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[Abstract]

The aims of this study are to examine the impact of fashion mobile shopping app components on
shopping immersion and app satisfaction in the rapidly growing mobile shopping market. This study
analyzed data from 465 consumers aged 20 and older who have experience using fashion mobile
shopping apps, employing frequency analysis, EFA, reliability analysis, CFA, and SEM. The results
revealed that both the enjoyment and product diversity had a significant direct effect on shopping flow.
Additionally, all components of the fashion shopping app were found to have a significant direct impact
on app satisfaction level. However, when examining the mediating effect of shopping flow on app
satisfaction level, shopping flow did not show any significant indirect effects. The factors that showed
significant direct effects on both shopping flow and app satisfaction were the enjoyment and the
diversity of product assortment. The fact that all components of fashion shopping apps have a direct
impact on app satisfaction suggests that, in the now mature mobile shopping culture, every aspect of

the app influences consumer satisfaction.
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I. Introduction
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II. Preliminaries

1. Literature Review

1.1 Mobile Shopping Apps
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1.2 Shopping Flow
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1.3 APP Satisfaction Level
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2. Hypotheses Development
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Research Model

III. Research Methodology

1. Data Collection and Research Settings
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2. Methods of Data Analysis
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IV. Results

1. Characteristics of the Samples
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Table 1. Demographic Characteristics of Respondents

Demographic Properties Frequency Pe(r;t)ant
0,
Gender Male 228 50.0
Female 228 50.0
20 - 29 105 23.0
A 30 - 39 143 314
9e 40 - 49 128 28.1
50 - 80 17.5
under Tmil 70 15.4
1T mil - gnder 2 0 88
mil
2 mil - gnder 3 103 22 6
mil
Income 3 mil - under 4
(W) mil 96 21.1
4 mil - gnder 5 68 14.9
mil
5 mil - gnder 6 38 83
mil
6 mil or more 41 9.0
Marital single 223 48.9
Status married 233 51.1
Total 456 100

2. Reliability and Validity Test of the Constituent
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3. Test of Research Model Fitness
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4. Research Model Test

ghH, xR ol A4 Zik= <Table 6>004 Hi= v}
QF Z¥o] x2/dfzko]l 2.032, RMR = 0.034, RMSEA =
0.048, GFI = 0.909, AGFI = 0.887, PGFI = 0.735, TLI =
1950, NFI = 0.917, CFI = 0.9562.2 A}3]ZAFATL0]|A]
+87Fs 715 Woll YxJstal glebs 2 5Huy 2 A

o] P edlol &4 S G VEE0
Al dgkg BASH A3}, <Table 7504t Zro] @}

g= DIRIS, &718. ARS8l
LN & }\4783]- }\moﬂg :IUB]—Q—?_]

= v A

od
o2 g3t FFL 0

1o

o ok
O o
ol

)

lo

=)

Hi

=
A%, 584, ABPC Copd, Ag8old 29 5
2l amYo] RE Qolo] oS Sol3t S B
olA] ehe o2 Uehict.



220

Journal of The Korea Society of Computer and Information

Table 2. Results of Exploratory Factor Analysis and Reliability Test for the Components of Mobile Shopping Apps

H o,
Factor Items Factpr Eigen /° @ Cronbach’s a
Loading | Value | Variance
Shopping for fashion products using the mobile shopping app 0579
that I usually use is fun )
It is fun to receive information or services of fashion products
. . . 0.652
provided by the mobile shopping app I usually use
Enjoyment | Shopping for fashion products using a mobile shopping app 0.703 1.243 7.313 0.869
that I usually use makes me feel good )
Shopping for fashion products using a mobile shopping app
. 0.785
that I usually use makes me interested
I enjoy using the mobile shopping app that I usually use 0.813
It is not difficult to buy fashion products from the mobile -0.757
shopping app that I usually use )
Ease of It is not difficult to use the mobile shopping app that I usually use -0.863
It is not difficult to search for fashion items on the mobile 1.888 11.106 0.889
Use . -0.702
shopping app that I usually use
It is easy to purchase fashion items from the mobile shopping -0.846
app that I usually use )
The mobile shopping app I usually use has various kinds of
. 0.663
fashion products
The mobile shopping app I usually use is differentiated from 0.487
Diversity other shopping apps ’
of In the mobile shopping app I usually use, I can compare various 0.660 1023 6.021 0.854
Products products
Assortment | The mobile shopping app I usually use has a wide range of 0.806
products )
The mobile shopping app I usually use has a variety of products 0.837
compared to other shopping apps '
The information on fashion products provided by the mobile -0.786
shopping app I usually use is useful '
Usefulness The mob.lle shopping app I usually use is effectlvg in obtalnlr?g -0.862 7626 44,858 0.816
information about fashion products that I am interested in
The mobile shopping app I usually use is useful for purchasing
. -0.547
fashion products that I need

Table 3. Results of Factor Analysis and Reliability Test for Shopping Flow and App Satisfaction Level

Factor Eigen % of Cronbach’s
Factor Items . .
Loading | Value | Variance a
I find myself completely immersed in shopping when using 0.647
my favorite shopping app )
I tend to focus on shopping when using my go-to shopping app. 0.650
Shopping When. using my go-to shopplng app, I rarely think about 0765 4135 50718 0.880
Flow anything other than shopping.
When I use my go-to shopping app, time flies by without 0816
me even realizing it. '
When using my go-to shopping app, I become deeply
. - . 0.852
immersed in shopping.
I am generally satisfied with the mobile shopping app I 0.693
primarily use )
App [ am satisfied with my decision to choose the mobile 0.846
Satisfaction | shopping app I primarily use ' 1.378 15.310 0.795
Level I feel positively about the mobile shopping app I primarily use 0.715
[ am satisfied with my decision to choose the mobile 0.481
shopping app I primarily use )
Table 4. Results of Confirmatory Factor Analysis (CFA) of Structural Model
x2/df GFI AGFI PGFI RMR RMSEA TLI NFI CFI
SEM 2.032 0.909 0.887 0.735 0.034 0.048 0.950 0.917 0.956
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Table 5. Results of Convergent Validity and Discriminant Validity Test

. App
Enjoyment P.rodu.ct ey Usefulness Ease of Use Satisfaction
Diversity Flow
Level
Enjoyment 0.641
Product 0.500 0.605
Diversity
Shopping 0.601 0.371 0.611
Flow
Usefulness 0.506 0.457 0.268 0.681
Ease of Use 0.293 0.246 0.138 0.281 0.746
_Aep 0.608 0.510 0.406 0.520 0.355 0.612
Satisfaction Level
C.R. 0.899 0.883 0.887 0.865 0.921 0.863
: AVE(Average Variance Extracted)
Table 6. Goodness of Fit Index of Measurement Model
x2/df GFI AGFI PGFI RMR RMSEA TLI NFI CFI
SEM 2.032 0.909 0.887 0.735 0.034 0.048 0.950 0.917 0.956

Table 7. Direct Effect of the Components of the Mobile Shopping Apps on Shopping Flow and Satisfaction Level

Path Unstapdardlzed Stan(.:lardlzed SE. CR. p
Estimates Estimates
Enjoyment -—=> Shopping Flow 996 768 109 9.163 000**x*
Ease of Use -—=> Shopping Flow -.087 -.075 .058 -1.496 136
Product .
Diversity > Shopping Flow .200 175 .077 2.588 .010
Usefulness -—> Shopping Flow -.140 -.107 .094 -1.486 137
App
Enjoyment -—=> Satisfaction 292 .348 .084 3.480 .000**x
Mobile Level
Shopping App
Apps Ease of Use -—> Satisfaction 146 193 .038 3.877 .000%**
Level
App
Product —->  Satisfaction 135 183 050 2733 | 006w
Diversity
Level
App
Usefulness -—> Satisfaction 167 .198 .061 2.762 .006%*
Level
Shopping Flow ---> App Satisfaction Level .047 .073 .047 1.013 311

*p<0.05, **p<0.01, ***p<0.001

Table 8. Mediating Effect of Shopping Flow on Satisfaction Level

Path Direct Indirect Total

Effect Effect Effect

Enjoyment — Flow — Satisfaction Level 348 .056 404

Mobile Ease of Use ~ — Flow — Satisfaction Level 193 -.005 .188
Sh:gglsng gli/(;drzliil Flow — Satisfaction Level 183 .013 196
Usefulness — Flow — Satisfaction Level 198 -.008 191

*p<0.05, **p<0.01(EEAEY BCY S94F)
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V. Conclusions
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