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Abstract

This study presents perceived reputation, perceived quality, perceived assurance of online shopping

malls as the attributes factors of online shopping malls and identifies the impact of perceived online

shopping mall attributes on trust, involvement and purchasing intention. Also we analyzed whether

trust on online shopping mall affect involvement and purchasing intention, and whether involvement on

online shopping mall affect purchasing intention.

The results show that perceived quality, perceived assurance of online shopping malls influence

positively on trust, but perceived reputation does not. Second, perceived reputation, perceived quality,

perceived assurance of online shopping malls doesn't influence positively on involvement. Third,

perceived quality, perceived assurance of online shopping malls influence positively on purchasing

intention, but perceived reputation does not. Forth, trust on online shopping mall influence positively

on involvement and purchasing intention. Fifth,

positively on purchasing intention.

involvement on online shopping mall

influence

» Keyword: Perceived reputation, Perceived quality, Perceived assurance, Trust, Involvement, Purchasing

intention
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Table 1. Trends in online shopping transactions
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[I. Preliminaries

1. Related works

1.1 Perceived reputation
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W7V E weo[13](23].
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1.3 Perceived assurance
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1.4 Trust

‘% i IS4 - — -
SR E AT JEE FozH APmES dista,
ZA 784X (coordinational efficiency)& 57 Z1H5].

Shankar et al.(2002)°] Aol W= A== A2
ol Aol el AlE|eh AEH Aol o] ezel 419 2
7H friel sl 2zl AlEE 719 exekdl E5(H
A ), FEAE d, 7e ARUAel A A} o
Az} 716} ol YA WAV S EFetaL, ekl AE

7

= AAA) WA 53] YA ES B4F 719 HE 2 @

T



A Study on the effect of perceived online shopping mall attribute

on trust, commitment, purchasing intention 125

TS ¥t A TH 48], o] o]l W X|= ggkel] Bk AFolA TPl SNSEHE 5
Q] AlFe] Ui APFHoT Al e ZAoXT AL S5 Fujomed ¥s 3o, SNSe B9k 9
2Tl AF e g 7eT AEAE Zenh S 2 A Fuleze] s v FESIIY26]. oldS
M Aol EVL dmirke] HEs edsy] wiTol A (2013)& SNSEAC] nAFZAHZ A& gk et A
AFE A3 Ao U Hasi F83si & 78 47}, SNSY o847 MAA-$4, S840 =
Rousseau et al(1998)2> A&7} A=A wddA GAr S5 SNSO| tdh Y%=+ o™ o] g SNSd| thdt =
7o) B o 2 Qe X7t S Y F Yo nE A& UhE AT A 9GS vRvn =R, FA
Al IA FA7F fElsicta 4G 2gla AFel 1 F(2012)2 Eukd SNSO| Mu|AaEdoe] x|&4 o] & H 3
A ZEe # 74101]*1 NEZF 17 S5 A0 A48 o= HXE G ATl Erkd SNSo| Edste 45 Al
A g5 olg % FH=e 71 2 9IS vk sHAeH311[57].

Jarvenpaa et al.(1999)*~ ClEf Yol A AR E A5l I
oA A== 21F)4dL AlFelY *WV\ A7} A A 8=
Arol] Yok Aol Are HojaiAdm, o) SlEul Ajo|EZ
I AEH R AT = vk ANHAQ Mol A1 &
JIEY AP E AAE A F 8= 1249 71”1
T ATH 211 oHFE 5(2012)8 &4 AW LHAPF AL
Aol tigk AF e} v g3 FAE X o ol djg
75 B8l AFgAtel uigk A7t sl 719e] WAl v
g A A o] g7t wlE W3} Alale] ThEn &
o] mX= g3kl tial] Lol U 3].Bang et al(2015)
2 719 EA" o] 7| olulX|, a4 A 7T} AF,
Tl =R o)X= A ds] AL A, 334 A7 2

ﬂl

%] 0]

1o 4

/\é’égtoi /\4131

o o of r2 2 % | f2

7194187} el sell H(+)e FES AE A FlE
t}H4]. Lee et al(2017)& 2ZulAlo o] A9} Balo] Fiuf
o) %of uA]= kol tha)] Ae Azl FANAANL] AP
UHZH AR E 7R Foeme fojne Js vAE A

& BoIsrk32).

1.5 Involvement
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2. Hypothesis

2.1 Relationship between perceived online
shopping mall attributes factors and trust
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2.2 Relationship between perceived online
shopping mal | attributes factors and Involvement
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2.3 Relationship between perceived online shopping
mal | attributes factors and Purchasing intention
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2.4 Relationship between trust, Involvement and
Purchasing intention
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4. Procedure

ERENEY L DER %
o g AHEAE e | 15971
ol 27 AN, R AEA 278% F 2507
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Table 3. Demographic Characteristics

T& HI=(g) H| & (%)
o EE 98 38.6
014 156 61.4
10cH 4 1.6
20y 234 92.1
A 30CH 6 2.4
40C4 7 2.7
50C ol 3 1.2
s oEn olgérfog% 37 14.6
ool am 1~5g_| 171 67.3
54 6~103] 26 10.2
113 oA 20 7.9
o7 174 68.5
SHEE 4 1.6
DHlAd AT MR ZE 6 2.4
3 Fste HREEEZ/FUHE 4 1.5
25 = 8 3.1
AR EE 6 2.4
£ HE et 52 20.5
19kl ojot 17 6.7
~30te
2utel 43 51n+$:jgo|hé+ ;8 ZZ
12 "3 A == :
102+ 0|5} 71 27.9
102k of & 26 10.2
HSEA 57 22.4
Al Ztol| ET{:XI o= 100 9.4
Dl AT S crekst ®ME 7 45 17.7
o|gsl= ol® el F el St 59 1.4
HZel £
M ZTof 2 clekst
“E?QEQE } 23 9.1

5. Validity and Reliability of Measures
T Y] FeH QQEA(CFA)INA AHES} Bl
2 891 AR, AARAFZAVE)H FHAH=(CRE H7t



128 Journal of The Korea Society of Computer and Information

A Qe 29l AAAsh AVEE 05 ool fe)
3ol glom, CRE 0.7 olold WA dade] Su =3It
1 glrh ¥ ATOAE [Table 419 Po] W F5e|
AVEZte] 0.5 old-& yehlar, CRtel 0.7 oldo= yebst
oh WEEY SR s 7 A wge) 34 Puse)
AEeel A7} wAFLe) HAR Rk olot 3L, 2z A
a40) PFEAFEE) AT glol e Tl JuAss
ur} 7ok @k & ATl SARPL 99 /FES BF F
Sajo] RIS AL ¢ & Aok
Table 4. Convergent Validity and Reliability
Compo
Construc ltemn Urjstd. Std. SE CR. l3|t” AVE
t estimate|estimate reliabilit
y
e PR1 | 0.960 0.763 0.071 |13.585%**
E:E',f PR2 | 0.997 0.817 0.067 |14.880**| 0.849 | 0.653
“~ | PR3] 1.000 | 0.842
x| 2t PQ1a| 1.000 0.820
= x| PQ2 | 0.947 0.851 0.060 |15.832**|0.882 | 0.714
= PQ3 | 0.972 0.864 0.060 |16.146%*
PA1 | 0.935 0.863 0.051 |18.481xx
x| ZtEl
= PA2a| 1.000 0.891 0.901 | 0.753
Ay
PA3 | 0.879 0.848 0.049 |17.951%x
CT1a| 1.000 0.830
CT2 | 0.923 0.789 0.063 |14.696x*
CT3 | 0.814 0.810 0.053 |15.291*x
Al 2| . .61
I CT4 | 0.898 0.719 0.070 |12.902%* 0.905 1 0.615
CT5 | 0.749 0.712 0.059 |12.729%x
CT6 | 0.893 0.837 0.056 |16.069**
CE1a| 1.000 0.843
CE2 | 0.813 0.796 0.055 |14.841xx
=¢ CE3 | 0.964 0.775 0.067 |14.280**| 0.895 | 0.630
CE4 | 0.921 0.811 0.060 |15.245%x
CE5 | 0.930 0.741 0.069 |13.402x*
Pl1a| 1.000 0.894
e PI2 0.966 0.920 0.042 |23.090%*
ol PI3 0.935 0.875 0.046 |20.518**| 0.940 | 0.757
Pl4 0.896 0.791 0.054 |16.683x**
PI5 0.945 0.865 0.047 |20.007x*

x?=544.99, d.f.=260, p=0.000, GFI=0.852, AGFI=0.814, RMR=0.035,

TLI=0.936, CFI=0.944, RMSEA=0.066
a: reference variable, **p<0.01

Table 5. Discriminant Validity

(1) (2) (3) (4) (5) (6)
(1) Perceived
Reputation 0.808
(2) Perceived 0.760 | 0.845
Quality
(3) Perceived 0.702 | 0.719 | 0.868
Assurance
(4) Trust 0.608 | 0.632 | 0.680 | 0.784
(5) Involvement 0.590 | 0.601 | 0.594 | 0.650 | 0.794
(6) Purchase 0.710 | 0.762 | 0.569 | 0.655 | 0.693 | 0.870
Intention

Notes: Correlations are below diagonal,
values are presented on the diagonal.

square root of the AVE

V. Conclusions

1. Hypothesis testing
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