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The Effects of Senior Consumers’ Self-efficacy on Online Shopping Benefits and
Clothing Purchase Motivation

Mun Young Kim'
Dept. of Fashion Marketing Keimyung university

Abstract: This study examines the effect of senior consumers’ self-efficacy on perceived online shopping benefits and
their motivation to purchase clothing. Data collection was conducted over 14 days, from May 16 to May 29, 2024, using
an online survey. A total of 610 individuals aged 50 to 79 were selected through a survey agency. The findings were as
follows: First, an analysis of the effect of senior consumers’ self-efficacy on online shopping benefits revealed that the
“informational” benefit of online shopping was influenced by both self-efficacy in online shopping activities and self-effi-
cacy in using digital devices. The “pleasure” benefit was affected by self-efficacy in online shopping activities, while the
“practical” benefit was influence by both self-efficacy in online shopping activities and self-efficacy in utilizing digital
devices. These results suggest that senior consumers with high self-efficacy in online shopping activities and digital
device usage recognize information search, enjoyment, and practicality as key benefits of online shopping. Second,
changes in senior consumers’ self-efficacy indicate increased confidence in adopting technology for using digital devices
such as the Internet and smartphones, as well as a growing emphasis on acquiring new knowledge and information

Key words: online shopping bebefits(22}<15:% &€]), clothing purchase motivation(2] &1l &71), self-efficacy (

Yol Zu)7)

2}718%57}), senior consumers(*|

.M 8

FHZ =2 98t el W) AAE e Y To
2 AE 7o) ol A} AFe] Haggo] el vk
20 oY SRR o, old e ¥ A7 HEE &
Uiz Qlth E8] $-gluehs 19559~1963d0]] Ejojyt wjoln]
= A7t 2Esks 2020978 B A7t w<58] 7
sle] 202598 AlRto= OH‘LA 20% 1* o] IFAR] i1

3} AR AYske RS 9=l Uth(Lee et al. 2020; Yang
et al. 2024). 3% 2ER}] tgh ARl 1A% W=
A, AAdE &F olF ATet o8I} 5 AL
o E A B A gl Ao 2EAES A AHH

KR
e T

=

tCorresponding author: Mun Young Kim

Tel. ooooooooo

E-mail: munyoung@kmu.ac.kr

©2025 The Korean Fashion and Textile Research Journal(KFTRYJ). This is an
open access journal. Articles are distributed under the terms of the Creative
52 Commons Attribution Non-Commercial License (http:/creativecom-
mons.org/ licenses/by-nc/4.0), which permits unrestricted use, distribution,
and repro-duction in any medium, provided the original work is properly cited.

o R ERYE AR AE oniske @ofdl AlUol=
EHAH, 2Rrlo] daks AH|Ae} gl HI8-S 7|70 A
EotaL, A2¢] &3 faYol Wzkeb vt AlsRe] 255
e § 273 gol|Z2Ed s FFITHKIm et al. 2022).
olf gk H2o] AUolE2 IHSIE JHE AAA, A ¥
35 &A% Z Bosio] A4 volrtt A7 Holw, ¢4
ORL ARYES ZEowmn AR FAlelA
Aol el BREE A et A9
I sk e 5780] AthAhn, 2022). ©]52
SAo|a, SEFujo e g A7) e o]
2H] FARA HANAolME AUl i AER anEgE
of FEatL 9low, o]59] AM] &35 T3] flste] ok
&t A7t A= Uk AN oFE B2 A Bis
oAl Al AmlRtel] thgh 71E0] A9iHdo] Ah-aste] AR
Ao} Aldje] 875 wkgdst A AlFolut Aul2 Fol 2

88 Fx}t
A ES F
A7) F8ol Z

o) =
A)]\T: ;gl"l;ﬁl?_]

=2 @3 2AtH(Kang, 2018).
o] AlUo] s AT TFS AR mud =919 Al8|EE
Fhodol FAEE SFHelA AU A 2Y ik AH(Lee et

al. 2020; Seon et al. 2024), TV =&lue} AlLjo] s g}


https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2025.27.1.13&domain=https://kftrj.org/&uri_scheme=http:&cm_version=v1.5
https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2025.27.1.13&domain=https://kftrj.org/&uri_scheme=http:&cm_version=v1.5

14 F=r 79 88I=] A27H A8, 20254

g 7 (Ro, 2020), AlHe] A AEFAM A7 (Seo, 2022),
AHEIE Ao A} A PG A7 (Lee, 2019), HEJEA]
Yol A Z%E AT (Lee, 2023) Fol FAHL Ye Fo2
UeRdth B3 3 Ao} aAbE tide R she 1] A
B W2 AYe] 2njRte] v E R ellay, wtle] F
NZL 7158 58 Aas7el &g 3(Moon & Kang,
2024; Kim & Jang, 2024; Lee et al. 2024; Choi, 2022; Choi
et al. 2021)0.2 AJLo] AwAp} Walshe ARSeEel #-8-5)
= S A BT E0, A% s s A A, A
7|t AR Zlers sY PS8 W A7
ol lem, ofgh 04%94 AAEE A8} Althell AlYe]
aBjAte] M) YEE S, AU = Ado] 4]
Aol Fa3 Z}EE}Z & 5 Sl

ghte] sl A FRE 20239 49% 579 9, 20249
512 339 fo= 2022d thH] 22 52%, 3.5% e A
TSRl 9th(Lee, 2023). o]2|3E A& Q1 o] s E o
A AP F8 avAE Fdshe Aluo] avlate] s 4
gl A7 A7 AlYo] avlAe] IS A e
= Aluo] awlate] s thek Y= viete] Hgsin, A
l7e] 20%7F 6541 ©1dQl 23S} ARl Wishe =l <
THst S AR & ) Aol S AP HAgE ol
o9 w2 APFeRe] ZIA7}E A7 ook Fk(Kim et al.
2022). ¥ Ao] BAL st AR Yske g A

d
lo
o

AN T AR 3T RO s B AUl
Aol ApLETel SRS S ol 5
o VA JYHE Toku A} .

2. 0|=2X H{H

2.1. §of AlLjoje] 4 Y oM 53
AlY o] (senionzt= &= HEA}
2 Ak o E A3 AAzte] ofn
ok =] 28] vERd IEAE 504 oS WA
IHAZ Aosly oM (Kim & Kim, 2021), Lee(2023)=
gh=e] IS AR, W, A 38 7R du| AL,
TR, AR, 2[R RSN Ao e ). a8
Ztoll ik ol T B R Hgslrl= ofzedl, 20194
71EoR F=ele] Ve T3IAR RAEII, Aol
AAEE A7HE TS 200099 = 553%2 FAER,
20239 65.8%= °F 10%7t T7kshe 5 AlYAE 2 71
T Holzl AAelM o] AeliF=7]e) WSt dojutal S-S
ARl & ) Tegh AR 7|E0 R AlUolE Fejshke A
L& gk 5= gty B As= thBack & Seo, 2018).
o] 3 W3}e] thaled Kang and Kim(2024)2 Fthe] Ao
A= /‘\_ﬂx4 A A ﬁxq];a Eslxoz 1:}0(}6} HoA =}
714 Adgke] wislel 28 Som W QS Aol
Ao A7telal AEAQ] A LTI ARG &

ra
0%t

A& ARk Ao
Shrh= o] AR-E AL 9l

HU JIN
1&51 b

oﬁ.‘.
F

$2 Sk ke ol 9op), Aske tEA wdlE
g_]xgo] )\]X]'Ei ()] A]g].u% -Eng];Go )\H]:r,}_o_ H],E]-O
2 =55 A oR gsiaat AS Bfetar, ARSlEe
7F gslo] stk Fvel o7k S71HEE el ZiE S
Frera Aok
o] HloHlE Altidl 1958 ©]F =4
= 7K 2000 th 71 =HA ARS)A gsEo
HIZEE 915 AlUo] siAel gk AlslE] &
oJwjA|efA 2E 7
= et %EIX} = AYelEs P_an' 31{‘—_ A
o] gkt Fig Alyole] ’\Hl Szt FAE WA H
AxEaL & ¢ Qi AYoES tide® ske siATARKIo]
vl EdE, A gelz 2k, s AlENE 5 ThFe
FAZ AF7F =AU HBaek & Seo, 2018; Bin & Yum,
2023; Han & Ha, 2017; Jin, 2024; Kang, 2018; Ro, 2020).
53], H29 Alyo] Aldiel] thigk A FFS dvEd 2t
o] ZXElIF} THX|H, EAJo] WistE AL o wet AlE]Re] &
A 718 Rlolut AHiglellA Fshe olnlR|oh=
A1) ;G/\]x%_j:_ gEAo] glom, HFH /\]-§]7‘<1—oq1/].
258 A FEAS TR e dEEE LREES o
= AlYolES %ﬁi T Aol M‘}iE‘r(Lee, 2019;
Lee, 2023; Lee & Ha, 2024; Rho & Chun, 2019). T3+ A
Uo] 2uzke 918 He] AE Aot Ao} of4e] Al
289, L2R16TL g Aol A, A Bal= vy
Aol ZmlApe] ) % Ml B FAR @ AE0] F
Z YA HKim & Kim, 2021; Lee & Yu, 2021; Seo,
2022). o2l A7 Afollr Aol amjzte] A 2HEA
o] ti3led Han and Ha(2017)& 94 AlUo] AHRE9] wjX
ZEHE Uo7t SojA WslelA] o, Ao s el
< dolol Zaflel fAG= RS HSOH, Lee and
Yu2021)y= AlHe] &RIzRe] g tigh S zJAle] i

_]N

), ol 7] =ele

;&

Halol] AAglo] sideg <13k FHZ 9 FIo) Filo] &
o ;}o:lr,]_

AT gl E QT FAME 2E & AAHe] F
3k AR Atﬂao, [31&50] 7Fset AAF <l Ao
AE 50410014 79A17EA] o] AR e] =91ES XA FE AE
BAYoi7h F4loltt. HEJBAIIoje} fARSE Sw| 2 AME-E=

fl

o2 goZs Z= AlYo(gold senior), AlUo] ]ZELE
(senior restart), ==Z(No, #ZA), Lo’ (greynaissance)
T 2] o8t £8&Ho] AREH L SO (Lee, 2019) =719
A2 akol gk En7t e anRke] B4E 7R i

2.2 X |gsdoll chst TS
ANEEe 2Rl B wsle] Folzow sile] 7}
A AN 43t B, the) B8, Aol A, AL e,
2 2] W 59 Se] AHzVE e B5) o
o2, e A WM AXE WE] e o

o,
ey

(o



Alefo] 2mjxpe] SEpRlE i S B o)) £7)o) AIEEHe] HAE G BE A7 15

&) A7|&%57re] W3yt AX ke 995 (Bandura, 1997014 &
o), o)gel A7 gl #e A et okl A8
EM H%ﬂé}l %E}. Aukzel 27| ase A7) T gk

zg—a}oqg A5 uﬁzw 71-—0}7 oaa% 3ol & oM ¢
Je SHolgty AE7)w Fth(Lee, 2011). Lee (2024)=
Moq AHIAE tPe R g AP astte] 2RIk F710

e Gl B3 AelA 2| a5 e A5

AAH T, AYAEFHOR BRI 2eklad

7ol BN GPL Avingiet. 7 A3k AEH RS &
9ol 4% §719 BE 899 9P vl A7 FAE
Agiek. et AhAsle Bglol MEsE thFd 2|43
714, ARE) WHOE Q) MRS YR 7)ES FEHA 2

g avrks ol mE 71ed AxE =74 =Y, 2 23
ARt 71EH A7) asire] ¥l WSl Hrt 53] ¢
Hulla} gAE7)7] 282 A% 71E AR AAfe vt
EE slog t% ARl s tig ils 7 F gles
D Asto g wbdEly ok Tk Jeong(2022)00 2lEhd
AEU ARGl g A2 BE Algo] $dd A4E 7 AL
DA 710 AFE Alelell FrARE sl dot. 22
BRARE PFo] =S 27] 98 Ale] Wske PsE
AR T F drks 4T AHoE FojE vk
Q1 A& 57| E(Bandura, 1977)0] Wl MZ$ HR7|&
oy HH7)7] HE= 28 FEje] MulX Fo] SHE wrkt
Zle8 9l weh AHFE A|aeir, 2ud A|as
T MER AR Age S0z nio] A7tEal v
k. 53] Bl A Eeie HEE 2] AT 45
& Tk b JdEdlE AR F e ARl sl g
ARplzboletar Aefstal IEYl A7) &5l et 7lE8ell
g e depxivar ik

Shin et al(2020)2] AolXe =d35e] Z-fole HAdE
71ell thek A7 &e Aol =2E tAE A7 ol 9
7F woHE Al YEn, ol ke A7 AAS Fel

fu)

agze] v 277 28
ek A &S *z“ﬁ’*]%‘ - 4
2 =94 a7t 2 ‘11, IS =959 AR 54
of wet xpdsteE o
and Kang (2024) 11-7] 5%
2171 &5 % (technology  self- efﬁcac ).QE 54 23S s
3 7S AT Al B AERE s, AR
fo] & AFES MES 71eS wi$aL AMgske dl o
Aoln, AHste offsS S5 Alzte] o 714 &
7]3%%}% 719 aRA 83 AYE Fgke T
24 28384 "okl skt Lee and Kwon(2006)y #17]
57 el et QIEUl ARl thgh JHR1e] 48l &
gt A7E FoiEoA YR IEUl A Esgte] AtllA
QIETY ARGl gk A4le] sol gk ©go= eyl A4

ol wetl 2eRlolAe] i Azt dEld 4 7)ol &4l
o] Qe ARE- T tig Be = AEul A|aFHe] o
W dRg 402 JeEojor strial i

oloh 7o MYLTE Bz 2 ATolNE A EE7e
WS gelol] glo] Ar|Erde] el A, Qua 2]
el Fo Wee BE EH?E} ARlel 4 el
HI% Alsje) HIE LT
2ol e A1 E57
of W sheuE eeklay Bl vid ArlEsA, o
A971)7) Bgol t A7 EE7 oz ARset.

2.3. AL 2H[Xfe| X7 (&t 22ielaT =7 oYY

Lee at al.2024)= =019] 7]&4-8 ATl A71as7tel
T8l F2t el weh ARkl A&l 7lE A
857 (technology self-efficacy)>-2 Z3hH, =919 txE
AF FFol TV Ve A EeH FEol woHIL, B
7le AEeHE HARI] B 2R Ve8] 5
Fgoz olojd F rke A7E Jdsie] =21e] tAE o

FZo Z7pt 71E A5 AlR= Gke 318y

==
J
: %
e w0l] XY Au B Sol o] MEwe )3
%

=z

=i A
S ol AFoA Choi and Song(2020) =919
Ad HH &8 FEo| 2255 9 WSt B3, Al
AeHoRm F4Y A A|msite] ot
1] AR &E THES PIAA =219 o

TS g Gl st Aksleke] AEF HAE &

A1) 9% st A9 Werg AN Bast 3

Kim and Jang(2024)& =219 tx|d A w3} 27| g57o]
ate] VR nX= FF AN tAY BES pEs
e abe] ISl ABIREE H(HA S vA= o=
etslar, ole %19 YRYE HH3E Ao Zolx ko] ot
&

\.1

@ golold Egg Q] el o) Was Ag 5 A
© AT sl 23 Uil A wepd
w0le) Y Ansl Gus) B¢ 5O A5 PIL

go] g7ETY 31 ) Kim et al
2023y HAE7)7] ol &EiE B AolaFAe] ‘:]X]?—i o gl
¥z (9] S VAW, HAE o] A AH|29) o]
EAel= 22t F (el 9 vAlE S BolEra Aok

Lee(2024)= AlYo] AB|Abe] 27| a5z Lep0lid 57
o] B3k AFolM A7 E57 T ARBE a5t 28K14ad
E7](Z4E_/H .l%_,])\-] J,HB]-/H UH]—/H)Q]. ogiolL IR 7Z¢
A B alE, AF7)R T B, e o] B
o3t FF U] PE T8 HFE Uetar, 2eRled 57
BEAAE 2Rl AFAA ZA 2w, YRS,
AFE 71579) 2 :ILUH B, 7 o 5 ofe] el el gt
dee vzl W2 veldtla ok Jung and Chung(2020)

< tAE A& UAEIE AT F e ARG

=



16 32719 8)8I=] A27H A8, 20254

ol e WSO AGAE HNI1EE AT 1) A

A7) sk Ao Aolaka, UAE A&
o] £ellage] v JPo) B A7 ST AT 4
3} TR AR 37 W] G o)A, TAE 4

Hol TANEES} 22 FHE 7 U A EEEE
ol
-

= AlYe] 2Rk A&l s2s UEY
283 *§%‘ AMulz Bl YET] Sl FAQd T2
= 2745 EdE & A7elMe AlYo] &pjRke] Alaeit
o] Alujo] amlate] 2ERley F ddo)] e TS &
opr A} Firt. ol & AelldE AlUo] am|Ae] AT
el apelaael gAEr171E E8ske 2eklad 250 o
F BACl i AYATE ARy, ot 22 e A
gt

o
=)

H 1. AU} 2mlabe] 4] 257
ol A2 F&FS vH Zelth
H 1-1. AlUe] 2Hjzte] eekley o] tigh A7 asit
& Anz eeRlay 2 dEd FH9) G v Aok,
H 12 Ao} 2vlze] eielasy Bl tha A7) a5
< A2 eelelay F7 sdel YA YL vl Aol
H 1-3. Alyo] amjake] 221914 %L%Oﬂ gk A7 &5z
o 2gd ekl 37 slde] FEel G v Holtt.
H 1-4. Alye] anjze] gAdr)7] &8l thdk A7 asst
& Hna gelelny 7 dge] YA YL vl ol
H 1-5. Ao} 2)xke] TXE7)7] B8l Wjat A7lasz
o g eglolay =1 e A IS mE Aot
H 1-6. AlUe] rjzte] gxd7]7] &8l tig A7 asst
o 48 £oRIED 27 o] AU FB 01A Aol
H 1-7. AlUe] &ujzte] 3ol tigh A7) a7 R
eetelay 7 sEe] FH FFS vl ok,

H 18, o] 4] %1 o that AIESThe e

o eeeley F7 o

H 19, Aol 291491 gﬁ o vt AlESTe A8
2ek1ay 7 dge] A FF2 v1A Rolck,

2.4. AlLlo] 28[Rte| Xp|&52w o|=Tal 57|
LimQ014)& rauAtie] Ap7)E57ke} 9w palo] 9w
2] W53 omp) 5ol vAE Ggol B Aol 9
= il G vl A IESUE A A7) Bt
o] 7H 2 WS AHHL, 9=

o .
Ao A\ AN AR AIES] Fag Jac]

ojTtaL k. EF ol FgolMe ArEE et

ool Al B Wl AT 5 e 99w AEeial

om, mdS ool on de] P, o5 FeS HF
=

H
L
2
1o
2
e
g
g
T

olETm) o= Ar1xd asilel
ﬁo} 1 2-g-star alt}l Ak =3 Lee and Park(2011)e
C’J%ﬁ]tﬂ]/\isﬂ 27 A e o) et 3A wrlel AL
Sl =EE 7%191 7S Eo)7] $18t 9= 2
1015’_ X}/\]Oﬂ s FAHHoT

o] 7%%‘% "’EL T 2‘“@1 ﬁﬂu} Yoo and Klm(zool)— AH
T $71e ARk A Este] W Hdo] w2 Ydrtt
7] JAA FuE7), {8 FE Felsr], 2Ea AA A

1% TSI} R Sl ebideh siE. 5 Al gel
RErE 9 AYES s B BB wolw 9
e Sleleh. sisel tht s ol o e A

& A XP7]§L~7‘01 e ez BAE A7w vk &
X}é«l AREE sl B AlgE 7R o] HAl frael
ol B Jir/a‘% 7L ZgspA =, sk
Fol S8 AAE 7HAAl FHaLl Stk (Moon & Yoo,
2001). = 1}71E~7‘01 oF sl FFE viAlE 8n
2 A FY AETE Sl AR sHe A, A
farol B2 Afols By 848 AR oEvig
om e FE AT T 5 ok
APAT Aa=e TP A EeE 57l 57100
HlAlE ZoR vehtal glom, R Aplasie] v
oM Ao, faFTA, delF ool 9F
9;‘1:} ol EUE & A7elrE Ay 4|
Al A &este] olE F710 WAl 9 dohn]

flsted oEs —TLUH she 5718 ARRlA Wk faske oE
< Azske F34 571, o5 Fiske 35S 271 A%
3 7], o5& el priske 84 5712 shelas]
< AAste] ot 2 M-S Ak

E

ool
o

tle rlo of
)
N r_ﬂ,

H 2. AlUo] &H|Rpe] A7) g57he ojErm) E7)o] A3

il Oé‘go & WA Zlolt
2-1. AlHo] awfzie] 2l &gl ek 27| a3t
= Trﬁ*é TlE7]el A FFE v Aot
H 2-2. Alyo] amjape] 2201y Sl that A7) asst
= A2 Foisrlel A9 dFE A Aol
H 2-3. Alyo] amjape] 2201y gl thad A7) asst
= 484 szl A9l &S A Aol
H 2-4. Alye] 2mjzpe] txd7)7] &8l thad A7) asst
= 73 Feisrlol A dEFE v Zlelh
H 2-5. AlYo] amjate] txE7)7] S e A1 asit
<= 2 Flsriol AR dEFS v Zelth



Alfo] 2mjzpe] 2RIy i SE B S5 E2je) AplESe] B §e) BE A7 17

& Bay poEslol 419l FLL M2 Rolth.

H 27, o] 2ulAe] e tjah A71E57e A
Fol57)0] FHA ke v Zolo.

H 28, AUo] 2u)Aje] g2iee] ojah A71E57he 2
Fol57)0] FH e v Zolo

H 29, AlUjo] Zulxjel 4H2e] ost A7) Tsgke Ba
FolE71e) A9 e vA Rolot.

31. 97 BN R o7 2

& AT AlYe] ARt A|Es el nhe 2Eklad
F7 5 olErl 5719 9 WAE dohHA} Fig. 1
I AE A7 By AAslon, A7 wAl B A7 TS

ket e,

A7 BA 1, Aue] 2] A& o] Lol &
T sge] mAE Gee dourt,

H 1 AYo] awlxe] A7|Eszh@eielss 85, td
7] B8, AFp] LeRIEy 7 sluegRd, e, 2
8] A9 G2 =2 Releh.

d

|

G Pohrrt,

Ao} Zmizte] A EELHEERIEY BE, TAE
717 B8, AP e 56, e, eyl

b

32. 587
B oAt 29 =] AL o 2ok AYdrE F
Aoz z7|assd #HHE 24 =72 Yang(2021), Kim

Online Shopping
Activity

Utilizing Digital
Devices
— Attainability

Self-Efficacy
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Table 1. Factor analysis & reliability analysis result for self-efficacy

29 12 29.64%°] A%} Cronbach’s afh> 892 wi-¢-
F& 2FeE Bo|¥ k. 22l 2= UXEr7]e] &8 A
oz URE/|)7E 43 UXEVIE ol & & Y= T
HoZ 991 2= 23.63%2] AW Cronbach’s afk 892
2 MRS Holx k. 83 32 71719 7le] AF ol
#E9E fgog 29 38 2121%2 A¥EH3} Cronbach’s o
e 84 EL QFEE Holigl

4.12. L3014 F &Y

ko
re
Mo
T
i
K

AlHo] AmjzRe] 2814y S el tigh a1 8l
sl fE gAA aR1EA S ST el A
= 8R1FskEe] 7018l 8 /e AASIAL e 89
A48 A% Table 28 2ol I7He] 18lo] FEHAUT F24E
ag1e] AA| 4 7449%= F2 AWES Holn, 7} 8%l
9] Cronbach’s af}& .60 oo 2 Hwd & =2 Je}

Wk B2 2149 KMO S5t 8142 ekt

FE29 agle] HWHe 7 By B4 IHs 89l 12
ARZA 22eliy FT 8 (informational)’, 221 2& ‘=
& 2ol F7 9 (pleasure)’, 291 3 483 20l
&3 S 39 (practical)® HHEEACE 8291 12 2814
7 dEe] FHA Algore] AHE ygoz 99 12
30.88%2] AW} Cronbach’s ofke 772 ¥4 & A1F

T Holaglth 291 28 2eRI&Holre] HZFEA AL
ord #FHEE WgoE 29 2E 2331%9 AHH
Cronbach’s o7}S 758 H|wZ & RS Ho|w Utk
821 32 2Rl o] A8 ALl HSH YEoFE 8
o1 3& 20.30%2] A3} Cronbach’s ofb 602 AZFEE
R

Questions Factor loading Eigenvalue Variance (%) Cronbach‘s a
It is not difficult for me to online-shopping. .87
Online I can do online shopping by myself without anyone else's help .86
shopping I am confident that I can buy products through online shopping .84 6.482 29.64 .89
activity I have the knowledge and skills necessary for online shopping .80
I have the confidence to recommend online-shopping to others 1
I am confident in using digital devices. .85
Utilizing I am confident in learning digital devices .84
dgital o o . 1.840 23.63 .89
devices I am confident that I will quickly figure out how to use the new digital device. .83
I want to use digital devices more. 72
I believe that with hard work, anything can be successful 81
I can successfully overcome difficulties even if they come up many times. .80
Attainability . . . o 1.363 21.21 .84
I'm sure I can do it when difficulties run into it. 75
I have the ability to get what I cherish for myself 74
Total variance (%) 74.49

KMO=.906 Bartlett’s test x>=5543.770
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Table 2. Factor analysis & reliability analysis result for online shopping benefits

Questions Factor loading Eigenvalue Variance (%) Cronbach‘s o
I like online shopping because it provides reviews on product purchases .83
I like online shoppi i i h fi i . .
Informational | 1K€ online shopping because it provides a route to search for various products. 78 3363 30.88 777
I like online shopping because it has a function that recommends products related to the 75
products I want to buy ’
I get pleasure through online shopping. .85
Pleasure . g p o g pp. g . 1.132 2331 152
I relieve stress and gain vitality through online shopping .84
. 1 like that online shopping keeps and manages transaction records accurately .80
Practical . . ) . . o 720 20.30 .603
I like online shopping because there is no time and space limit .74
Total variance (%) 74.49

KMO=.814 Bartlett’s test x>=1362.581
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22919] Cronbach’s aft2 .6 ©]

EE A

FEE 8919 < 7t 23] EAS st a9l 1
& {3 (popularity)’, 291 2 é(hedomsm) 29l 3=
2 @ A (necessity) 22 HH A & B39
37} fAshe o5 ool de o= 29l 12 31.90%
¢] A&} Cronbach’s 07k 872 Wl$- =2 AlFEE Hol
3%tk a9l 2= FEH BHoR oES Fulsle aRloR
82 2= 27.02%9 AW Cronbach’s ofb 872 =&
=S Wolal Stk 891 3& ojEe] Fujrt ol o
T2 231 32 16.65%°] A3} Cronbach’s ok .63°]
A== vEpsT.
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Table 3. Factor analysis & reliability analysis result clothing purchase motivation

Questions Factor loading Eigenvalue Variance (%) Cronbach‘s o

I buy clothes for a new design or style. .85
I buy clothes to show my personali 77

Popularity Y v P ) ty 4.661 31.90 .87
I buy new brand clothes out of curiosity .76
I buy clothes to keep up with the new trend 74
When 1 see clothes, I feel a purchasing impulse and buy them. .83

Hedonism I buy clothes to relieve stress or refresh myself .80 1.321 27.02 .87
I buy clothes for the pleasure of shopping 77
) I buy clothes when they are out of size because they are old. .86

Necessity . .822 16.65 .63
I buy clothes when I feel that I don't have suitable clothes. 81

Total variance (%) 75.58

KMO=.875 Bartlett’s test x>=2824.261
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Table 4. Correlation analysis

Average (SD) OSA UDD ATT INF PLE PRC POP HOD NEC
OSA 4.14(.69) 1
UDD 3.52(.74) S56%* 1
ATT 3.74(.61) A3** S0** 1
INF 3.73(.59) A2k 33%* 24%%* 1
PLE 3.21(.67) 30%* 23 16%* 39%* 1
PRC 3.27(.75) 28 25 20%* 52 S0** 1
POP 2.69(.78) 4% 22k 18** 30%* S3x* S0** 1
HOD 2.47(.88) .02 .07 .02 22%* A9 ALH* 69%* 1
NEC 3.17(.77) .06 .03 .03 23%* 21%* 31 23%* 31 1
*p<.01
OSA; Online shopping activity, UDD; Utilizing digital devices, ATT :Attainability, INF; Informational
PLE; Pleasure, PRC; Practical, POP; Popularity, HOD; Hedonism, NEC; Necessity
Table 5. The effect of self-efficacy on online shopping benefits
Dependent variable Independent variable B SE s t-value p value
2.015 0.158 - 12.76%** <.001
Self-efficacy on online shopping activity 297 .039 342 7.58%** <.001
Informational Self-efficacy on utilizing digital devices 101 .037 127 2.70%* .007
Self-efficacy on attainability .033 .042 .035 .79 425
=49.23]%%* R*= 198, Adj R*=.194
1.851 191 - 9.68*** <.001
Self-efficacy on online shopping activity 258 .047 260 5.43%** <.001
Pleasure Self-efficacy on utilizing digital devices .073 .045 .081 1.62 .106
Self-efficacy on attainability .010 051 .009 .19 .845
F=22215%%* R = 100, Adj R’ =.096
1.679 212 7.91%%% <.001
Self-efficacy on online shopping activity 223 .053 202 4.22%%* <.001
Practical Self-efficacy on utilizing digital devices 107 .050 .106 2.13* .033
Self-efficacy on attainability 078 .056 .064 1.39 .163

F=21.754% R’ =098, Adj R

=—-094

*p<.05, **p<.01, ***p<.001
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Table 6. The effect of self-efficacy on clothing purchase motivation
Dependent variable Independent variable B SE g t-value p value
3 1.574 220 - T.14%%% <.001
Self-efficacy on online shopping -.003 .055 —-.003 —1.48 958
Popularity Self-efficacy on digital devices 185 .053 178 3.5]%** <.001
Self-efficacy on achievement 129 .059 102 2.17 <.01
F=12.73%%* R?=059, Adj R*=.05
‘3 2.238 258 - 8.687*** <.001
Self-efficacy on online shopping -.025 .064 —-.020 -39 .695
Hedonism Self-efficacy on digital devices 113 .062 .095 1.83 .067
Self-efficacy on achievement -.016 .069 -11 -23 812
F=1.346, R*=.007, Adj R*=.002
2.855 226 12.605%** <.001
Self-efficacy on online shopping .060 .056 .054 1.06 286
Necessity Self-efficacy on digital devices -.001 .054 —-.001 -.01 988
Self-efficacy on achievement .020 .061 016 33 736

F=779, R*=.004, Adj R*=-.001

**p<.01, ***p<001
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