dFHEE U=
2ok ol zk(Jeong, 2022), QIEUIS £3 TXY A
FEE AHAEe] el 4 PXIth(Moran,
2022). 1HEE T JH7|ES e 58] =0 SNSARE
I 2Rl Lo &g MAtiel ArtE 7]7] &850l H
o o] 2ulEZ]71E HEE2~F sl ZA|t(Jang, 2022)2]
7% #E QA FEalS Hotehs A doR HE Y
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2.2. 2H|X Sdof| ME J|s-282He| &

22.1. 5%71€ 482 (unified theory of acceptance and
use of technology; UTAUT)2] &-&

AR 7]eg8d gt oSy AyEs o))
3 E82 9l Bl Venkatesh et al. (2003)0] 7Hetst £33
71eggol 2l UTAUT)S 71e8Rd(TAM), 349
9o]2(TRA), ARS]RIAO]E(SCT), 571528 (MM), 218kt
E(IDNF 7I&FHoE ¢ Bd giE T3t 5350
o]21gt UTAUTE= “33#7]th(Performance Expectancy; PE), =
7]t (Effort Expectancy; EE), A18]%& <3 &K(Social Influence;
SI), S%X1Z7 (Facilitating Condition; FC)S As§ 2107 AHA|
sto] ARRLES] YFE dS0] 7hsE o]olt). 2Eu ©]
= aHtel] gk #E HerF 23 W 3 o= nt g o]
71erES dESskedl dAI7E AT o8 Eeetr] 913
Venkatesh et al. (2012)2 7] ZHLE At 4H|x 37
o2 HMsAZl UTAUT2E APAsIl=dl ole ot 2vaks
o] 7]&ARgol #EH F7](Hedonic Motivation), 712 7}%]
(Price Value), &3 (Habity2 F7}sle] o]& Tl AH|REQ]

i<

Generation Age range Reference
“born between 1980 to 2000” Statistics Korea(2020)
“Anyone born between 1981 and 1996” Dimock(2019)
M “early 1980s as starting birth years an.d the mi.d-19905 to early 20905 as end'tng birth years, with “Millennials”(n. d.)
1981 to 1996 being a widely-accepted defining range’
“born between 1982 and 1994” “From the Baby Boomer”(n. d.)
“born from 1995 to 2004” Statistics Korea(2020)
p “loosely, people born from 1995 to 2010” Francis and Hoefel(2018)

“generation born between 1997-2012”
“the mid-to-late 1990s as starting birth years and the early 2010s as ending birth years”

Meola(2022)

“Generation Z”(n. d.)
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Q1H Q4E RIYAIA 7158 (Acceptance)el] st AW
EA gk ANREe] Z1eARe s o 238 B
7] Sl MRS vel, E, S HUTE AN s
ZH|RLe] A2 oJAPAge] gk e AAajle] e
Zo} AMEEol vXe FTAAE AYsI

Venkatesh et al. (2003)°] UTAUTo]Z] #A|A|8F Az7de
NEE 71& AR B35 & Bzt 2= A
=g7d= AR 7ls ARge] 43 HEsitia 2
o)l AR PR TRl Fadk AFEC] AR
< ARgSfof FIThaL ARSAIR SlE 7S ke AER
oJH), wgk HREL 7|&d g ARl Ao
%‘% S F& WHEE(Venkatesh et al. 2003), 714 A X
22 W Ql=Ze} e e dxeph EAgt
@E AolEnt. wEbA & Aoxe A3rdis HE
ZYEES olgsle Ao BE & =S & FolEt
AR Zelstelon, g7t HE & A HE I
S olgstE Ao f43 ATty We A&, 283 AL
2 °§?‘§~8— AHAFEE] %H*Lb} 715 5 9nl e FH ARE
o] HES i Al H JHL% S ool gtk w7
A ke Ax= A5 71 g AMO =Tt =
S5 AT 7S AAE AP%F gEoz AAL 7154
o] FOlA|EZ (Venkatesh et al, 2012), ¥ Aol = AH]RE
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o] UTAUT2= Thegh 2ofo] B2 AAES 53l ale
o] $HAo) Bh= AR 2gle] F7HE A7) aE I 9l
THTamilmani et al, 2021). Venkatesh et al. (2016)&] -0l
w2 %7] UTAUTHE UTAUT20)| ©|27171K] &g o]&%
483 Tt A7t A&H o APEon, o)F 3l o
4% UTAUT 23S 18I9tial B3It} Table 2014 B
o]l‘:_ H].g]. Zzl-o] 7L ‘ﬂo]:_/] ]:].0]:6]— o:]q-x o] UTAUT o]i_o_
283 Al AT Aol AP aRIES Folel g
4E UTAUT 2dS& 2838 32 Slskit

Jena(2022y= ZWEE AH]E AJ2H] 7)o gl dr it
LE7U7F ARERLe] ARSI v FFAAIE ERISHA
o, oln) 22 JAHATE AP TIEHLIR(TTHS &8
st A7t 383 JE7lE, AR HIEE Ftete] 7189
UTAUTEES 430tk %3+ Chung et al. 2020y 712718k
TFEEY(VAM)S 283t YAAIF tigh 4HRke] 78-9]
Tof gk AFE i, olu A=} VEFHEE A

<= JAHFRE, AP AYEE MRS ZHHFR Fl8)
o] UTAUTS A7l 2ES LE519T). o|xE AH|RE9)

Z1Ego] gk A9 titlre ITRoF 5 Al2"3) #3Ed
GgoA &3] o]FoX| 3L JTH(Venkatesh et al., 2016) a
B Hebrlee] wehe s HAe] A4S 5
H 2SS = S5(Yoo, 2015) AN e] A 9o .%]/ﬂ 7]

)

of m'b'l

7 HES Tolskd o] BE WUBYE olge U A 2L BEW A ) AR WS} Ul FreXns s}
o} BAEAS AL Jom, olF Bel NEANL W £ oME o|F B8F A7t Bas BREY, ol
gtk WE . H0202 Folsi, Pt RN HEAA B TR ES B8 o

T7F v wEek Aol mebd B dAgtllM s BE wiA

222, AES AW 8 2EWF =948 99 viAUS FHRES o8k PR TlerE SO 71 I
Epe AE FRIEka, 9 Yot HE HAZRE gt 7154
Table 2. UTAUT extension research

New E Ei D
Research Topic evlz/[o d):r)fteizﬁuls\;[eczgﬁiiemn:us’ \elireizgf:t UTAUT Factors Additional Theory Reference
Percei Risk, Task-Technol Task-Technol Fi
Smart Service erceived Ris . ask-Technology, Usage PE, EE ask-Technology Fit Jena(2022)
Attitude Intention Theory
Virtual World Perceived Va?ue, En]oymenF, General Purchfise PE, EE, SI Motivation Theory = Guo and Barnes(2011)
Achievement, Habit Intention
. Technology Readiness, Internet Self- Use Technology Readiness
line Platft . PE, EE, SI, F 2022
Online Platform Efficacy Behavior » EE, 8L, FC Acceptance Model Jeong( )
User Innovation Resistance
li hoppi Value, Risk, I Traditi PE, EE, SI, F Li Yen(2014
Online Shopping Usage, Value, Risk, Image, Tradition Acceptance y , SI, FC Theory ian and Yen(’ )
. Trust, Technology Readiness, Benefit, ~Acceptance Value-based Adoption
I P F 1 h 1.(2020
nnovative Product Sacrifice, Psychological Distance Intention S Model Chung et al( )
. Satisfaction, Perceived Enjoyment,  Continuance Flow Theory, Social
1 N k I, EE 1.(2014
Social Networ Norms, Trust, Perceived Usefulness Intention SL Capital Theory Sun et al 2014)
E-learning Attitude, Anxiety Use Intention PE, SI, FC, EE Motivation Theory Yoo et al.(2012)
. Computer Self-Efficacy, Knowledge Behavior Technology Acceptance
Ent 2.0 A . . . PE, EE, SI W t al.(2014
nietprise PP SSharlng Outcome Expectancy, Security  Intention Model ang et al( )
P I I i Adopti Technology A
Virtual Learning ersonal Innovativeness, Adoption Use Behavior PE, EE, SI, FC echnology Acceptance Gunasinghe et al.(2018)

Intention

Model
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2 olgolme] YL T ARe JANF L 2AUE &
QAR AZE AUES TES] ol5 AT Weln A
s}

223. NZE WS
Efficacy; ISE)

COVID-192.2 <J3)| &

AEUl #7] &% (Internet Self-

2o AR AlEER-E Ao,
SHIEL egelor ALY FHdFich LS9 o)
W B4 AR tiEe] AL vigEsie &E9r.
E AT 9 QRE ASY £ IAD FY s 2

ek, 22t IEL ARl ThE A4S mE Al
12 ekorom oal ABre FRARES 23, o]
dl SRl U AT B sRs @

A FAZE HAG GuE 2] g =SS 471 9
)|

Ad o2 o= (Bandura, 1977), ¢l 7191 Akl wel 2
Aze] o7} e, 2] &)l BT o] 5]
Eobdat Al i el gk 29 9] AL ik
(Bandura et al, 2003). =3} Venkatesh and Davis(2000)=
A7) Beihs AR 7l AR sl tigk AR 5
st o] 7)ol thek AR e Aol 9 Frhal B
k. olgd A7) Be MEE ARl Jdr)7] &
< AMES FeEY MH|E Fo] 54 dvitt ZHE 2] &
57 (Venkatesh & Davis, 2000), 28} 2}7] 57 (Wang &
Wang, 2008) 5 "5l #gst ol= uprle] A= Sirt.

271 BegdellA Z1R1gE JIEl A7) Zsddll vigk gel=
xSttt 234 t2t) Eastin and LaRose(2000)= 1E{Ul
7] Zets Folxl BRE sk S8 dash el
FEHE 2HslL A4 e A s e =
02 oY o, Tsai and Tsai(2003)= SIEUl 27| &7
QIEYL ARE sl tigh AFEES] 14z Aot Tsai
et al. 2011)y= "Bl 7]k Shgol] igk dubAQl Bl A
F EE 38 TRIE 9ske 7lEolu Al gigk Al
7o g sl on | Joyce(2013ys IEUlOR E4 EEES
2T ARl e tig B3 02 AeJsigitt. 28|
IGI Global(2021)2 &Yl 27| G54s <UEYS AT
= g0l tigk A e BEre R Gt o)A
B2 gAkEel o) AAE AEUl 2] a5zl i 4

%l

T BEE P A 9T Y3k o e

o] o]g-2]ro] :Lzmﬂ 3
and Saji(2008) _E‘rtﬂfﬁw iHlXP Wl E-o—ﬁﬂ *Jilsﬂr A

E FJHZE o]gol o] A= 5 - FHE

EWIETEREY AL Y P ES SHeE -

2584 % A48 0] I TS ekl A
S fslE ARAEe] ez T A Jke mxith
2 BT ol @ AEM A7) FEEL eAHIAE o] 8ald
= aHARES] =3 flo] F8% HolH(Hsu & Ch1u, 2004),
T840 Axr|glet #A#o] gle B2 (Compeau & Higgins,
1969), 1 QAFIIE AEA 47| F5THE MZAD SHAE
o QB B3l Ssker] Gat Adlel S BT ue
o= Folsiick. webd BE ol dgel exekle B
g o OS2 oS Melsd] e A9
ol WAl anAkEe] el A Esze BE A
o olgsted WS 1ere9d Fo% JFS F

Holg} o et

<
lﬂlo

¢
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224, M ZE& ZAWHS: 7|51 (Technology Readiness; TR)

T oz A2 7|&o] WgH AMu|art S7kshA
G A2 AR A FAEE AR HE 52 5 AR
ARE Akt o] 7Tt viRlE IS FU1E
3 Uth(Liljander et al.,, 2006). 71%%— |5+ Parasuraman(2000)
7F AR AR, TPl A o 5 E7lA A)e1e]
B3 9AE 98 A7ES 783G o1F ol&staat sk
MAAN Asko g Ao}, o|#3) eI Ee I &
291oF Al (Innovativeness)? =343 (Optimism), 32
Aslellez B (InsecurltyH- EJ%U}(DISCOIHfOIT)QE T

¢
O
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4
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i
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X
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191‘_4
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ki
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H|zke] 7]&Ego al %2401 L“a% AnRlEe] BRE B
g7 SlEl Al71eg WolEo|AY A2 A" o83l
= 4T WAl BEolztar e 4 o™ (Chung et al,
2020), MZE 71E7E A ARAES] 7]Eergol tigh
FHIAEE F|shH AMz) s ek oo Pl o
Zolzltial A strh(Parasuraman, 2000).

ZlEEHe] g MYATES AWEH HA AbGelA
AR} 2 Hebls 391 281 Ads AEEAv(Jeong,
2022, Park, 2019) A1 A7 that 202 BE 5 7&
o APAo R wEH AHAES] FE EE olgorE I

3= 04-?#01 5 o]FM(Chung et al., 2020), 71&3 H&
H 54 89l gigh Auzp 7lerere] mil e quiﬂr

7} EAEES B3 ol VEFEE AEE Ve AN
Sk AHjREe] A ek F3S FEZ (Roumeliotis
& Maria, 2014), BF HAFAES o83k AMRNY 7|&eE
H=E o]5o] A HEAFS Fulsketl o] 439 A=
2 A EREE 28RS Tl WEshs AHolA A st
= WAE Ao B F Aok wepr] AHAES] VerE
8313 HE APEAE o|8o)x B o]g3yF 7+e] Al A
o] 7l&FH|Re] 2H9ES RIS Parasuraman(2000)7}
A et vke} 7o) AEo] o &2 AM|A}; P ¢Zo] 7k
Aot

ot g
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3. ofrdH 53] MZAIY &HIAFES] QIEYl 27| &5l 7Ies8as]
o 9 FEA ARE 2010}71 flell UTAUTS] 713 71
3.1, 2N ¥ HF2H TEERAA AAIes =TI, ARRA 9%, 2Ea R
B A7 71EH 02 Venkatesh et al. (2012)2] UTAUT® g vizhacles 44 oF’iE‘r EE g aqlEe] BE A
A AXNE 7]458090S ulEO & Venkatesh et al. (2016)2] ERE9] olgor 9 o] Tl JFS F=AE ElAE
g UTAUT20IA ERIE A28 HAYE 5 =22 94 T UAEE A SA MR 2HEH QR1oR VeFE
HEE FTRIeH olf Bl Slalnaat ske Al H=g 7 AAste] MZAIt] ZleEnwst 72F 2Rl 7F
thaat 2ol gokaeaitt. o] FEFAA| 2EdALS steA Q%EHE;&E}. olAd M=
ATEAIL 2HRE] B 2] Z53te] Zlsagaglel E HAYUYEE =5l FHEHor 49 ATEdLS Figure
vAE IS SRt 13} e}
A=A, 71E-8acle] vl WE WAEIUFE &
o= gl o] g g mA= YIS Rl 3.2, dAFhextel S
AT=A3. M| Z]EEn st 2 Al rAlE X & Ae BFE AAZIUE g MzAd i aRAkE
AEIE gt} of QB 2] Zeddat 7le8e 1ol A Lotiy] 9
ol Il JIEYl 2] &sito]l SHHERE FUhENoH 3 A nR, AT dM AT MZAH ] A"
Performance
Expectancy
Effort ) Technology
——— Expectancy Use Intention Use
Self-Efficacy x
Social
New Exogenous Mechanisms Influence
Facilitating
Condition
Technology
Readiness
New Moderation Mechanisms
Fig. 1. Extended research model with a new mechanism.
Table 3. Demographic characteristics
Variable Group N(%) Variable Group N(%)
Male 103(43.8%) Seoul 75(31.9%)
Gender )
Female 132(56.2%) Gyeonggi 61(26.0%)
20s 90(38.3%) Busan 13( 5.5%)
Age 30s 110(46.8%) Daegu 12( 5.1%)
40s(Under 43) 35(14.9%) Jeonbuk 10( 4.3%)
High school graduation 18( 7.7%) Chungbuk 9( 3.8%)
College student 17( 7.2%) Incheon 8( 3.4%)
Education College graduation 160(68.1%) . Gyeongnam 7( 3.0%)
Residence
Graduate school 4( 1.7%) Jeonnam 6( 2.6%)
Higher than graduate school 36(15.3%) Gyeongbuk 6( 2.6%)
Student 23( 9.8%) Gwangju 6( 2.6%)
Officer 110(46.8%) Chungnam 6( 2.6%)
Tob Professional 41(17.4%) Daejeon 4( 1.7%)
ol
Civil Servant 14( 6.0%) Gangwon 4( 1.7%)
Self-employment 21( 8.9%) Ulsan 3( 1.3%)
Etc. 26(11.1%) Etc. 6( 2.6%)
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Table 4. Characteristics related to fashion shopping

Variable Group N(%) Variable Group N(%)
Under 200 55(23.4% Under 1 27(11.5%
Monthly naet ( ) Monthly naer ( )
Average 200~Under 500 84(35.7%) Average 1~Under 3 93(39.6%)
Shopping 500~Under 1000 61(26.0%) Shopping 3~Under 5 61(26.0%)
Price 1000~Under 1500 22( 9.4%) Time 5~Under 7 24(10.2%)
(Unit:#1000) (Unit: Hour)
1500~ 13( 5.5%) T~ 30(12.8%)
Luxury Fashion Platform 235(27.1%) Under 100 3( 1.3%)
Luxury . .
Product Online Shopping Mall 172(19.9%) Luxury 100~Under 300 37(15.7%)
Shopping Overseas Direct Purchase 125(14.4%) Product 300~Under 500 37(15.7%)
Channel SNS Market 56( 6.5%) Price 500~Under 700 50(21.3%)
(multiple Department Store 171(19.7%) (Unit:71000) 700~Under 900 23( 9.8%)
responses)
Outlet 107(12.4%) 900~ 85(36.2%)
of gk APATES] 71ES o R HE HHSAE o& E HAZAEQT.1%) 2210 £5E(19.9%)S 7P Bl &
Aol de 2HRE F 204 o 434 ol 4l s Hellen, ol &3 7o AF2el i HrsH AAEs
s AERAEE AAEITh 1A 54 ERls 9 A, B2, 7P 5) 1658 (70.2%), S5, o, &
3l A, Yo, 5, A4, FAAY & Fdsislen, A £ ) 479(20.0%), 7TEHeHAIME], 271E ) 231(9.8%) =
AF ek e 545 AR Q8] HaAF FelEd o= ekttt
&3+, HAAE PN E ), BE 7 AR A
SAEE ol &t FuiE HEAF ek 7Y % AEL 33 HE=TF
of gk Jr= dotugitt AFAEY] vt S0 g 24 ATl ARSIl A AR BEES e A
FE= Table 37 2om, sid &3 A 540 gk A% FATE B3l A= gl U5 SHAFEES e
& Table 49} 22t} 2 & A7EH ges 2% £ 7 ARREHNCH, H5H
He 9 10378 (43.8%), 9 1329 (56.2%)2.2 A S Sl

d
Jom, Ha Uole 31.884, BEHRE 6272 YERST 3
o] 749, A 23%H(9.8%), URKAHTZ] 11078 (46.8%), F7-24
4173 (174%), 359 14 (6.0%), A9 217(8.9%), 71E} 268
(11.1%)°.= Jepgon, Fskge] 49 digt <o) 1609
(68.1%)= it ol AAYLE AFAH 2= AE 31.9%
(75%), 7371 26.0%(619%), A+ 5.5%(1398), T 5.1% (129),
AL 43%(109), S5 3.8%(0%) T2 ekt

4 W & o FH " e Az gigk $EeEE
202H-509110]81(35.7%)9}F 1-3A17H9H39.6%)0] 7K £ H]
& AAGCE B3 HE ) A=) gk Eedd A, ¥

2 ¢

Table 5. Measurement items for questionnaire

=
AR AERAL A7 Bl 2022 59l E
Ho|EE ulEe g F 235709] vlo|Ert BAREAd] o] &-E|%Y
om, o5 B3 A3 ¥ AES =ESITE 7749 delHE
IBM SPSS Statistics 259} AMOS 242 &-8-3}
QA AlF= &4, Al 4, 14 3
A=, NIEE B THERLE, A28 58 sl HE

Asg =ESACE

Variables Items

References

Internet Self-Efficacy 21

Eastin and LaRose(2000), Glassman and Kang(2012), Kim and Glassman(2013), Miltiadou and Yu(2000)

Performance Expectancy
Effort Expectancy
Social Influence
Facilitating Condition
Behavior Intention

Use Behavior

Venkatesh et al.(2003), Venkatesh et al.(2012; 2016)

Positive Technology Readiness

0 |k, B U L I W

Negative Technology Readiness

Parasuraman(2000)
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29 ) AFE B A

ol wiglwlx oz 29ls|He Aays KMOS} Bartlette]
T8 AE AF, KMO= 9090] Urgkor Bartlett A3, .05
Hrp A2 22 gho] kel Q1R 9] ARgo] Ajtsitiar skt
o gald QiAo e AAE= a2le] §lo] 4719

HSE YERst o, ISE12 React & Communication(R/C),
ISE2= Search & Function(S/F), ISE3-> Knowledge & Skill(K/
S), ISE4 Organization & Effort(O/E)2 "33t ¢1El
2] Zsdel gk 7k iee] ASw B4 A BT w2
AZEE B

NNErdse] digk g4 29184 Az, KMOE 912,
BartlettS 058 T 2 Zromg QolRAlo] xpgo] Hials)
ok ARsE =g, AEA 9, A, Sx102
e, A= B4 23 =57tie 932, ARlA R
9022 ¢ =& AFEE Bom, A|dE 880, EXNF

Table 6. Exploratory factor analysis and reliability analysis: ISE

Awg Bk 24 ae] g 29l
o = + Table 73 7t}
Uo:‘%‘ ﬂﬁ%%ﬁ%oﬂ EH?:’} o]_g_g]l‘:_ 1l 01%—83%01] T/H?l’ %]'*J,J

QIR AN B4 Z3= Table

’
ot

2 Uehdth, 23879 A L (TRNPIAE B2k N2)2]
2 Ui7F AHAER o AFEE 9022 mfS- o NFE
BAT, BEHSFNDS 2HEHE 3= glo] 8828 =2 Alg

H

b

42, MTTARMD SHoIN 208N D8 Mpc o o

ol
X
A
T
o
>
>,
o
in)
:Jd

fo
i

rE; rr
20

a“ %0

i o oo

Items

Factor Cronbach's

loading alpha
3 I am confident in explaining the function of Internet hardware. 912
2 I am familiar with terms/words related to Internet software. .889
(IE/ES:S) 4 I am confident in solving Internet problems. 879 952
1 I am familiar with terms/words related to Internet hardware. 878
5 I am confident that I will learn the advanced technology of certain Internet programs. .823
5 I can find important information for me by using the Internet link. 821
2 I can find good information about topics that are important to me through the Internet. 813
z:;z) 3 I can select and use an Internet link with important data related to me. .809 919
4 I can find important information for others by using Internet links. 779
1 I can successfully find the information I need using a search engine like Google. 759
3 I can find the answers to my questions through the Internet. 792
4 I can answer specific questions by organizing the information I found on the Internet. 788
ISE4 2 I can answer other people's questions effectively through the Internet. 755
(O/E) 1 I can use the Internet effectively and efficiently whenever 1 want. 732 936
5 I can distinguish good and bad information when I use the Internet. 697
6 I can work effectively with others online. .688
4 I can use SNS effectively to communicate with others. .845
1 I can communicate effectively with others through SNS(blogs, Facebook, Instagram..). .838
(IE/ECI) 3 I can provide important and interesting information to others by posting on my blog or SNS. 819 903
5 I can positively influence others' lives through blogs or SNS. 738
2 I can find important and interesting information through other people's blogs or SNS. 672

Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.913
Bartlett's Test of Sphericity. Chi-Square X*=4645.105(df=210, p<.01)"

p<.05, "p<.01
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Table 7. Exploratory factor analysis and reliability analysis: TA
Items Factor Cronbach’s
loading alpha
5 The LFP is easy and convenient. 813
4 LFP's use of the web or app quickly becomes familiar. 810
EE 3 It is easy to understand the functionality provided by the LFP. .804 932
2 The process of using LFP is easy. 791
1 Shopping through the LFP is easy. 746
2 My acquaintances are shopping through LFP. .859
3 I often saw others shopping using LFPs. 857
SI 1 My friends are shopping through LFP. .848 902
5 People around me will continue to use the LFP. 785
4 People around me will be positive about using LFP. 770
2 LFP will help you shop for fashion products. 787
4 LFP offers the opportunity to purchase a variety of fashion products. 765
PE 1 When purchasing luxury goods, LFP is useful. 710 .880
5 If you shop through LFP, you can buy it quickly and simply. 679
3 Shopping through the LFP will save you time. .649
2 I have the necessary knowledge when shopping through LFP. 787
3 I know the shopping information through LFP. 752
FC 5 When there is a problem with shopping through LFP, I will use other people's reviews. 673 .849
4 If you experience difficulties using LFP, you will be able to receive customer service. .626
1 I have the Internet environment necessary to use LFP. 613
Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.912
Bartlett's Test of Sphericity. Chi-Square X*=3367.651(df=190, p<.01)"
LFP: Luxury Fashion Platform, *p<.05, **p<.01.
Table 8. Exploratory factor analysis and reliability analysis: Ul & UB
Items Factor Cronbach'’s
loading alpha
5 I will talk to people around me about the advantages and positive aspects of LFP. .836
3 I have a plan to shop using LFP continuously. .833
Ul 4 I will recommend LFP to people around me. 817 921
2 I will use LFP in my daily life. 788
1 I am willing to shop through LFP in the future. 742
2 I search through LFP when I look for new fashion products. 883
UB 3 I use LFP to compare various fashion products. .841 822
1 I shop a lot of fashion products through LFP. .546

Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.899

Bartlett's Test of Sphericity. Chi-Square X°= 1355.677(df=28, p<.01)""

LFP: Luxury Fashion Platform, *p<.05,

o &
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AYPE A= Table 117 2t

g Fof ¥ Areye] 43w Wi gy ey
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B S Ly |

=
2l kol A}, *=1061.086(df=474, p=.000), TLI=.907, CFI
Jalom, A3t 7} A5 =908, SRMR =.061, RMSEA = 0732 UlEldt), ZEA%x|

2% Comparative Fit Index(CFI), Tucker-Lewis 4 % CFI$} TLI 32 =255 8 Jgrt +D}j7_ Hu,
Index(TLI), Root-Mean Square Error of Approximation(RMSEA) gurdgo g (9oldolH £ A2 st} ubd Flo)A|
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Table 9. Exploratory factor analysis and reliability analysis: TR

Factor Cronbach’s

ftems loading  alpha
3 I know more about the latest technology than my friends. 881
7 I enjoy trying to use high-tech tools. .838
4 I am aware of the latest technological development trends related to my area of interest. 816
TR 5 I tend to try the latest technology products before the people around me. .805 37
P2 2 People ask me for advice on the latest technology or products. .804
6 I can understand the latest products and services without the help of others. .803
8 I have no difficulty using the latest technology products and services. 788
1 I am confident that products equipped with recent technology can be easily operated. .664
1 The latest technology helps everyday life. .842
5 Technology increases the efficiency of work. .838
3 It is good to do things on a computer or mobile because it is not limited to time. 817
TR 4 I want to use the latest technology as much as possible. 798
/PL 2 1 think products and services with the latest technology are more convenient than existing products and services. .755 o1
8 Learning a new skill is valuable. 750
7 Technology enables more freedom of action. 612
6 Recent technology gives me mental vitality. 557
4 I do not think it is safe to look at financial work online. .833
3 I do not think it is safe to enter a credit card number on the computer. 812
5 I am worried that other people will see the information I sent through the Internet. .808
/LI; 6 I am not sure about the work that can only be done online. .807 902
7 If the information is delivered by computer or mobile, I am not sure that the information will be delivered accurately. .726
2 The latest technology will make it easier for governments and businesses to monitor people. .629
1 Using the latest technology can pose health and safety risks. 617
1 Services through the latest technology are not helpful because they explain words with difficulty. 816
Writing about the latest technology products or services is difficult to understand. 172
TR 2 I sometimes think that the latest technology has been made without considering the use of people. 766
Nl 5 When I purchase the latest technology products, I prefer products with only basic functions to models with various 755 882
additional functions.
4 I sometimes feel like I am being used when I get a service through the latest technology. 720
6 I am embarrassed when using the latest technology products in public seems immature. 593

TR/P: Positive Technology Readiness, TR/N: Negative Technology Readiness

F wET 23 AS Wrleh] fEix AoiE R 37 A7)
o] @ 9L vh= RMSEAE 3ol AS4E £& AFPc

FAsict, B 050lskH vl 2 A3, 080lshe T2 F
=, 100l5ke BE A=, 10ET T VHE AR SN
Slth(Browne & Cudeck, 1993). ©]213F RMSEA %2 901y
ZHA= 05004 107IRE AP AEZ 75381l 102
ZI8= 2 Aol Wkl Hokou, 1 o= RMSEA
kel .08elA] .10 AtelolH F7F A=e] A3, .08 H|Fte|H
58k Aoz sfXdsla Yt MacCallum et al, 1996). T
gt Standardized RMR(SRMR) A AkE AaaA o} #zke
FAAAZE Zpolel it Ao AFR, 08HTE 2 3 HAF
dlojelell X e A AFZ B 06RTh HoH 945

e, T 05~.080181H HI3itia s (Hu & Bentler,
1999). o]x38 dukz o' RMSEA ZgAL 815k ool 7Hg
3 2g3he 08HT) Aojok dirial ksl SRMRE] 7% .08
S A% 71F Fo= A E (Hooper et al, 2008), ¥ A
© 4 A3w Ay dhkdeg sk A%
F=
| o Q1 Fetre] xE3F AZATPB)
Eht A NFEREE 2 BleE &
, YPHElS S (Discriminant Validity) 73792 <3 2+
H - EAEZ7 (Average Variance Extracted: AVE)
578 2 AATE AESith 2 Bl dig iEdEE
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Table 10. Correlation analysis

R/IC S/F K/S O/E ISE PE EE SI FC Ul TU TRP  TRN
R/IC 1
S/F 544" 1
KS 364 226 1
OE 5407 6617 5627 1
ISE 7647 7337 7387 885" 1
PE 320" a471™ 81”3817 419™ 1
EE 352" 600" 129" 498" 479" 6597 1
SI 288" 162" 254" 140" 2737 400" 2317 1
FC 4477 661”248 5567 588 586" 6787 3957 1
Ul 3707 336 2797 337" 4197 5797 3997 5787 5457 1
UB 3157 3437 2957 3057 3997 5107 409" 472" 5037 743" 1
TRP 506 5427 6197 6147 736" 5167 492" 3237 588 5317 5507 1
TRN 009 —144" 140" —109 —0I18 062  —080 234 —044 238" 234"  —004 1
'p<.05, "p<.0l1
Table 11. Confirmatory factor analysis model fit
. df p TLI CFI RMSEA SRMR
Value Lower bound Upper bound
1061.086 474 .000 907 908 073 067 079 061
AAR% 43, RE W] FHEEE #7752 CRZFE 0.7 Table 13. Path analysis result - Relationship between internet self-
o]4olH, AVEZES 0.501d0lng B o] SHEgEE efficacy and technology acceptance factors
Faltta A ET) ek IrHElA HSolA] el 7 Path Estimate SE. f  CR p
A et S m=rel ERR] A Al ISE - PE 938 121 713 7767 .000
ZHe 5488 UFERE=T), Table 1204 Hol= A 7 wis ISE — EE 1042 119 806 8756 .000
o] AVEZFE o|uTh % =7 Ueitoua 7} wel 7+ A ISE - SI 443 121 303 3664 000
A% A2kl AVEZRS 3]sl eke-o stolsloint. upeh ISE  — FC 1165 .13 974 8673 .000
2 7ol EEde B4V 9eg st p<.05, "p<.01, "p<.001

43.1. /1Yl 27| &E7te] 71Er8-80d

L

" x]&=

[e}
AREA ] A3 E AHEW, Chi-square=662.537, CMIN/

df=1486, RMR =048, GFI=.901, AGFI=.905, CFI=.962, NFI
=905, IFI=.963, RMSEA = .0462.2 UElton <lgy =

7] Zsgel esgaglel MAE 9ol U Az

Table 132} 72t}

3T
=

00002 HHHoz folat 93
g Al 2] &gte] A
A, CRFO] 3.664, p=.000, ZRZA wxE= &

ko] 8.673, p=.00022 FHFHoR fogk P Fr).

11}(e3
jN
rir
N
o,

o
rO
a
32
i)
ke

I 2MRE0] JASIL (= A=l tigh JAEYl 2] &

WA QB 2] Bertat 2 71e888] 1ke] AIE A sae] A EHES T HE 7 AdgelM sk A
HEH, Bl 2] &szte] Aaidel rixle 932 CR 71, =271, ABBlA] 4%, Szl BF 3 9%
el 7767013 228 p=.0002% FHHo= Foldt & T e ¢ i
e Fom, =g vX= JRE CRHO| 8.756, p=
Table 12. Convergent validity result

Variables PE EE SI FC Ul UB ISE
Construct Reliability(CR) .881 932 .905 854 922 877 .805
Average Variance Extracted(AVE) 597 734 .655 543 703 587 583
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Table 14. Path analysis result: Relationship between technology
acceptance factors, use intention and use behavior

Path Estimate S.E. s CR. p
PE  — Ul 551 135 453 4085 .000
EE — Ul 008 .13 006 .067 .947
SI - Ul 472 077 432 6164 000"
Ul - UB 916 .08 872 11391 000"
FC — UB .19 074 .08 1623 .105

p<.05, “p<.01, "p<.001

432. 71580900 HE SAZUE o8 Y o] g}

ol PXe 9

7} 716542213 o] gox o] HA L o]gore} o)%
g5 7+e] A gk A2EA 4 Table 149} 2t}

A7 7 ol & & A= C.R.Zkol 4.085,
p=.000, AF8Z FFe] mXE= G CRA 6.164, p=
00002 el H(HAHoZ fojgt Je nxe Aol 2kl
HRou, =87|tE CRAC] 607, p= 9472 YERL} EAH
o2 FoJalA] kol I E BE HHAZUE ol &
o=} o] g HlX= FF C.RAL 11391, p=.000°]%1
o, Fxlx70] o]&qFel WA= FFS CRAL 1.623, p

T

Qo

Constrained model 121 Measurement weightsellA= 8.
TYH AL B FATIA ST o2 &
o] FUAE Bt} 39Al Constrained model 2914 E F
TYHoE ARG 7] A AR BAke] B
A AW BEQkow 4TA Constrained model 391 Structural
covariancel A= %1 Ao}l At dXAAE BRlGE] 9
3 2eAIg 3AAIE Bl Rl 2= SHA Con-
strained model 42] Measurement residualsoll A= 20|19} 35
Al, 223l 4AE FHA TYAY ARE Adske 2RIS J
RIS

TR/PO Tt HIA| kR A} Ak 19] Ayv'e 39.584, pgt
2 07322 UEReH, TRANC tigh BA| 23 A kr s
19] Ay*S 37.885, pare 06202 LFeERTE wheba] 7]%]
Zof gk 38 Jutk FAHFHQ] Hd B By W opy

2} Ao} 27
o

RN

oo X X
%oz Ay

= 0000 UpER} B (HAOR feold Gamele] w9l A el olgelmel] AL Gl Yol T /1%
=k, wep HE SR E dis dIriveh Al 9 FHEE =2 JHE@B=.536, p<.01)F =2 FeHp= 262,
o 2A5e] BE AHFRE ol §lme] TR T
FE= 7)e48 a0lojH, oy o]8YrE ANXES] WE ¥ Table 16. Moderating effect result: positive TR
AEHE o845l A2 s Frhe A& & + itk Moderating |, Estimate Z CR
Factor Low(n = 113) High(n = 122)
44, =X SQM M U =HEI 2N A PE > Ul 347 5187 1964 1436
441, 23 A4 A4 EE - Ul  .032 —.154 1238 —1.121
TREEAURA S &7 96 2AEAA ARL Adsle] 3 TRP SI - Ul 262 536 3.832 2.069
Stel 24 19 FLsitiar A=A Helslgit). Table ur - UB 945”7 8407 2493 -1.624
159} Zro] 194 Unconstrained modelollAE Fel5dA A5 FC — UB  .046 077 163 441
o2 e Aol FUdWE Byon, 29 p<.0s, "p<.01, p<.001
Table 15. Multi-group confirmatory factor analysis model fit
R R RMSEA
X Ay p TLI CFI
Value Lower bound  Upper bound
Unconstrained 1725.074 .829 .847 .059 .055 .064
Constrained model 1 1764.659 39.584 073 831 844 .059 055 .063
TR/P Constrained model 2 1774.690 49.615 .057 829 842 .059 .055 .064
Constrained model 3 1823.933 98.859 .000 .829 838 .059 .055 .064
Constrained model 4 1898.303 173.228 .000 826 .830 .060 .056 .064
Unconstrained 1815.359 .840 .856 .063 .058 .067
Constrained model 1 1853.214 37.855 .062 .842 .854 062 .058 .067
TR/N Constrained model 2 1837.353 21.994 782 .845 857 .062 .057 .066
Constrained model 3 1880.457 65.098 143 .846 854 .061 .057 .066
Constrained model 4 1976.297 160.938 .000 .841 .844 062 .058 .067
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Table 17. Moderating effect result: negative TR

E FJHZE o]gol o] A= 5 - FHE

Moderatin; Estimate
Factor ®  Pah Low(n = 121) High(n = 114) X CR
PE > Ul 580" 4160 1176 -1.171
EE —» Ul —.060 057 345 627
TRN SI —» Ul 376" 47" 092 -316
u - UB 82" 862" 264 524
FC —» UB 165 067 842 1011

p<.05y% AWRW o] 38328 FAHOR §od 71F
3.8400 T FESIAYE 7 BEE CREES 2.069% o=
sleitn Beteks 712 gl 1960ke] sAolER 2dEz
btk 5 ek web w5 BE HHEDE
N80T F A81H G ol gelme] WAE
N o R AR BHA LTt Bl
FEH = Ao RIS Tt vhA] AAlex 9] T
A 7Nered 2dade e A 2%keH, Table 173
ol FAH 7eEHee] 2dad 9] fFo4do] UER A
got, 7t 71egacle] o gow Bl o] &3 F nAe JF
o o} ¥A rEFure] 2EaHE gE o B
At webe 2BREe] SAE Tl et sAEPE o
sk AL31A oJgk) o] 89w 7ke] Al FdsA 2daat
s g T3
RS 51?_1?:*43 sl 470e] &Il React &
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