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Abstract

The rapid change of consumer expectations in shopping environments has required retailers to actively adopt omni-
channel services, however, limited research exists on the topic. We identify the effect of consumer's utilitarian
shopping value on expectations for omni-channel services. An online survey was conducted on 176 subjects who
had experience using omni-channel services. We employed Unified Theory of Acceptance and Use of Technology
(UTAUT) as our theoretical model to explore the mechanisms of consumers' acceptance of omni-channel services in
fashion. We used SPSS ver. 22.0 and AMOS ver. 22.0 programs to analyze data. The results indicate that utilitarian
shopping value has a positive effect on performance expectancy, effort expectancy, and social influence for omni-
channel services. Performance expectancy for omni-channel services also has a positive effect on the purchase
intentions of fashion products. Effort expectancy for omni-channel services also positively increases the purchase
intentions of fashion products. Last, the social effect of omni-channel services has a significant positive effect on
purchase intention. All the hypotheses were supported. The research findings can provide the fashion distribution
industry with useful basic data to understand the needs of consumers who use multi-channels when establishing a

new channel or marketing strategy.
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Figure 1. Hypothetic research model. H, hypothesis.
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Table 1. Measuring Instrument and Questionnaire
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SPSS ver, 22.0 (IBM Co., Armonk, NY, USA)Z} AMOS ver.
22.0 (IBM Co.)}& ARE-8FRILE, &1 df ko] m= @5¥9]
W= kA %lﬂolﬂ ) ek AlZ| %9l Cronbach o Al
RAGEALSIEHA B/ wfols)] HEH Ell
EE‘@! L 7]%%74] 13'&74]:‘?_-/%4% shelc), Z1ejal & ok
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Variable name Measurement item M;Zi:::g Reference
Utilitarian shopping value 1.1 tend to finish shopping for fashion products quickly. 5-Point Likert Babin et al. [3]
2. Shopping is the only means of purchasing items for me. type scale Ji[1e]
3. I do not like window shopping when purchasing fashion products. Kang [17]
Performance expectancy 1. Omni-channel services are very useful when shopping for fashion products. Kim [20]
2. Omni-channel services make fashion product shopping more convenient.
3. Fashion product shopping with omni-channel services improve the quality of life. Chung [9]
Effort expectancy 1. The procedure for purchasing fashion products is easy when using omni-channel services. Imetal. [14]
2. I will be better at using omni-channel services when shopping for fashion products. Kim [24]
3. Itis easy to understand how to use omni-channel services when shopping for fashion products. Kim [27]
Social effect 1. Persons around me think | should use omni-channel services when shopping for fashion products. Venkatesh et al. [39]
2.1 will use omni-channel services based on the advice of other persons. Kim [26]
3. Fashion companies that provide omni-channel services provide an image of a leading Lee [33]
company to consumers.
Purchase intention 1.1 plan to purchase fashion products through an omni-channel service. Park [37]

2. Itis very possible for me to purchase fashion products for my family and friends through

omni-channel services.

Venkatesh et al. [39]

3. lintend to purchase fashion products for me through omni-channel services.
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uf] - KA 25.6%, 71462 4.5%, 7V 1.7%, 71EF 6.3%
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SR LI T T = =
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% Sls AEEXJLE] A g}q‘ﬂ Qole _g_"LJZ_
Gender Male 70 398 Ael diet ) Troatet. whetA B N
Female 106 602 ARG QR A WA THAlRA] GASEARe] 2] A o] 1A
Academic achievement High school graduate 1 6.3 ato HiAE aQlakel Bl 7S Bilele e R AN 5
College graduate 21 1.9 Aol gt 54 A9 ehddE Hrkek=tl w85 Ak
University graduate 126 71.6 2=}
Grad school graduate 18 10.2 7|RAo Rz WA BolA QolHAL 517] 8k e oz 2|
Income level [10,000 KRW/mO] <150 73 41.5 Eﬂ?l Z_]_—O )\01_1%7:”% /‘\?]__Tqig}]\_q_ z]ﬂEﬂE}%}\é% /\_1§ q_% /H]é]
e DB o g, 24u Asle) g volok gichg). o) 7}
>250 & <400 22 12.5 -
- - — tﬁ#"ﬂ thEt average (AVE)Q] Alg4kah M=o} W= Afo] o] 4wt
N ' AL v 8} 2= 9]
Marital status Married 16 9.1 AleeE mlatete] gielet 4= itH11],
Unmarried 160 90.9 ARl a0 AlRes F3sh] Sl 2 =o] WA
Residence Seoul 78 443 ERG0l NFAR RS AT o, Hdo] sl S Hyls)y|
Gyeonggi 98 55.7 QIst Agle 2|42 Tuker—Luwis index (TLD?} comparative
Vocation Student 52 295 fit index (CFDE AMgala, wado] Aulzo] Halre 3
Technic 8 &5 7Vet= A d Agte %422l root mean square error of
Company employee 57 324 ) ) )
: apprommaﬂon (RMSEA)2?} root mean square residual (RMR)
Sales/service 45 25.6 P ", el
= A L olslo =0 A5 ;
Housewife 3 1.7 F-513IEE, RMSEA+= .05 o]ste]™ 52 A3 e(close fit),
Others " 63 .08 o]slo]H k53t G (reasonable fit), 10 ©|3h= K& Z
Total 176 1000 & (mediocre fit), (10 ZI= L2 ﬁﬁi(unacceptable fit) &
WolSol4lc}, gk, TLL CFE= 71 o] 90 ol4folwl £ 213
KRW, Korean Won.
L=, .900] 779 SF@et mEdoleial s AlRtH30]. “'W kel
Table 3. Confirmatory Model Goodness of Fit
Model Parameter o x’ldf LI CFI RMR RMSEA (90% CI)
CFA model 46 113.359 1.921 .000 919 947 049 073 (.052-.093)

TLI, Tuker-Luwis index; CFl, comparative fit index; RMR, root mean square residual; RMSEA, root mean square error of approximation; Cl, confidence interval; CFA,

confirmatory factor analysis.
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2 fQleA Ay}, 2 A4 o] Aghes CMIN/DF=1.921 (< Al AIARE 7HdE shdshet] Fash HRE A nYe
4), p=<.001, RMR=.049 (<.5), CFI=.947 (>.9), TLI=919  YHE31, @413} A4 WO & o] 22 J129] JaFs 3l|A]4] o=
(2.9), RMSEA=073 (<.8) 5-o.& Uehlt], o= detAel & W9 oA o] Aes el A& 4=35}o] Table 59}
A A 712 5Tl vt 2 mg o] Age 2 v 22 Auks Aot o] AIAES RMRE AlLJEh oo
Wheh o i alolslgle), Table 32 SIQ14 g o] Agiwmoln], A3t gEollA] obA] At A3 7] i Ftskal 9
Table 4= 3Felz] @ olBLA Avlsto|r} F= AL oF 4= 9l

Table 65 HPFO. & 7PIH7S $13h HAAIE %23} 4=

3.71843 AE Sl duEn, A8 7ixl= el sl p=.229,

Table 4. Results of Confirmatory Factor Analysis

Model Parameter x x’ldf p TLI CFl RMR RMSEA (90% CI)
Basic model 46 132.540 2.246 .000 890 929 .085 .084 (.065-.104)

TLI, Tuker-Luwis index; CFl, comparative fit index; RMR, root mean square residual; RMSEA, root mean square error of approximation; Cl, confidence interval.

Table 5. Goodness of Fit of Basic Model

Division ltem Non-.s tandardiz?d Standard error CRh. Standardizefi .regression Construct reliability ~ Average
regression coefficient coefficient

Performance expectancy 1 1 - - 892" 848 653
2 787 072 10.946 743"
3 789 082 9.588 666

Effort expectancy 1 1 - - 6017 779 542
2 899 134 6.689 693"
3 918 142 6.475 666

Social effect 1 1 - - 5217 752 536
2 1571 264 5.951 973"
3 673 137 493 497

Utilitarian value 1 1 - - 998"~ 813 699
2 580 060 9.708 582"

Purchase intention 1 1 = = 896" 846 649
2 1018 072 14048 835"
3 935 087 10.787 696

“p<.001.

Table 6. Path Analysis Results of the Basic Model

Path 'Result of non-standardization Standz?rfiized e ez
Coefficient Standard error CR. coefficient
Utilitarian value > Performance expectancy A77 073 2425 229 015
Utilitarian value ~ Effort expectancy 075 038 1.972 263 049
Utilitarian value ~ Social effect 179 077 2.321 266 020
Performance expectancy ~ Purchase intention 481 067 7.221 553" 000
Effort expectancy ~ Purchase intention 700 236 2,963 297" 003
Social effect > Purchase intention 306 086 3576 307" 000

<05, p<.01, "p<.001.
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Table 7. Hypotheses Testing Results
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Hypothesis Content Adoption of hypothesis
H1 Practical shopping value will have a positive (+) effect on performance expectancy for omni-channel service. Adoption
H2 Practical shopping value will have a positive (+) effect on effort expectancy for omni-channel service. Adoption
H3 Practical shopping value will have a positive (+) effect on social influence for omni-channel service. Adoption
H4 Performance expectancy for omni-channel services will have a positive (+) effect on purchase intention of fashion products. Adoption
H5 Effort expectancy for omni-channel services will have a positive (+) effect on purchase intention of fashion products. Adoption
H6 Social influence for omni-channel services will have a positive (+) effect on purchase intention of fashion products. Adoption
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