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The Influence of Behavioral Intention on Usage Behavior of Chinese Online
Fashion Platform Consumers Using the Expanded Unified Theory

of Acceptance and Use of Technology

- Focusing on Generation MZ -

Zi Wei Li and Jin Young Kim""

‘ Dept. of Fashion Design, Hongik University, Seoul, Korea
I)Dept. of Textile art & Fashion Design, Hongik University, Seoul, Korea

Abstract: The purpose of this study is to investigate the impact of technical acceptance factors of Chinese MZ generation
consumers' use of online fashion platforms on behavioral intentions and usage behavior, and to determine whether sat-
isfaction plays an additional role in the relationship between behavioral intentions and usage behavior. The research
results can be summarized as follows. First, among the technology acceptance factors that influence Generation MZ con-
sumers when they use online fashion platforms, it was found that performance expectancy, effort expectancy, facilitating
conditions, hedonic motivation, price value, habit, and content quality significantly influence the behavioral intention to
use online fashion platforms. Second, the facilitating conditions and the platform usage intention of Chinese Generation
MZ consumers directly and significantly influence the usage behavior on online fashion platforms. In contrast, it was con-
firmed that habit does not significantly influence actual usage behavior. Third, this study confirmed the moderating effect
of satisfaction on the relationship between behavioral intention and usage behavior on online fashion platforms. This
research, which proposes a research model explaining the usage intention and behavior of online fashion platforms based
on UTAUT2, integrating not only the organizational aspect but also the consumer aspect to empirically verify the usage
intention and the final usage behavior from the general consumer's perspective, has academic significance.

Key words: online fashion platform (22}21 314 Z33&), extended unified theory of acceptance and use of technology
(F49 FF71&58012), Chinese Generation MZ (F= MZAIW}), consumer behavioral intention (&H] 2} AME-9] &),

usage behavior A-&33%)
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Z2Y & (communication platform), ZF
1 Z YW E(asset sharing platform), ZE= Z Y Z(content
platform), A8~ ZE(service platform)s©] THCheon &
Jeong, 2018). ZYF o Atz Y Ay el wjg} SAE
o] f¥L A BHRYx Efﬂii(business platform)z} AH]2
ZREFOZ theth H| RS EHEL 979 oy A
o] AF B AMHE ZIXE AL Rl weEl AHRE
Aol A3g sl thH SYES FAsEt Al SHFE
< FAE FA 7I]de] AF B ApE AE AR ALkl
Agshe ©H ZYWE (one-sided platform)S 74 3HCHSong,
2021).

st 28] #iAd FAEFL Hodste FAle wel c2C
(customer to customer) Hi= P2P(peer to peer)?} B2C(business
to consumen)Z T THIm, 2020). ¢J7]4, C2C E+= P2P=
NQl 7kl AHE ow]shH B2C‘:‘ ArdAreE 7HQ1 7+ ARE

ofrlgi}. ekl S BAEL A AT UF AUE 3
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‘cohort’E 97|t} Shon et al.(2021)c AUE FEse W
2lo] A I, dol, AelF], #315 54 Fol TR
T 5 ol 71Fe] oA ARggtial A3 Table 1
ol ®iE ulel 7ro] M(Millennials) Althel ZAIthe] AHthe=
ZAP ] wel o ti2c) Kim(2022)2] Aol ulEs
A RS AlER ARJsl Al (19493 o)), wlolu]E Al
tH(1950~1964'3), XA tH(1969~1979), B UL A|th(1980
~1994'd), ZAIHH(1994 ©]F3)Z Tk B el A9l
MZAdE FHYE Aldiek ZAdE = otk & MzAY
= 1980 o] % ejold AUIE ofngitt.

Nang and Kim(2022)¢] <ol wl=2d ZEud At 3
FH, Jd8dl 5 OAd #F0) =& muid, 1TV]&, &4
YIELZ A8~ (SNS)ll 53 At e} MZAe &
AL ATET, o]52 U AlgET ER=9} TRl RIZ
3t zpale] RIES FAl8lY 7HX] AM|E A FRHAE HE
Tujol] Aol §lom, Eukd e mEA A-gste] g
Aoz Hg 289l &3S A ITHChoi, 2022; Lee,
2020), Al71so] ZEE Al2F Aol B2 #AES 7R A
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Table 1. Range of MZ Generation

Generation Reference Age range
Kim(2022) “Born between 1980 to 1994”
L h(2022) “An 1981 to 1996
(Millennial) ee and Oh(2022) yone born between to

Jeong(2022a) “Born between 1980 to 1996”

Statistics Korea(2020) “People born between 1995 to 2004”
Z Choi(2022) “Born between 1997 to 2012”
Kim(2022) “Generation born after 1997

2le] #4l Fopel] A7k =8 op7]A] YTl FAIh
=2 MZA ARREe e gulsi, Elonles) 9=
% Yo PaS W} JA Felxol &3 A Uth(Tian et
. 2023). 53], 5538 =4 E 53 MzAlA 2
1H Am 2= %LUHE‘ A S8 9egt ) o), o
ol 2 gAY, ‘
o o]52 AME L*Oi EH*S_ ZYPES B Fe=Z Agsl
XHWPo}O% F8I4E WL YriLin & Zhu, 2023). o]
S 24 vtje] EYES 3 AlE FEES BE, AR
YHE i, iE}O W g sl Aol dukFe]
CHSun et al, 2021). =3t = MZAId= ARpIke] 55351
NS FAI8H, ol oA &nlel digh 7iQlstel wEsle] o
T2 VERH (Li, 2022), A B 48] o] ket AR
lm ANYE TR e A2 e Lol ne
A TRES 243 FF70] AHAES FX= MZAUE
28Rz ZE AR AR do] HoH, o529 iﬂ]*é%k
o} 71 58 ATshe Aol Fasitiar LLLD}(Lim 2023).
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Venkatesh et al. 2003y 2R|AE2] 71e5-8ol e =&
d5H3 duds 2tE T@71578°l2(UTAUT; Unified
Theory of Acceptance and Use of Technoloty)y2 AT,
T ETEOIE(UTAUTYS 71E8RY(TAM), F2l4 &
FIO1E(TRA), AFEIQIA]Z(SCT), E71EF(MM), Halgto]
(D7) 59 &l 7l o] 9 RdS Ttk 755
AL, ARk o R 27 Bl vz SN vt 71ee] A+
o] A= 23 U 7% $-8(acceptance) 71ES 71&317] 9
3 JNEEle] 7]e 7] AR =9 dEd Fag ot
PES slAsH(Hong, 2022). UTAUTE /3371 (Performance
Expectancy; PE), =27t (Effort Expectancy; EE), AFS]4 4
3K(Social Influence; SI), %127 (Facilitating Condition; FC)
£ AgagioR ANl LHAEY PBF YEE A5 F
A= o]E°]th(Jeong, 2022a).
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& Herrero, 2012). =F 7| (EE)= 2H|AFE©] A|l2E]3) 742
71EE AR Aol tiek 4% AER A=, 53] 7s
ARl 7] WAlOl e A, ©1F F8sloF T Fart
7] wiZe] Fad 29log HrFETH(Venkatesh & Davis,
2000). wE B Apos AvjxEo] 28kl dAd ZYE
< B3 HAAIES sk ARl aFEE =EF ol
FE] 93 4, 282 0] UE AL LS =E€/|gE
Aefgit), AR A2 AR AMHE A S5 5
Atk U= A2 B 5 9lon, w77t AMgo = 34
A JES A= Blo] ATHUTHWang & Wang, 2010).

ARBA FEFESHS 7ol T 5o T F83 AE
o] §4 7l&olv MRS AZHS ARgSlof st B A=
2 Aoj"ti(Venkatesh et al, 2003). & AFoHE Al3]Z
FES HANES Flske o o] T ARES] 289l o)
A ZYE 018 A AEE At o A0 o] 7]
&S ARSI wEl B el AJMe JEks 9] i
ARzl 22l A egloz 7 o3 ARSI o
T2 MR JR7|Ee] Fgoret Ho] glon, gRle] A
7t} 5ol JIgE ErE et wold sedel A
thKim & Jeon, 2018). ZXZA(FC) 7lglo] Al2=don} 7]
%0 ARES Aal] Qs A Aol 71&A]] J|WERrt
ZErol gy e Y2 go)Fth(Venkatesh et al,, 2003;
Venkatesh et al., 2012). Mardjo(2018)2] 10l w2, Facebook
39 FUFS ol8she A AHRES] FR1R70] A ®
o fougt JFS vX= ALE YeRth

TR 1. Pl A FLE ek MLATH 2] HA N
©a0) 4l FAF] e ApgSE] F(+)9] F2 11 Aol
K 2. Pl A FLE ek MLAEH 2] el

Table 2. UTAUT2 Research

22jol G FAF et AESLEo] F(+)e] FFE F)E Ho]ch
71 3. 22)9] A EFE) ek M) M)A 427§

2219] 73] FAF TS ARE-LE] F(+)o) F8E TF Foh
e 4 229 AW EAEF) He M) L1130 SEE

2ol A FNF ok A§LEo] F(+) 9] GF2 v)E Aol

Venkatesh et al. 2012y FH7]|& 482 7453 ojde] A
TRFEC] S FE] S8, 23] WellA Eoke 7191d
ol 84t B AF-EA WrdEs gt ARR) AdRlAe] 7]
% £S5 AYsts UTAUT2E 3712 /st ol%
UTAUT2E Ut fofe] Be AAES T3l g Eobe
730 B AR QRlo] F7hE A7t =L Q). 7}
Hoko] tafst AFREe] 71% UTAUTO|ES E-4-35aA 3
F ool Aget 8RIES FUslY EXE’ UTAUTERS
gg3l= e Table 29} 72t}

Table 204 HolE HTEHAS AHET, Kim and Jeon
(2018)2 UTAUTS] 8111 Ao, =87|d], 2154 93,
1z, 349 UTAUTONA AxE 821l Hgd 571, &
22 AR 22002 QE Y, EEE Frlsle
=& 7]%&(drone technology)ollAe] AH|A}L] FEATE =
3 ®H3kom | Yu and Han(2021) EF4d UTAUTEES
B3t A7, =871, ALY |, FXxd a8 F
7HoR A F7), FAF /HA7IXE FE A RE A
zo tigk AH|A; BES B A #Aek A F
Kim(2019y2 oA 35 ofZgA o) o] thgt y-ollA A=
o, =87, AB1A 93, EXE2AE SHHSR A,
AHzke] AHE 2H WHEE dHsY ¥
(2022bys BF 7leggolES /vte g HgE 57, a8,
7HA7HA] 9] 2218 Fsle 28Rl #A
H|z} P52 Bt Herlee] e s 7iee] 4
=lo] A2 FHEElE Ak T, A AgaMz HAl
71&e] Ego] AF ®slE FA F=IHL Uk(Yoo, 2015).
e A Fopl|xe] AnRRES] TlErgel tigh At
Al A ohFst godollx] Es] HEE A it o]H
theFet M ArEo] ey HMe] A 18]35 UTAUTO]

Research Topic Independent Moderate/Mediate Dependent Reference
Agricultural digital PE, EE, SI, FC BI UB Hong(2022)
Drone technology PE, EE, SI, FC, HM, PV, PR, HA Ul UB Kim and Jeon(2018)

Fashion-beauty service PE, EE, SI, FC, HM, HA, PV SE Ul Yu and Han(2021)
Fashion sharing APP PE, EE, SI, FC AG BI Kim(2019)
Mobile payment PE, EE, HM, PV, HA, RS, PZ, PP - SF Zeng(2022)
Online luxury platform PE, EE, SI, FC, HM, PV, HA AG, GD, SF, BI UB Jeong(2022b)
VR device PE, EE, SI, PR, IN, CQ? Ul PI Choi et al. (2017)

Notes : AG(age), Bl(Behavior Intention), CQ(Contents Quality), EE(Effort Expectancy), FC( Facilitating Conditions), GD(Gender), HA(Habit),
HM(Hedonic Motivation), IN(Innovativeness), PE(Performance Expectancy), PI(Purchase Intention), PR(Perceived Risk), PV(Price Value),
RS(Responsiveness), SE(Self-Efficacy), SF(Satisfaction), SI(Social Influence), Ul(Use Intention), UB(usage behavior)
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(Price Value; PV), 5Z(Habit, HA), &&= 3% Z (Contents
Quality; CQ) 47FA 8218 F7183]th. ol B3l “Af=&
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Z7%-5 ou|dhtk(Venkatesh et al., 2012). kA, & Ao
AMe 2ERl A SRES o8k AN B MZ
Al 2RREES] EAgoY 718 2 B712 sk
2HRFEC] B4 7eS ol §FoEN A EA%ClY Al
= o8 EE FNTE 8% F shvolH, AnRES 54
71&& AMgshe ACERE O B oHE 4g AelEa o
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20l I FGE| T 1§20 F(+)o] FHE 71 Ao]r
T 6. 22 A FeE) ths MIA £v)3e) A}
2210 )i FAF e AE2E0) F(+) 9] FL 7 F Ao)5h
7K 7. 222l A FAF e MIAI 2R S e 22
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Khechine et al. (20202 AS14 575 53¢ Se]
A 2"E o)gdhe thiAFES] Fx1x0] ARl folgh
FES PIAE RS RIS olHe A3E vigog, =X
z7lo] 2Rl A ZANFL] Aol Fa3 FFE HA|
= AL EE, A AREAE AHAQ FEE vXe A
o7 oAt 4= Qi) E3L Jeong(2022b) AH|AL FHo] 7
Aoz 28Rl HE TAE ARAE s %S F+=
AL RIS 0|5 niEgo g, HFFo] 282l A ZUEL]
ARgelmel F88 IS PXe ZolH, ARgAEE AH
A YIS vAE AR AT 5 Sl old HAAFE
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P52 e 9= J== 7FHrH(Venkatesh et al., 2012).
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el ok del . 23411 sdeltt, B A=
£ aHREe] I AlFS Tuliel] S 22l s EHE
< o83l HAY AAE HES T $o] REER s}
At

A 7ke] AR gol A AYPATE AT HEH, Bayih and
Singh(2020) #4Aol| gl AH|R BEET) AL o] AR

rx
EESA
o >

9,
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% 0 YEF Ale] WA ofmT £AEAAE PIAE Ao 32 HHET

disl Asien. B4 B, gAel wEst Bgae) A B 7ol AE ARA WrES 2§50 NS}
Sols} 4A) B Alole] WS 2YFE VL Sk R YL Fusp] S8 AYDTIA o] YFE ZYPRES
= UbEsith, Fan and Wang2022) 2] e2fQ) AMge] sl Sgslel Abgalglon, i) AnE Erw
wsh FE Alls] AT B e, 2B BAFNN  AYW BFES FY nosiel AF AR 29 ¥H g
AT el BEY Ao O avlAe] MEES 20 9L Susidth 24 29 TR SRFY THL Table 3
A ARSItk BAA, BEEAL ) A9 Bl 3 gtk 2 ARERe] SR <Hs] oheh1ay ey <9l

WAEAE 28-S ke o= Yt =, &R 7 Av 238 th(5%)79] Likert scale 78 == 473t
SEE A2l el a5 2El ARg-eles) dAl T

g5 Atole] Ao 3lEE Flog Btk wEhA, 4H] 33 EETE Y SMuky

A7t =7le 2Rl #A EFREC] MSEE AR xS AMS- 2 Ates 2Rkl #A SAES olshe ARk Ve

qE k] BA FFE wE Ao o). SAETL ool WA= FFE Golrr] 3] AL
AR 22l A FREL o8 Aol UAY Tl HE
7H1 12, 2219 i FHE OjFt MZAIG) LP)R0] AlgLE B o] = MZAIY ARl A7 S HYsIsiTh. wiebA], &
MG P ES] GEAA VIEEE FEFFE 1)F FHojo) 2l A ZHE ol § Aol de= MZAIY H AHRE
e s HAEXAE gt dold +582 2023¢ 1¥
3. i 10Y5E 29 15U7kA] 93 (Wechat)e 53] = om, &
3379 HolE7F =] B0 ARSEHATE. 71241 Q1+
31, ooy BAEH 54E Tetelr] QlEiA A, Uol, HE 8, A4,
2 A7 AFEHE o Fig 13 2t o]& Bl A+ 4 Bt &5 FF, UE AR 221 I3F eSS AT R
V& HsstaAr g A, FE G HAAE A, AR AR, € &

Performance Expectancy

Effort Expectancy ) HS
Socal Influence 3
Facilitating Condition <He : ~
™ { Behavior Intention L g Use Behavior
Hedonic Motivation t H12 -
3
Prie Value L Satisfaction
Habit . )-e
Contents Quality Ly
Fig. 1. Research model.
Table 3. Variable Description
Variable Items Range References
Performance Expectancy 5 1~7
Effort Expectancy 5 1~7
. Venkatesh et al.(2012; 2016)
Social Influence 5 1~7
Facilitating Conditions 5 1~7
Hedonic Motivation 5 1~7
Price Value 5 1~7 Jeong(2022b); Zeng(2022)
Habit 5 1~7
Contents Quality 5 1~7 Choi et al.(2017)
Satisfaction 4 1~7 Jeong(2022b); Zeng(2022)
Behavior Intention 5 1~7 .
) Hong(2022); Kim and Jeon(2018)
Usage behavior 4 1~7
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ZYES o835l Tl A ARE AL 2E HlolH
= IBM SPSS Statistics 26.02 Saf QQI18A = Algx 7
A A BAS e, AMOS 245 3l gelA
22084 7y 9 A3 Jdelds, FHEE, JTEEE
= AESAU.

3.4. HEo| EM
APEA T EAol tiet Wiy Axls v P &
E o] ¥l e FARE 3319%(100.0%) 02 VERES.
, 2Rl WA FHES o)&dl £ Aol e MHAES
o Holgrt FHENSS ERIE & Utk Table 4).
W Avum GBS 574%(190), 1AL 42.6%(14178)2
2 Uehten, ol 304 W7t 41.7%(138%)=E 7P B9k
I, 204 WQI7E 29.3%(97)E 404341 (29%)2t HlZ=EHA] ekt
o} F= e ST} 1198 (36%), L55H0] 10843 (32.6%),
AAPE 589(17.5%), BAF B ol 259 (7.5%), T3 R ©]
S 219 (6.3%) 02 Yeth Ahe] 3%, A 35.6%
(118%), aFU2 24.5%(817), Urk AFNFAL 15.7%(529),
A9 DL 12.7%(429), SIS 7.3%(249), 71ERE 4.2%(14%)
T2 UERT

4 HE 25L 10,000~15,000919F #I=E 15,000~20,0009]
QF HFH} 5,000~10,00091%F PITEO] 133%(40.2%), 84%8(25.4%),
558 (16.6%)y= 02 -5 AL o, 20,00091%F ]

£ He

Table 4. Demographic Characteristics of the Respondents

2ol 437 (13%), 5,00091¢t w|Tto] 167 (4.8% )yt 2 VeI
T2 AR 221 3f W8-S A5 He AR 254%8(76.7),
7FE Re AlEE 778 (233)0 et F Ha wAd AlE
THIAIZRE TAIZE o) ido] 124%(411), 5~7A1710] 26.3%(87%),
3~5A17k0] 31.7%(105%), 1~3A17F] 18.1%(60), 1417k ©]3}k
7t 11.5%((38%)= VERstt), gk fjAAE TP =RE gl
A3}, 280l AE aFZTHELS 34.7%(1159), T &3 &
NEZ-L 30.8%(1027), TVEEL 17.8%(59%9), L=k w4
2 8.5%(28%), 7IER= 82%(278)= uUEhdth € A5 di
AAEL] 2HHF2] 7S, 20%~30% 1T 34.1%(113%),
30%~40% TIRRS 25.7%(859), 10%~20% TITHS: 16.9%(56
1), 40% °1AS 154%(519), 10% TS 7.9%(26™ =&
ERsiT

2

=

ol
-

[e]

= o

Z% ZA)9) 31T Table 49 AAIE v}e} 7Fo], KMOE &
gk oz 7oldold st Aoz dAdEer SHEse] &

Characteristics Division N(%) Characteristics Division N(%)
Male 190 574 Browse other’s Often 254 76.7
Gender .
Female 141 42.6 sharing Seldom 77 233
Around 20 years old 97 293 <lh 38 11.5
Age Around 30 years old 138 41.7 ] 1~3h 60 18.1
40 ~ 43 years old 96 29 Average shopping 3-5h 105 317
time each week
Junior high school 21 6.3 5~Th 87 26.3
High school 108 326 >7h 41 12.4
Degree University 119 36 professional 115 34.7
Master 58 17.5 Comprehensive 102 30.8
Doctorate or above 25 7.5 Purchase route TV shopping 59 17.8
Student 24 7.3 Offline store 28 8.5
Staff 52 15.7 Other 27 8.2
Civil servant 81 24.5 <10% 26 79
Career
Teacher, doctor 118 35.6 Fashion items’ 10%~20% 56 16.9
Freelance 42 12.7 consumption 20%~30% 113 34.1
Other 14 4.2 Proportion 30%~40% 85 25.7
<5000 yuan 16 4.8 >40% 51 15.4
5000~10000 yuan 55 16.6
Monthly 10,000~15,000 yuan 133 40.2
income
15,000~20,000 yuan 84 254

> 20,000 yuan 43 13
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QIEA A3 KMOE 933°] Ugkenz Fasirtar dhas|m, B okl A th(Fomell & Larcker, 1981).

821749 Algo] A sHA] Fhsl= A2 Bartlett' test= B Aelr SARY] 7 Pd SurEe] ASE
11835.412(RHF= =780, p<.001) £9184e] Algo] Agtalrt 4 ASAATL ' =1474798, df=1270, RMR =036, GFI=
3 S Aok SRS g 290 RE A, = 987, NFI1= 9872 UElst). o5 53l <] 2ol v
27, 53, ARE 99, X127, AgE 571, 77, g vkt FEAS FAY - YQUTh EE A= £445,
&3, 22|y Fdx FHE AT et s AS Z4W5ES] AT A2 Cronbach's o ko] 700 oo g,
o] A% B Ao oleE FA/ME] Cronbach’s a= A7 S ko] Aol FREHAT AdE AT o]
71ei7t 925, =271ul7t 918, AlS|A P 928, FX12710] AFT 21AA|X], AVE %, TR EE U5 wet 5
922, ANFH 5717F 926, 7HATEX7Y 923, ko] 927, o=z veht, 5] N digh FHEERA ] g9l
Z Z#o] 9302 YER} Nunnally and Bernstein(1994)0] = HAtH(Table 5). TFHENIAFS ASsl] S8l HEAS A4
A NFEAQ 70S A8k AR Ert Eokal AT shoAch. ARG 7ke] AVE Frol zh FAgre] A

FEHgo] ek 29184 A3z KMO: 879, Bartlett' test AR o ade 232, SEelgAo] RIETtKTable 6).
£ 2439.591(FH% =36, p<.001) 528 YERL} Q01829

Abgo] HTSITHIL B 4 glom, B thEk 991 A} 43 B=EN AL
FolEsh AGAE T HE FNGT} ekt AR AR AREN] HFEE RMR - 935, GFI=.902,
A A AR = 926, AR ES 9092 UER} 2=t AGFI=915, NFI=.931, RMSEA =.046, CFI=.922, CMIN/DF
ETRL ERIFITE viAgre 2 2] s i 21l =1.9962 YERTE 7 A= 442 Table 74 32Tt
24 A3z KMOE 832, Bartlett' teste 1001.067(RH+-% =6,
p<.00D=Z Ve, AZE 2 918Z w9 =2 AHEE 4.4 AH|X} ARBC|z2t MBS TAOM E2UE BEES
HATHTable 5). ESSkpnl
2 ATl e UERe] FAFG.030E VISR, R
42 TNES| MEY o Bt HE TEE F Ow, 5 W2 ISR 25166, 503%)5 =2
BHPAE EAT & FA B E48 JPs] A TELE 251657, 49.7%)= T/3890H, 2 AREA)E &
ol Zt ZAANE FA ke #S ®icle] BlgsiAl HEE Ath F 258 SR v a5 21F Qe s 1
] "etslz] 918 ElA Q1A (Confirmatory factor analysis: Polo] =L E Hriely, o AFE migo g ok 7k =
CFAYS A8t &R1H aRIEAE 38, d7RdES & ATz FAMdS IRIsk] 3 TEEHA 4] o FolR
A g £35S A7 (Standardized Estimates)”} ok A 2de] AP FEINLT, ole FholAly HA
6(.696~917) o]’do]n, CR 2 EF 5 ©[%(913~.930)0.= O¢=128.771, df=76, p<.001)a} H3= A5(CFI=.907, IFl=
UERITH AVE ZES 7(913~932) ooz, ZAsllE B 92, TLI=.925, RMSEA =.056) A= gelslith. BiEol,
o] EE SR FEelM sl S48k vkl At ZF a91e] AAgke] 700 3o wA S FEAC] ==
k. WE AFHGE W7k TS CR & T oM, AVE £ < & e
soldeld AFHYEE 43T & Youw B A7 4% AP} A oI5 RO AMHF SAste] A
Table 5. Confirmatory factor analysis and Cronbach's a alpha analysis
Ttems lz:fifl; @  AVE  CR
Online fashion platforms facilitate my shopping for fashion items. 983
These platforms provide a diverse array of fashion items for purchase. .800
PE They prove to be helpful when it comes to buying fashion products. 816 925 928 722
Utilizing an online fashion platform allows for quick and straightforward purchases. .823
Time is saved when shopping through these online fashion platforms. 813
You quickly adapt to the website or app of an online fashion platform. 974
The features provided by online fashion platforms are easy to comprehend. .809
EE Online fashion platforms are simple and convenient to use. 785 918 .920 .700
The process of utilizing an online fashion platform is straightforward. .830

Shopping through online fashion platforms is effortless. 768
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Table 5. Continued.

Items 11: :Z:ﬁrg o AVE CR
My acquaintances make purchases via an online fashion platform. 984
My friends also shop using an online fashion platform. 7196
SI I frequently notice others using online fashion platforms for shopping. 835 928 0.93 728
Those in my circle consistently utilize online fashion platforms. 812
The people around me have a positive attitude towards using online fashion platforms. 825
1 possess the required knowledge for shopping via an online fashion platform. 972
I am aware of the shopping information provided by the online fashion platform. .801
FC  Should I face any difficulties while using an online fashion platform, I can rely on customer service. .807 922 924 710
I have the necessary internet infrastructure to utilize the online fashion platform. .804

If I encounter issues while shopping via an online fashion platform, I will consult other users' reviews. .816

Shopping via an online fashion platform is enjoyable. 973
Using an online fashion platform for shopping is quite engaging. 815
HM I experience pleasure when I make purchases on an online fashion platform. 813 926 926 17
It's a fun experience to shop through an online fashion platform. .805
I believe that shopping through an online fashion platform caters to my needs effectively. 815
If you shop via an online fashion platform, the prices are reasonable. 979

The cost-effectiveness of the products is high when shopping through an online fashion platform. .802

PV Using online fashion platforms is economical due to various benefits they offer. .803 923 924 711
The products offered by online fashion platforms are affordable. .810
Shopping through an online fashion platform is cost-effective, saving both time and money. .808
I am hooked on utilizing the online fashion platform. 984
When I purchase fashion goods, I rely on the online fashion platform. 815

HA I exclusively shop for fashion products via online fashion platforms. .826 927 929 723
It has become a routine for me to shop through an online fashion platform. 810
It feels second nature to me to use an online fashion platform for shopping. .804
The offerings on online fashion platforms are extremely varied. 970
The content provided by online fashion platforms is quite useful and aids me. .820

CQ I find the content of online fashion platforms very engaging. .846 930 932 732
The material on online fashion platforms enables me to elevate my fashion sense. .816
The content on online fashion platforms is very authentic. 817

Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.933, Bartlett's Test of Sphericity. Chi-Square X= 11835.412(df =780, p<.001***)

I intend to keep on shopping frequently using online fashion platforms. 985

I'll share the benefits and positive features of the online fashion platform with those around me. .835

BI I aim to incorporate the use of online fashion platforms into my daily routine. 819 926 928 723
I'd endorse the use of online fashion platforms to people in my circle. .809
I am eager to continue my shopping through online fashion platforms in the future. 789
When in search of new fashion items, I navigate through the online fashion platform. 983
I utilize the online fashion platform to compare a variety of fashion products. .804

UB L . . . 909 913 725
I frequently purchase numerous fashion items via online fashion platforms. 799
I have downloaded multiple fashion platform applications and am actively utilizing them. .806

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .879, Bartlett's Test of Sphericity. Chi-Square X =2439.591(df=36, p< .001)***

The services offered by the online fashion platform exceed my expectations. 963
The features of the online fashion platform are more extensive than I anticipated. 831

SF . . . 918 919 742
The user experience on the online fashion platform greatly satisfies me. .823

My experience with the online fashion platform has been more positive than I initially expected. .819

Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.832, Bartlett's Test of Sphericity. Chi-Square X =1001.067(df=6, p< ‘OOI)M’k
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Table 6. Correlation analysis

g18/x] A25H 3%, 20234

PE EE SI FC HM PV HA CQ BI UB SF
PE 1
EE 448" 1
SI 457" 470" 1
FC 493" 415™ 425" 1
HM 453" 447" 439™ 453" 1
PV 27" 445" 338" 359" 38" 1
HA 3597 385" 378" 431 386" 281" 1
cQ 458" 472" 4547 449 504" 4517 369" 1
BI 411" 485" 371" 384" 449™ 410" 378" 481" 1
UB 486" 457" 413" 4447 5217 480" 372" 507" 498" 1
SF 381" 446" 318 436" 420" 409" 411" 449™ 466" 449" 1
Note :**p <.01
Table 7. Path analysis result
Path B SE. CR. P
PE - BI 214 093 2.291 0217
EE - BI 234 055 4.289 000"
SI - BI —.007 041 —.141 888
FC - BI 331 126 2572 011
HM - BI 192 048 3.584 000"
PV N BI 191 044 3.565 000"
HA = BI 117 043 2234 025"
cQ - BI 161 045 3.039 0027
BI - UB 308 070 5.864 000"
FC - UB 184 059 3.688 000"
HA - UB 094 054 1.890 159
Note:***p< .001, **p <.05, *p <.01
Table 8. Moderating effect of satisfaction
Path coefficient g
Path - 5 ® .
Low High X CR § .
BI = UB 2477 367 4526 2617 g
Note : ~ p<.001, "p<.05 p<.01
L g
oF B3} viA|eF BE 9] AR wsle) wE FlolAly HES . o  sF()HaGH
Bl Hrlelder, & AR Aol FH(CR)S 3l o] - . «  SFE-ow
£ I AR EE B2 VLR oA AREEEel
ot g2 mHTHB= 367, p<.05). ¥ UEE 159 Usage intention-Low Usage intention-High
Aoll= AR =7t AR El frolst FES mIRTHB = 247, Fig. 2. The moderating effect graph of satisfaction by 2 Groups.
p<.05). 3 FPO|AFE 442602 UEEOH o] =L uh
o 2 @2 TR 5 ) AR me) ARSEE Al Eli= NEE7F AL =) ANl Ee] BA

9] ol HoFT Q) e Ao EAS A
o= gelspr] &, A4S vl 2 Cohen, Kamarck, &
Mermelstein(1983)¢] & AH&3t] & 71&7] HE

(Simple Slope Testy2 3389 2H, Fig. 20le 2da7 1
HZ7t BAECE REEES] 5] 585 DH|IAES AL

o7t ARl A=

JPeo] gHoz ANES o)

ol &M ]XP—:&]

o Vg Fas 2 acle] ks 2 HelFi Aotk
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et al, 2003)°ll AXE A7, =270, FX120 2 4=
UTAUT2(Choi et al,, 2017; Venkatesh et al, 2012)014 =
AE FHFE B7), 7E, &8, 283 Zex TFo] L8}
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