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Abstract

As the overseas direct purchase market grows rapidly, firms are setting up various strategic
directions to attract consumers. However, many previous researches on this issue have focused
on consumption behavior based on consumers’ motivation and demographic factors, so there is
a certain limit to suggest practical implications for firms. Therefore, this study proposed
modeling to understand how firm’s strategic direction influences consumers’ acceptance
behavior in order to overcome these limitations. For this purpose, this study conducted a
survey on 357 domestic consumers and conducted empirical analysis through structural
equation model analysis. As a result, the effort expectancy of overseas direct purchase site has
a strong influence on consumer intention as much as performance expectancy. We also found
that product variety had the strongest impact on performance expectancy and that web site
reputation directly affected consumers’ behavioral intention as well as purchasing behavior.
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Table 1. Previous Studies on Strategic Direction of Overseas Direct Purchase Sites

seasadiG Price Product Language Payment Delivery Information
fairness variety support simplicity ~ convenience accessibility
Shin and Kim
(2008) © ° o
Chiu et al.
(2009) © ° o
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Fig. 1. Research Model
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Table 2. Measurement Items

Constructs

Measurement items Researcher

Price
fairness

Product
variety

Language
support

Payment
simplicity

Delivery
convenience

Performance
expectation

Effort
expectation

Social
influence

Facilitating
conditions

Website
reputation

Behavioral
intention

Purchasing
behavior

The price of the products presented on this site is reasonable compared
to the quality.

This site is reasonable compared to the price suggested in the domestic Be(t)“:In
shopping mal. (2003)
| use foreign direct purchase site, so it is not burdensome compared
to the price of the product presented in domestic shopping mall site.
This site has the advantage of purchasing products that are difficult to
obtain in Korea. Moe
This site has the advantage of being able to search a specific product (2003)
family extensively.
This site provides comprehensive information on various foreign brands.
This site has excellent translation services for product descriptions.
The payment and delivery procedures on this site are excellent in Pappas
native language support. (2016)
This site has excellent support for foreign languages, so there is no
inconvenience to use.
This site is not as hard to settle than other sites. lee e Al
This site can be paid without additional applications or programs installed. (2018) )
This site is easy to apply the payment method that | mainly use.
This site is faster than other competing sites.
This site adheres well to the shipping dates | anticipate. Lee et al
This site is easy to order even if you do not know the jargon related (2018) )
to shipping.
This site is simpler to ship than other competing sites.
| think this foreign direct purchase site is useful. Venkatesh
| feel that using this overseas direct purchase site helps shopping. et al.
This overseas direct purchase site makes my lifestyle enriching. (2003)
| feel that this direct foreign buying site is convenient to use. Venkatesh
| feel easy to learn how to use this overseas direct purchase site. et al
| do not seem to have taken so long to adapt to this overseas direct (20035
purchaseg site.
People around me are friendly about this site. Kang
People around me believe that this site is useful for life.

Y et al. (2012)
People around me recommend this site to me.
| am knowledgeable about direct foreign buying sites Venkatesh
| have the ability to take advantage of overseas direct purchase sites ot al
There are people around me who can solve the problem if | have (20035
difficulty in using the overseas direct purchase site.
This foreign direct purchase site has an excellent reputation.
This direct foreign buying site has an excellent reputation compared to Li
other competitive sites. (2014)
Users of this foreign direct purchase site are positive about the site.
| am willing to use this overseas direct purchase site. Venkatesh
| expect to use this overseas direct purchase site. et al.
| plan to use this overseas direct purchase site. (2003)
| often buy products from this overseas direct purchase site. Harris
| am going to use this overseas direct purchase site in the future. et al.
I

am more likely to use this overseas direct purchase site than before. (2018)
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Table 3. Demographic Characteristics

ltem Type Frequency Ratio (%)

Male 161 45.1

Gender Female 196 54.9

Total 357 100

20s 125 35.0

30s 104 29.1

Age (years) 403 78 218

50s 50 14.0

Total 357 100

Home appliances and Electronics 105 29.4

o Fashion products 122 34.2

Major items traded  Fqoq and Beverage products 59 16.5

on overseas direct  cysmetics 3 9.2

purchase site Other 38 10.6

Total 357 100

1~ 5 times a year 160 448

Annual average 6 to 10 times a year 104 29.1

frequency of use on {1 ~ 15 times a year 62 17.3

overseas direct More than 16 times a year 31 8.8
purchase site

Total 357 100

43 WS AEAE
WAE ] FRaA BEea e ool A
Tl AOlE wE el AgTE Aol
(e.g. Amazon, eBay, 6pm )& A3 & S
geles APsad & AEe 20184 109
329 109 169 $9F o 27 B 5549
or, % 40058l AEAZ} EHAE. o] 7
2t 3699 HAEAE FARH, B4
shrhar k= 12270 AEAE A AT
oo HFHo g F 35797 & ATl Ao

28U

2. Hi20| 5%

Al WMFES A3t F 12719 7idHSrol
37709 S4 =] AAEHA. 7 S E0|
ek ZpASE ALek2 ol gflof]l A A€ (Table 2)
o} Zt},

® 3
Ho] AFFATH Edol Bk Aot} 3¢
AE 7k EL oido] 1967 (54.9%) 0.2
Fd 16178(45.1%) 90 b8l =A Jetstth o
20007} 1257(35.000) 0.2 7HY =L v|E
S veEbi e, 300 104%(29.1%), 40t 7878
(21.8%), 50t ©]7(14.0%) o2 =4 L}e}
gt SHAE ] e]XH TR Adsk= F
SAFL oF, A=y, 2F3)e) 22 HAA
Fol 122%34.20 02 71 B vFE e
Weon, 7HaAE 2 AA7171E SHE &

[0 ot d
o o
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Table 4. Correlations among Constructs

Constructs @ @ ® @ ®

@ 87

@ .04 .89

® .07 .03 .85

@ A4 10 .09 73

® d00 1t A3 28" 83

® A9 38 26 217 247
@ A5 2r 08 23 217
02 29" .06 07 .08

@ 07 30 .05 10 10

07 28" 10 03 .03

@ 050 30 A3 12r At
@ A0 25 09 A3 1%

Mean 299 345 292 3.03 3.00
S.D. 1.04 84 91 89 91

91
3t 91
30 13 .88

Stto2r At 90

A0 23 42 267 83

3t 3 267 24 3 89
30 20 22 2t 3 49 9

336 342 353 343 350 370 3.60
84 89 107 79 .9 94 .89

Notes: 1. Bold number shows the square roots of AVE for that construct

2. "p{0.05, *p(0.01

3. @ Price fairness, @ Product variety, @ Language support, @ Payment simplicity, ® Delivery
convenience, ® Performance expectation, @ Effort expectation, ® Social influence, @ Facilitating
conditions, @ Website reputation, @ Behavioral intention, ® Purchasing behavior

X}EE 1057(29.4%) 2 A F o2 F& 1

S B}, sk, LA T o] ] W=
Jéﬁ 13]~53]7} 160%8(44.8%0) 2.2 714 =
H|ZS vEhh

o re ol

2. Hs 7H9| Y

—

un

ATtel S8 MFHFES] JAAA =Y
A= ofgo] AAE (Table 4) 2} 2t} 32
277 Abe|Ee] ek Melan 47r|d)
sbe] FAlCIME Avkzoz F-on|Ek daa)
E Hyon, o] st AFTAe thekdol
38(pONE 7Y =& e YehiT d9)F
Al Al Ee] HeFA Adepiak =2 7]oje}
o] BAE AAM2e] 7HEAo] 23(p(.0DE
7P = 3e Br)h 3, o] 89wl A
7o} ARe|E Hate] 37(p(.0DE 7FE
L WA BHolon, FHldElE oldox
7} 49(p0DE 7Y =2 #EAdS Byt o

=8 L EDEECE RRIEEEESRE R
s} wlahe] g3l glolA, AuaAlE
Ao feldt Belo] Q= AL AT 5
]

=

B ATE 5YFBIe] U P

As3t7) ) geld 81EA (Confirmatory
factor analysis)S AAEFATE, ofefje] (Table
Syol A AAE e} go] WS Aushs =
AIEE] o] A 14.31 o F 22 99%2]
A FEANA Forg AR YEh FSE
Fo] FREYSS & 5 gt w3k, g
N CRGEH} BAFETHAVE) B 77}
0.7, 0.5 °]’<9] 7]%2]5— Zz3}3 glo] Al
g F e H Ao 7 el th(Hair
et al., 2006), 3+¥H, FHEeNS ol 2 A
3} (Table 4) 9} Zro] BArZ=Z7ro] A|FH 3
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&
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Table 5. Confirmatory Factor Analysis

233 AT AlE weiete] tfE A+ 153

Constructs Loading SE t-Value  Cronbach's a CR AVE
Price 1.00 N 3
faimess 1.15 07 15.71 .85 .83 75
1.30 .08 15.82
1.00 - -
\F/’;‘r’i‘;‘;‘:t 1.07 07 14.67 90 8 79
y 1.02 07 14.31
1.00 - -
Language support 1.01 .05 21.67 82 .78 .13
.99 .05 20.76
1.00 - -
Payment simplicity 1.07 .07 17.67 .86 .83 .54
98 .08 17.19
1.00 - -
Delivery 1.06 .05 20.89
convenience 1.02 .05 20.11 89 80 69
.86 .05 16.99
Performance o ~ .
. 1.29 .08 15.58 91 .86 82
expectation 1.21 08 15.34
1.00 - -
Effort
. 1.03 .05 21.31 90 81 a7
expectation 1.01 05 19.77
Social 1.00 = =
m?lfj'gn e 2 04 2.3 94 90 83
9 .04 20.98
I 1.00 - -
Factialing 1.05 06 17.98 83 88 8
1.09 .06 17.83
1.00 = =
Website
reputation 1.03 .05 21.31 .86 .79 .69
1.01 .05 20.56
Behavioral .00 N y
. . 1.27 .05 20.99 Kl .83 .80
intention 1.83 06 20,92
Purchasing LELY N y
° 1.00 .05 18.88 .89 .89 .82
behavior 8 05 16.19

AAAAE AF37]o A FxUAHA 2y
S »&%*8}213} Aok ATz
?=1005.18(p<.01), AHF=(df)=589,
FI=0.87 AGFI=0.85, CFI=0,95, NFI=090,
IFI=0.95, RMSEA=0.052 YElth F+xw4
2l w3 ol Ao P ZG-= 2] Frol 3010}‘
GFI .90 ©o]4}, AGFI .80 o)A}, CFI .90 o)A},
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Table 6. Model Fit Index

Index x */df GFl AGFI CFI NFI IFI RMSEA
Standard 3= 0.9=< 08=< 09=< 0.9=< 0.9< 0.05-0.08
Result 1.71 0.87 0.85 0.95 0.90 0.95 0.05

Fig. 2. Causal Effects Among Constructs

QIS E 7o) Ao} 2|
HatE dejurs

7239y

342

Effort expectancy

Q| O{X| A AH| A

Pricefairness ‘Atz
v Performarce expectancy
HETR 40| Cterg T
Product variety
LW n |

AP0l Aol Eo ThEt

+82H

22

ogee TOHAE

Language support R2=.23

AMS| = Fak
2H|e A 0| ZHE A e 32

Social influence

Payment sumplicity

& Exto| Hold EX e+

Hoadd

Delivery convenience

Facilitating conditions

A0|E BT

"p<dS, "pe0l Website reputation

Note: *£0.05, **0X0.01.

NFI .90 o]4}, TF1 .90 ©]4F, RMSEA 05¢]A]
.08 AfoH =88 vl ApnEgon A
TH(Hair et al., 2006). ¥ AF& GFL 3to] 71&
2ol Hlake] tha 2AadHA "oy, HukH

o2 e AFs5o] FEd Ao votHo
83171 vl Hge mygow dukEd
(Table 6).

olelle] (Fig. 2y oA Hol: upe} o] a<]

2zl AbolEe] ek Heaa) 4]
detel BAE AT AT

g BFE fofuldh S A HoR
et 7 1413 7HE 128 AAET o]
7hed AFTAY] e 42(pODE 7
=2 dFEE UERTE ==7|dieke] B
M= TolAd Mul=e] B9 SAHCRE
Frojulgh dFFE e 7HAA FE) M 212

Behavioral intention

R>=23

Purchasingbehavior
R*=.30

A7

71ZF = Ak, shAINE, AAPG2 o] 7hA g v
dakel Heolde b7k 20(p<.o1), .16(p<.01)

o] AFE Jeh) 714 229} 71 238 AR
= & F AT FoA Y A 2T} =7
ol frojulst JFS nIAA] 23t o]f= 4|
A= PAea

WA |27} oh 47k
S

o3 Aeiiel glom,

1')1

FHEGYE AT MM 2 uhE Ev
o] WhH Aoz oA

g, o] gofedl JFe VA= WIS
AN A= o]8-el=ell 22(p(.01), =
7= . 25(pC.01), ARBA FFEE [13(p(.05),

AolE B 2300 FFEL e A
o= Vet 71 3, 7ML 4, 74 5, 7H 8
AR, olgelmt FulAEA 45(p(.01)

o ¥& ASE Uehl 71 68 A EIglon],
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HAPIE H wegt FufjedEel (17(p(.01)Y] 4
o Boloay 7 on AXHELS & & U
o}, AR, S22 79 Foljdsel fol
3k Jeke m|x|x| g Ao ' Folue] 7 7
71ZHEAn. SRz Fulld el Fofng o
T HRA] G olfE oln| seRHTE
el B SHRES gde R 2AE Flest
o] 93-S nH7] wiEe g detdn)h A%
2RAEY S, QRS 7]EE WolEYd
olA] o]&-¢] ojglgo| odd A BataAds
A A28 Aol ek, sARE £ dFe] §
A= S AT FAEAE] el |
APOIE o]g-o QlojA] o= A= ARdA]2]o]
REowg oo} e Ayl =24 Hog
o AZI,

30 2 o

V. 28 H AAHE

S AHFu7E Al A%e L
wEw Aol wet Agel R wa
Hleprow gAsta ek Aol el
wet ol Ah P AolEE BE Pt
Ask WlEHFLA7IA F715 Q= 7o),
NPEL anASE ThHoR
ol e Agse A T wEl
Aol guel gedel FWaA P
| wrske gel, A2ds odd duse
HAAgehe Aol 2uAEe] FEAES ¥
5 gleA7h A9Ee] FE B e
olelg AlUld 55 vhgetel X ATE 3

AT Aol ES SoEhe 7105 By

oz ojwd dekd Aeue Ashs Aol

ase] 4 ¥ 5 YAl gs) g

govl, d7ANRE B £FH AASE
T % ok

thgwt o] aoke &

A, & A7E oAl tg L)
5o FEPFE 7150 BN Fua) 2
oA, HHAQ) A AEro] 7919l
£ Az dolth. sl APl whe
ZlA gol B TlEe] we JrEe 7
2 2R ZHol 259 FaEwe] 753
A, a7 9 ATEASA] Welse

] %

N
v
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HR o 2 H| WS Z18stSTH(Kim et al,,
2014; Lee, 2015; Shin and Kim, 2008), w]j&-ol|
7199¢] SHellA A2k depgako] 73117,
e]an ey el whe 2 83T
< Fetst ATE vk vESHl 1 Eo] gk
o}, old & A= V& A7 dAAEE S5
stazt, sl e] s QAT Alo]E L ulE
& AbolEollx Fa3HA Hstar = HHH
AdeleFo] il A] petstarat skt ok
2, o] 2§k Ak Mdeldo) whg Amujx
S wowA 7IgEe] aHERI
FAE AAE A= AollA on
£ Adoa s

=4, ATl AtolEo thgk #8344
A ==7|t= Aol TiEe] o&o%
o gt JFH& Adrk= Blojth, & A7
o] AFAH, AHE-RolEE onldhe =97Id
© T8 Arldke ARl 2ok griA e
2 o 52 AFEs e o] &0z A
el FFE vRIT= AS & ASH o9}
< A= AT Aol ES] HoAS
QA7 Aol 2RAbES felsket &3
Q1 Wete] & & Q&S AXFEH Tl
FolBoly TVeFE RIS AT v
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7357} Ekth(Harris et al., 2018). SFAFH,
Qo] AEABNA R} o ES 9P
98 FAE ol slel ARl AlolET} =
o2 AAEo] | ko, vigolt AA|
5T 2 A A oA o831
4€ o] A Holoe] HEe D 4w
o}, ol9} ZE AT AT A H T &
HES wolg we 7R ANE ot
2ol A-E 7ol v AlFTA 0] 42H
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HAES] HAFE Zole A E3 598
Aes AR
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