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Abstract The e-commerce industry using mobile or web is growing rapidly, and the emergence of various
platform services is causing innovative changes in the e-commerce industry. This study aims to identify
the attachment types of e-commerce users and to demonstrate the relationship between the PPerceived
Usefulness, and Perceived Ease of Use by TAM. In order to empirically verify the research model of this
study, a survey was conducted on ordinary people with experience using e-commerce and path analysis
was conducted by using PLS to analyze its Internal consistency, Confirmatory factor analysis, Discriminant
validity and Goodness-of-fit verification. As a result, a significant relationship between Perceived
Stability, Perceived Usefulness, and Perceived Ease of Use was identified, could verify the association with
the TAM and Acceptance Intention.
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Table 1 Comparison of Open Market, Online Shopping
mall, Social Shopping Mall[11]

Internet Open Market
Sortation Synthesis shopping Social
mall Shopping
case Amazon.com Ebay.com roupon.com
Initial Model v groupon.
. . Online
The Role Online Retailer Intermediary Retailer
Product )
of the sourcing and trading Products
Offeror ' broker Sourcing
selling
Sales
Offeror, Offeror,
Trade Purchaser Seller, Buyer Seller, Buyer
Member Buyer Seller, Buyer | Seller, Buyer
Price Fixed pr?ce/ Fixed prlce/ Fixed price
One-Price auction
- . . Seller Direct Seller Direct
Shipping Direct Delivery Delivery Delivery
Offeror .
Refund Responsibility Resolving Sellers and Buyers
Profits Sales margins commission ‘ commission
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2.

Attachment Types

Technology Acceptance Model(TAM)
Perceived Stability

Perceived Usefulness

Perceived Avoidance Acceptance Intention
Perceived Ease of Use

Perceived Anxiety

Fig. 1 Research Model

3.1 oiPEEo| MY

321 e-7i0iA AHIA 489l FgRol

£ ATO|HE o2 AuA SBOE JFal
o2 Az oMY, X244 B3, AzE 2ot 37
2918 ANSTA Pt 2MAES LFoR o

o o] =gt e Exehe E0l2al kst o]

T BEUHE TS B A3Vt 7ksdka 2 3l
7| e Al As] AT & Ak AR 7
oSk, ABE Smel) il Az 4 4 A
A%} BASE Sk, TeuE Az oA, 91
229 57} A2t 847 ALggolHel vl A
oleht Re B 4 Ut EY AR Aol
e 4Ed) gE deE 2ol 9t ARES A
3 AEE FRAAE 4BIRY USEE 24 gt
7 St 0|2 o) A7 Betol vhAA T A2
o §847 AFg-go140l e v ol Bt
of et 2 Aol =5 4 Ak olE 4 5
B 71e5gR ol oA Al o @77
ge og3t 2.
PP 1] A2 3RS A2E R84 SR
QL w13 el
PHg 21 A2 g A2 ALgBoldel 2]
& 9L v Aol
M 3] A2 Bmge AzE R84 SR
QL v el
PHg 4 A28 s A2 Ag-8oldel 2]
& 9L v Aol
PHd 5] Az ebge AzE R84l S
L w13 el
PHd 6] Az Bt A2 ALg-Boldel 2]
& 9L v Aol

oL
tlo

¢

322 TAME} e-#HA AHlA 480/E

Davis[191¢] @0 mm ol &A1/} A2e 7148
3] Belsichn Lalw 8siha qljs] o
2o A7k ALg-8ol4o] X|7tel §RA0] AL o
Atk s olF B WAAR2e] AToIAE
71244 88lo] volan B AulA 4820
gat dnge 4Ewe 59 A28 984, A7
A1g-8ol o] 4-8elwo] FHA FFS mAE A
o2 et E3t #83 92319 AToIAE W
d 7l&58ude B9 2494 24 B8 A%
WA A7 $847 A28 AFgRol4ol FAH
e AL AL WY Sel B A7 59
ofRRQle Egusz B8 7144-8RH0| 489
5o gojujet QJare vl AA theo) F1AS §s



e-7{A(e-commerce) O[2X}Q] O&HR30| 7|&480\z0| Ojxl= 5t 39

A5 Aol
He 7] A7 ARE-Bold2 A 8430l
gt T vE Aol
e 8] A7 #8342 8=l Foldt ¥
o Aol
1 9] A17Hd ARg-Bolde 8= Fofdt 9§
e vlE Aol

1o

g 7SS Yl eAHAE ol&ote DRIRIES
4oE 20209 19 59RH 26397H4 3577t AR
AAstlon & 16072 AR 3)4oto] Aw 24
o] &8stk

Table 32 A& 42 I8 HAH 1607 FE29
A, 99, o, AY, F9 o831, o] &ATl H
o SEA H BERE U Sletl Sgol Fofdt
AFYEE 20~30t07} 64.4%E 7FE L vELS A
Aotar glom 4dA] oista gkl §EA7t 1018
(63.1%) 2= 7P Bttt SHAY] Ao a2E JAH
(37.5%)°] 7% wokom HA -FHAS 79%7F 4
U 5t e-AMA AH|AF 33] o]g} o] &5l= AoR
UFERStTE E35E 13] o] A] IE 4= 0]4H(55.7%)°] ¥
THOR A7 o|5tRE o] &3t AL SHENE
B3l gels) & 5= At

Table 2. Operational Definition of Independent Variable
& Dependent Variable and Measurement ltem

;/t?lrei Code Contents Recs;zar

PS1 Using e-commerce service.
provides psychological stability.

PS2 | have confidence in using
e-commerce services.

| feel a sense of time stability
by using e-commerce service.

e
Stability By using e-commerce service, it
PS4 is possible to make a stable
purchase choice.

By using[ e-commerce service, it
feels, stab

Perceiv PS3
d

PS5 le . about purchasing
non-face-to—face products. Park
PA1 Usin e-commerce services Minsu®
does not feel independent.
PA2 Using e—-commerce services is Shin
Perceiv very.emotlonal. : : Jong
ed PA3 | think e-commerce service is
Avoida not competitive in price. guk
nce paa | | think using e-commerce service is &
not a qualitative guarantee. G
PAS Using e-commerce services will eo
be less satistying. Yong
| think using e-commerce [24]
PAX1 | service is not more reliable than
buying it directly.
PAX2 Usin e-commerce  services
causes psychological anxiety.
Perceiv There is a risk of personal
ed PAX3 | information leakage by using
Anxiety e-commerce services.
There are concerns about the
PAX4 | product delivery and distribution
process of e-commerce services.
| think the system of e-commerce
PAXS | service is un\s/table.
Buying products. while using
PU1 e-commerce services helps save
shopping time.
While using the e-commerce
PU2 service, it _provides a lot of
purchase information about the
product to sell the product.
While  using e-commerce
. PU3 service, it is helpful to purchase
Perceiv roducts razher_ than exlst)lng
od ransactions (offline purchases).
Useful | believe that purchasing
ness products while using

PU4 e-commerce services is more
rofitable than exlst)lng
ransactions (offline purchases).

Purchasing using e-commerce
services improves the quality of

s qpplnfq cost, ime  an
PU5S satistaction ~ of ' the  product
purchase process) . compared  to
existing transactions  (offline Davis

purchases).
Wh - (9l
en usin e-commerce,
PEU1 experts' help ig essential. Venkat
PEU2 | The e-commerce transaction process esh _&
) and procedures are concise. Davis
Peg(:jelv PEU3 | You will easily become proficient (2000)
Ease in using e-commerce Sservices. [25]
of It is easy to learn how to use
Use PEU4 | the Internet (e.g., www) to use

e—commerce services.

It is easy to learn how to use
PEU5 | e-commerce services, and it is

very easy to shop by remembering
the usage procedures.

All | will continue to use
e-commerce services.

| will recommend using

Al2 e-commerce _ service to other

Accept people around me.
ance A3 | will highly recommend using
Inten e-commerce to others.
tion | will use the e-commerce that
Al4 | use often by registering it as a

favorite in a web browser.

A5 | will use e-commerce as a
means of purchasing products.
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Table 3. Sample of Demographic Characteristics

_Or 1;1-]5_ 7]. 1Hx4 o7 othHo] OIq._Tr_ % olr,].

5

& AFoME SH=F -4 AEd 9 EdA A5
15821 PLS (Partial Least
= ARSI o= AT &
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d, WAl 21Hd, ASEZA, BEEEAdS B3

[o]
g BT Al Felstin

%E'J% Table 45 &3l 3EE A= (Composite
Reliability : CR), 2245 Y1} A4(Cronbachs Alpha
: CA), BEAEE(Average Variance Extracted :
AVEREE Rl of & 4= qletl At ghol 0.70148Y

Category1 Category2 Frequency Per.(%)
Male 81 50.6 Table 4. Internal Consistency Verification of
Gender .
Female 79 494 Research Variable
10s ! 06 Average
20s 53 33.1 Cronbach tho A Composite Variance
's Alpha - Reliability Extracted
Age 30s 50 313 (AVE)
= Z o9 Perceived | 805 | 0.823 0.864 0.562
Over 50s 29 18.1 Stability : : : .
High school 9 5.6 i
91 5cheo perceved | 0840 | 0990 | 0887 0.665
College 10 6.3 voidance
Academic ;
Bachelor 101 63.1 Perceived
Degree Aoty 0853 | 0.897 0.897 0.688
Master 34 21.3 -
Ph.D 6 38 Upfgfj'::gs 0862 | 0.868 0.901 0.647
Student 44 275 .
Perceived
Expert 18 1.3 Ease of Use 0.850 0.856 0899 0691
Office worker 60 375 Alcctepttgnce 0877 0.888 0912 0678
Job Housewife 3 19 ntention
Self-ownership 2 1.3
Public official 16 10 E3F ZF W4 8 g S AnEY] YA
etc. 17 10.6
TS
e - o el ST © Wy 242 AN,
Number . = )= PN
of 2-3 times 47 294 Table 5& &l 9= 7t Hpeke] a9l A7) gk 4
(oo 3-4 times 19 119 W%l AR gk s & 4 on fiFio] 2
er
Week N imee” 17 106 Agol 072 HolH 49 R4S 257 98 ¢
Less than 4= 9tk A9 A 2= QFY 9] “e-AWA AH|AZ o]
Ti 30 minutes 75 16.9 L Ao o =1 o
me 1 hour 62 38.8 %6]"1__' A /\k:]lfl’]zjl?l (131—1 Z:]I—E T 94‘ X]ZJ,’% 9’1‘”‘]
per .
One- 2 hours 16 10 9] “e-AMA AMHU|AS 0|83l AL AFF PIE
time «
More tnan 7 44 L2 & gy, A48 EQA Y “e-AMA AB|AE

ol- &gt =i ARIFEfZEl E =7 ok, AZE
FENMY “e-AMA AUIAE o]&SHHA AES
Ffok= o] aPAIRS Ash=t| EZo] "}, A
ZHel ARG-8o] 4ol A9] “e-AMA o] A], HEEA] &
7] E%Ol Zasitt”, £89%9 U= e-AHAE
R o o]-88 Aotk gk AR 0.7
ojstzE & E}EWOI JH=A] ot AQJstoirt.
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Table 5. EFA(Exploratory Factor Analysis) &
CFA(Confirmatory Factor Analysis) of
Research Variable Cross Loading

PS PA PAX PU PEU Al

PS2 0.806 | -0.103 | -0.126 | 0452 | 0.387 | 0433

PS3 0.795 | -0.116 | -0.1564 | 0.374 | 0385 | 0413

PS4 0.769 | -0.101 | -0.088 | 0.322 | 0.311 0.370

PS5 0.782 | -0.113 | -0.162 | 0.362 | 0400 | 0.529

PA2 -0.023 | 0.720 0630 | -0.095 | -0.029 | -0.147
PA3 -0.0561 | 0.831 0514 | -0.153 | -0.102 | -0.233
PA4 -0.079 | 0.779 0612 | -0.150 | -0.066 | -0.138
PAb -0.124 | 0.919 0.701 | -0.202 | -0.225 | -0.317

PAX1 -0.139 | 0.603 0.846 | -0.177 | -0.120 | -0.171

PAX2 -0.089 | 0.639 0874 | -0.176 | -0.193 | -0.257

PAX4 -0.076 | 0.448 0.709 | -0.073 | -0.071 | -0.160

PAX5 -0.099 | 0.674 0.876 | -0.153 | -0.207 | -0.248

PU2 0.322 | -0.099 | -0.054 | 0.831 0419 | 0.526

PU3 0.370 | -0.117 | -0.104 | 0.820 | 0409 | 0571

PU4 0.404 | -0.218 | -0.175 | 0.846 | 0.396 | 0.589

PUB 0438 | -0.181 | -0.280 | 0.830 | 0.556 | 0.591

PEU2 0419 | -0.087 | -0.171 | 0428 | 0810 | 0.496

PEU3 0.387 | -0.177 | -0.234 | 0458 | 0.843 | 0.581

PEU4 0.305 | -0.074 | -0.061 | 0436 | 0.786 | 0.547

PEUS 0433 | -0.178 | -0.166 | 0.443 | 0.882 | 0.655

Al 0.454 | -0.300 | -0.251 | 05671 0.615 0.851

Al2 0.497 | -0.210 | -0.250 | 0.606 | 0.594 | 0.892

Al3 0.459 | -0.239 | -0.228 | 0630 | 0.609 | 0.878

Alb 0462 | -0.274 | -0.240 | 0.564 | 0.558 | 0.838

Table 6. Discriminant Validity Verification of Research

Variable
*Square Root of the AVE
PS PA | PAX | PU | PEU | Al
Perceived "
Stabiity | %750
Perceived | 99 | 0,815+
Avoidance
Perceived | (199 | 0728 | 0.820%
Anxiety
Perceived | 178 | ~0.196 | -0.185 | 0.804*
Usefulness
Perceived | 157 | ~0.150 | -0.193 | 0.531 | 0.831*
Ease of Use
Acceptance | 55 | L9281 | -0.260 | 0.697 | 0.688 | 0.824%
Intention

PLS B3 AYF=E 47| Hsire dHs9 719
A(Redundancy), +54(Communality), AEH
(R-Square), AA] A&w(Good-of-Fit)7} Ha3s}ct.
9 Table 7& &° A+239 e AS2AE &
ola & 4 =t WA R-Squaredt- 0.260]A4t0|H
2 AYgor wad & ok 2= A4E 78
A, A= Ag-8o]4, 89 % HE R-Square?tol
0.26ETH &2 102 e 7ol g2 A7
7t o ¥ #ARS 95k Bl 0Er 29 9
ST Qe AR IHd 4 Qe & d1EF
o] W9 7helg Flo] B ORT & Ao R #4
Elo] A& AFert Yl £ 4= Qlot PLS 239 A
ALE Tl 71E02 HA AALEAL Eol A
S51 Q=Y AFHSE R-Squareds9 Bk
SR Bds 5% 49 ASE @ 59w
& £ ot oflF ghol 0.3601480H w2 450 A
%, 025~036 Hgtold F729 AgE, 0.1~
0.25 Hgto]H W2 At whekst 4= Qlrt, f-2)7}
AFESE R-Squaredt=2] a2 0.4080|H, 584 H
T2 0.458010. F ghe] &2 0.186°1H, &2 A&
&+ 2 04312 =2 529 = w0t 4= Qi

Table 7. Research Model Goodness—of-fit Test

Redundanc | Communali - Good-of-Fi
y ty R-Square t
Perceived
Stability : 0.348
Perceived
Avoidance ' 0.446
Perceived
Anxiety ' 0.489
Perceived | 516 0.471 0.361 0431
Usefulness . ' '
Perceived
Ease of 0.148 0.473 0.237
Use
Acceptance | 41p 0.520 0.627
Intention ' . .
Average 0.776 0.458 0.408

AR
WA ofztels Bl HIATE AnE, 5,
A2k AL A7 §84T A2 A8-gole]
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ek WA, A2 §84L 8owo] SOl Jae
S A0 ek thA, A2 AHg-Bolge
A2 §-843 $80)e] BE oI JFE w1
£ R0z yepdtt

Table 8. Research Model Path Analysis

T

Statistics

(lo/sTD
2Y)

Original | Sample | Standard
Sample | Mean | Deviation
0 (M) (STDEV)

P Values | Result

PS — PU 0.292 | 0.286 | 0.082 | 3.559 [ 0.000 | Adopt

PS — PEU | 0.449 | 0.444 | 0.081 | 5.569 | 0.000 | Adopt

PA — PU -0.110 | -0.109 | 0.104 | 1.063 | 0.288 | Reject

PA — PEU |[-0.028 | -0.044 | 0.118 | 0.240 | 0.810 | Reject

PAX — PU | 0.004 | -0.016| 0.092 | 0.043 | 0.966 | Reject

PAX — PEU |-0.118|-0.122| 0.116 | 1.014 | 0.311 | Reject

PU — Al 0.461 | 0.463 | 0.076 | 6.056 | 0.000 | Adopt

PEU — PU | 0.378 | 0.369 | 0.080 | 4.698 | 0.000 | Adopt

PEU — Al 0.444 | 0.444 | 0.070 | 6.353 | 0.000 | Adopt

"TP(0.000, " P¢0.001, “P)0.05

pu1 pu2 PU3 Pu4 PUs

Al

A2

AlZ
Ald

/n Perceived

Avoidance

f. Acceptance

Intentiony AlS

PAX4 /
c. Percaived

PAXS Anxiety

PEUT PEU2 PEU3 PEU4. PEUS

Fig. 2. Result of Research Model
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ek Slsu 2ok 22 eld ojzacle A
Az stolF Tohg7L 484 ROl FFL 714
A oo} 402 ololAA] £FL Yulaiet. o e-
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