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[Abstraci]

Recently, it is trying to introduce an image search service in order to increase its purchasing power in mobile shopping malls. In this
paper, the elements of image search services in mobile shopping malls were selected as independent variables and verified based on
the TAM model to study how the elements of image search services relate to the user's intention to purchase them. Research has
shown that bias and usability have little to do with purchase intentions, and that entertainment and information quality are related to

user's intention to purchase.
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Table 1. Hypothesis
Items Path Symbol
H1 Ubiquity—Perceived Ease of Use UB—PE
H2 Ubiquity—Perceived Usefulness UB—PU
H3 Usability—Perceived Ease of Use US—PE
H4 Usability—Perceived Usefulness US—PU
H5 Playfulness—Perceived Ease of Use PL—PE
H6 Playfulness—Perceived Usefulness PL—PU
H7 Information Quality—Perceived Ease of Use 1Q—PE
H8 Information Quality—Perceived Usefulness 1Q—PU
H9 Perceived Ease of Use—Perceived Usefulness | PE—PU
H10 | Perceived Ease of Use—Attitude Toward Using | PE—AU
HI11 | Perceived Usefulness—Attitude Toward Using | PU—AU
H12 | Attitude Toward Using—Behavioral Intention | AU—BI
3-3 o] ZEF Fo|
Table 29} o] Ao} 7PdS Boj= 7H7}e] WaE 4
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Table 2. Mecasurement Variable

Construct Operative Measurement variable RelaFed
studies
The degree to | Convenience of use time, | Lee Sung-Ho
Ubiqui which information | Available to anyone, (2006)[271],
quity can be obtained | Available anywhere, Dularcher
anytime, anywhere| Available on the move (1999)[28]
L Easy to search, Nielsen(1993)
Finding enough |Rapid response speed, [29]
Usability information The sufficiency of ?
. . . Jeng(2005)
quickly and easily | Information,
(301,
Ease of use
wh;l—cieadcefrrlffnfloous The degree of fun, Jarvenpaa &
. The degree of interest, Todd(1997)
search is conducted .
Playfulness with fun The degree of curiosity, [31],
excitemer;t The degree of relative Noh Mi-Jin
. i search (2006)[32]
nterest, etc.
Quality of search Optimization of Jung Won-Jin

information,

Information| d?fgggztsl(iﬁe The clarity of information,| %211‘2522’
Quality nature and level of E}zrﬁ?sﬁ;y of McLean
information The latest in information (1992)[34]
The degree to
Perceived which you believe | Efficiency of use,
Usefulness it willnotbe | A good point of use,
difficult to use the | The usefulness of the use
service.
The extent to
Perceived which you think | Difficulty of use, Davis(1989)
Fase of Use using services can | Ease of Interface, [35]
provide useful |Ease of shopping
information.
. Intention to use,
Attitude the degree of Intention to use
Toward | willingness to use Frequentl
Using the service Lik(f]:s o u};,e
. Tllle‘degree of Willing to purchase, Na Youn-Kue
chavioral |  willingness to . s
Beh 1 1 t Will purchase (2010)[36]
Intention | purchase goods Pu }I: ’ than bef Jarvenpaa et
using the service rehase more than betorg al.(1997)[37]
Iv. 24 At
1 it A A ZARE Table 39 22 U160 JIEUS
o]- &gk 2ol A MEAE o] &9k LTl HES W
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Table 4. Frequency Analysis on the general
characteristics(excluding the missing value)

Variable Items Frequency %
Male 118 70.7
Gender
Female 49 29.3
Under 20 2 1.2
20s 90 539
30s 17 10.2
Age
40s 41 24.6
50s 15 9.0
Above 60 2 1.2
Student 85 50.9
Technical 12 7.2
Job Marketing 11 6.6
Professional 43 25.7
Etc 16 9.6
High School 21 12.6
Bachelor Course 67 40.1
Education
Bachelor 21 12.6
Above Master 58 34.7

Table 5 ©]-& A& ZWHol|A Tnjd g o]-g-2
2 10.8%, 33] M)W 287 O 7 16.8%, D1~43] 6978 O 41.3%,
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(9.6%), 712D 7 (4.2%) .2 LERTE o]m X ALg-o
S 26.3%(447), 33] W|WF 29.3%(497), L1~43] 22.8%(38
), B43] o]/ 13.2%(229), Al Y 8.4%(145) T}
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Measurable .
Construct Variable Question of survey
UBI1 In the mobile shopping mall, Image Search Service can be used regardless of time and place.
L. UB2 In the mobile shopping mall, Image Search Service is available to anyone.
Ubiquity
UB
(UB) UB3 In the mobile shopping mall, Image Search Service can be obtained wherever they are.
UB4 In the mobile shopping mall, you can use Image Search Service on the go.
US1 In the mobile shopping mall, it will be easy to find the desired product using the image search service.
Usability US2 In the mobile shopping mall, you will be able to quickly find the desired product using the image search service.
sabili
(Us) . . . o .
US3 In the mobile shopping mall, you will be able to find enough products using image search service.
US4 In the mobile shopping mall, it will be easy to use image search service.
PL1 In the mobile shopping mall, It may be interesting to use image search service.
PL2 In the mobile shopping mall, when I use the image search service, I am interested in the search result.
Playfulness
(PL) . . . . .
PL3 In the mobile shopping mall,when I use image search service, I am curious about search result.
PL4 In the mobile shopping mall, it is likely that we will continue to search related results when using image search service.
1Q1 In the mobile shopping mall, the information of the image search service will be optimal information.
Information 1Q2 In the mobile shopping mall, the information of image search service will be clear.
Quality
(1Q) 1Q3 In the mobile shopping mall, the information on the search service will be well explained.
1Q4 In the mobile shopping mall, the information of the image search service will be the latest information.
PU1 In the mobile shopping mall, using an image search service would be an efficient shopping method.
Perceived
Usefulness PU2 In the mobile shopping mall, it would be advantageous to shop using image search service.
(PU)
PU3 In the mobile shopping mall, shopping using an image search service will be generally useful.
PE1 In the mobile shopping mall, it will be easy to learn how to use the image search service.
Perceived Ease
of Use PE2 In the mobile shopping mall, the image search service will be easy to understand the interface.
(PE)
PE3 In the mobile shopping mall, it would be generally easier to shop using an image search service.
AU1 In the future, you will use image search service when mobile shopping.
Attitude
Toward Using AU2 In the mobile shopping mall, it's like shopping when you use image search service frequently.
(AU)
AU3 In the mobile shopping mall, I would like to use image search service when shopping.
BIl In the mobile shopping mall, you are willing to purchase a product using an image search service.
Behavioral
Intention BI2 In the mobile shopping mall, you will purchase using image search service.
(BD
BI3 In the mobile shopping mall, it is likely to purchase more products than before using image search service.
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Table 5. Frequency Analysis on the usage
status(excluding the missing value)
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Table 6. Initial Model's Evaluation

Measures Value Cut-off Suitability
CMIN P 0.000* >0.05 Reject
CMIN/DF 2.032 <2 Reject
RMR 0.101 < 0.05 Reject
GFI 0.777 =09 Reject
AGFI 0.719 =0.9 Reject
CFI 0.920 =09 Adopt
NFI 0.856 =09 Reject
IFI 0.921 =09 Adopt

= -

RMSEA 0.079 ofo(s);?f . ;Sggst Adopt

Variable Items Frequency %
none 18 10.8
Less than 3 times 28 16.8
Using m.Oblle 1-4 times a month 69 41.3
shopping
More than 4 times a month 35 21.0
almost everyday 17 10.2
none 81 48.5
Less than 3 times 36 21.6
Use image sefirch 1-4 times a month 27 16.2
when shopping
More than 4 times a month 16 9.6
almost everyday 7 4.2
none 44 26.3
. Less than 3 times 49 29.3
Use image search
when not 1-4 times a month 38 22.8
shopping -
More than 4 times a month 22 13.2
almost everyday 14 8.4
4-2 EYZH EM
Fig. 5T & =iolA] AAE 27] d+52dS L2907
R0 wAG Z1 0% AMOSE o] &34 A4S T3l
SARY BHE BE FARF SHUS 0] B9
2 Brhsh Aqlow By HPES Selshs otk 5
Bl )3 AP S4] S8 SR B
or ME £4 € ke Ghe 27] ATmge] BAE By
29523 Table 69F 2T}

[UB3 R\ Ubiquity

UB2 (uB)

UB1

us4

uUs3

us2
m Toward
PL4 Using
PL3 Playfulness

PL2 (PL)

38 5. 7| ATZgol| st TxEEA B
Fig. 5. Initial Structural Equation Model
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*under 0.001
Table 60114 Ve 217 8ld 32 231 “F<F°| CFL,
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Fig. 6. Modified Structural Equation Model
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Table 7. Square Multiple Correlation

Construct SMC(Square Multiple Correlation)
Variable | UBI UB2 UB3 UB4
Ubiquity .
First 0.539 0.652 0.713 0.544
(UB)
Modified - - - -
Variable | USI1 US2 US3 US4
Usability .
(us) First 0.804 0.827 0.591 0.556
Modified - - - -
Variable | PLI1 PL2 PL3 PL4
Playfulness .
(PL) First 0.733 0.900 0.778 0.565
Modified| 0.842 0.791 - -
) Variable | 1Ql1 1Q2 1Q3 1Q4
Information
Quality First 0.606 0.800 0.820 0.700
1Q) .
Modified - - 0.836 0.789
) Variable | PEI1 PE2 PE3 -
Perceived
Ease of Use First 0.725 0.638 0.839 -
(PE) .
Modified| 0.673 - 0.881 -
Perceived Variable | PUI1 PU2 PU3 -
Usefulness .
(PU) First 0.765 0.822 0.752 -
Modified| 0.777 0.840 - -
) Variable | AUl AU2 AU3 -
Attitude Toward
Using First 0.845 0.806 0.820 -
(AU) .
Modified| 0.840 0.793 0.836 -
) Variable | BI1 BI2 BI3 -
Behavioral
Intention First 0.679 0.720 0.610 -
(BD) .
Modified| 0.787 0.651 - -
HREA RN e AEHOR Fig 63 ol HA
(Ubiquity)$} ©]-8-4(Usability) 5.8 o] 235 dkatol] H-74 4
Qe F oglow vehh AANT =8, #54

(Playfilness)9} “d 1354 (Information Quality)oll Al AW
PL3, PL4, IQ1, IQ2E AAZ L A ZH H2]A(Perceived Easy
of Use)Z} A2+ -8/d(Perceived Usefulness)oll A= 7 712
SA4W PE29F PU2E AIA G 53], 71§ 2] %=(Behavioral
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Intention) ] BR2EE-2 7} W2 SMC kS B AAYES
o 23 A% o] B2 JTS T AR 1,

Table 8-> HF A A 4 Z¥of tst SRy 4 2
o]t} 2t 7 d(Construct) 2 74 ¥ (Measured Variable)s
78] SMC T3]+ 57 0.4 o) 2 ZHA ¥ (Latent Variable)
v SNUTES] MRS Aele Zo® BAE I 3
Aot S4 W Al gk XS 7E B 0R T
Z S Hola gler 4] thgk C.R.(Critical Ratio) 4]
R 25 Ads]ekar ik aelar WA e g o e AlE
o] 2114 Cronbach a k2 0.65~0.89 Alo] 2 =8 7153k A1
F| % 71 0.6 HUF T 31 0= VERgTH

(

d

4~

e

T
a
T
a

E 8. M3 24 23}

Table 8. Result of Measurement Model Analysis

Construct | Variablel RW* |SRW*| S.E. | C.R. P |[SMC | a**

PL1 |1.044]0.918|0.069|15.122] *** |0.842

Playfulness 0.899
PL2 [1.000(0.889| - - - 10791

Informationl  1Q3 | 1.000|0.914| - - - 10836 0596
Quality IQ4 |0.9460.888|0.08710.920| *** |0.789

Perceived | PEL | 0.7930.820|0.058 |13.640] *** |0.673 0568
Easeof Use| pg3 | 1.000(0.939| - - - |oss1

Perceived | PUL | 0.835]0.881[0.051|16.458 *** |0.777 0550
Usefulness | pp | 1,000 |0916| - - - |0.840
) AUl |1.000|0916| - - - |0.840

Attitude

Toward | AU2 |1.069|0.891|0.059 (18.153| *** |0.793|0.932
Using

AU3 | 1.026|0.914]0.053 |19.426, *** |0.836

Behavioral| B!l | 0.999|0.887 | 0.082 |12.153| *** | 0.787

Intention | gry 1000|0807 - | - - 0651

0.832

* RW : Regression Weights, SRW : Standardized Regression Weights,
** o :Cronbach a  *** Under 0.001

Table 9> S8Rl st A3ws 7kt Zo]
A58 o] CFL, IFI, RMSEA 37| @4t 3131 A o] v]a) &
E EE] Sk A AN g HF HPe] SR o
3} 7}o] 2] o](Chi-square) 2 7= o}2fj o} 2o}

CMIN = 62.773, DF=50, P=0.106, CMIN/DF=1.255

=, Fholzdo] e 62.7, A= 50019 53] #2985
(P)°] 0.1062 A F3+ 7 o2 YElGTE CMIN/DF 3] %= 29]
stz HAst 7] REolM 7)1ZHReject) B0l HAA
RMR, GFI, AGFI X% B% 7|55 Aglsla glon
CFI(Comparative Fit Index) §°X|+= Z7] 23& 0.9130l W3]
0.993% =1A| 3] gk 31 0 & YEfskth mhz71A & NFL IFI <+
A& RAEe] 7] F-ghgith. RMSEA(Root Mean Square
Error of Approximation) A2 3% X]4(Absolute
Indices of Fit) Zoll shub= R A 23S 3743 uj 7]d)
== AReE ou|sh 0~1 Ale]9] gk 7FITh RMSEAT= 0

N

¢



ol FHeS S AH 02 005 )5k AT e A
(Good Fit)& 21| }ar 0.05~0.1 Ako]Y wf =8 7153k =5
(Adopt Fit)& |13} RMSEA #t°] 0.1 ool 43w} o
L(Poor Fit) 2102 3 P—Zra‘jr T AN HF AR BEe
RMSEA 3to] 0.039% 32 232 71X = A o2 vyt
E 9. £8= =xdosol U3t A5 z1}

Table 9. MOdIerd Measurement Model's Evaluation
Measures Value Cut-off Suitability
CMIN P 0.106 >0.05 Adopt

CMIN/DF 1.255 <2 Adopt

RMR 0.044 < 0.05 Adopt

GFI 0.946 =09 Adopt

AGFI 0.901 =09 Adopt

CFI 0.993 =09 Adopt

NFI 0.967 =09 Adopt

IFI 0.993 =09 Adopt

RMSEA 0.039 0%02;? . ::Sggi Good

4-4 5YEY ErSHy Tt

PRl A A R £8 7Ped AHES 7

AL Qe A o= yElstt whebA ‘Xé 3ol el Bt 2

L2351 3% EFdAd(Convergent Validity) 715 713} 3 E}

Jd(Discriminant Validity) A5 71H& %5]1 H7rsrick |

A % BFdAd W7k okl 7 7HA 7S ARgERiTh
VE(Variance Extracted, 4t 55)2] ”3 Einds
CR(Construct Reliability, 7II'd 215 &)
VES| Heae 7z H4E 7 2] (Standardized
Factor Loading) & @542 vl Allsl= A=z 3to] 0.5
ool HFEFGAI o] ArkaL A gt F4 2 ofefje} .

e

i=1

s
Bahing

VE =
n

A Standardized Foctor Loading

CR=- gke] 0.7 ol gl FFerdrde] JvkaL sy @it &
A& ol .
(3N
CR = —=

(302 +306,

i=1 i=1

A Standardized Foctor Loading
0 : Error Variance

Table 102 HZ A|oF 28| )38t FZElIA H7} Avfo)
o} Aol B 4= gl VE g 25 0.55 A3lskar 9lar
CR %% 0.7 Z2Age} wheba] HE A9 23S 4 B
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o] Qe &4
E 10. &E EM #E Z3)

Table 10. Convergent Validity Evaluation

Construct VE CR
Playfulness 0.817 0.816
Information Quality 0.812 0.813
Perceived Ease of Use 0.777 0.831
Perceived Usefulness 0.808 0.835
Attitude Toward Using 0.823 0.884
Behavioral Intention 0.719 0.743
T B AR ThE WS 7] 1 S Aol =

Jol
zke] 7} dvh= AL onlgeh 2he] AEE: 98l Al gk
71505 ap gk WaEel v WS Jhol] Ak 7} vrotok
H ERgAdo] vk & = qink wE v WrkE H”H’ﬂ =
AVE(Average Variance Extracted, Ao E2F45) 7|"H3} &
22} 71 Two Standard Error Interval Estimate) 7]'H= &

o W71 5 )

AR

1. 2 EP%“S 45 Zut

Table 11. Discriminant Validity Estimation

Construct PL 1Q PE PU AU BI
Playfulness 1 i i i ) ]
(PD)
Information
; 0.496
Quality 1 - - - -
0.162
o | 016
e, 0724 foass ||
(°E) (0.161)| (0.149)
5:;‘:’11;2:5 0716 | 0.562 | 0832 | ) ]
(L) (0.173)| (0.168) | (0.169)
Tov‘t:rl;ug;ng 0757 | 0.424 | 0758 | 0825 | ]
(AU) (0.162)| (0.144) | (0.150)| (0.167)
Blftl:;l:;rjl 0.653 | 0.490 | 0.716 | 0.772 | 0847 |
B (0.155)| (0.149) | (0.149) | (0.166) | (0.159)
AVE 0.689 | 0.685 | 0.711 | 0.716 | 0.717 | 0.592

In brackets : Standard errors of covariance

AVEE o] &8 7|2 o} e} o] AErbsal Wars 1T
o] FAIF Al gkol AVE @t olshd 735 2bd efdAdol 9l
thar & 49l

IR
A VE = n — n
DN D6
i=1 i=1
A Standardized Foctor Loading
6 @ Brror Variance
TEOA FATE W (o] AR} volol vl
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Table 12. Final Proposed Hypothesis

[t
N
)
(f:

g mln

¢

A~
TA A

£

Items Path Abbreviation
H5 Playfulness—Perceived Ease of Use PL—PE
H6 Playfulness—Perceived Usefulness PL—PU
H7 Information Quality—Perceived Ease of Use 1Q—PE
H8 Information Quality—Perceived Usefulness 1Q—PU
H9 Perceived Ease of Use—Perceived Usefulness | PE—PU

H10 | Perceived Ease of Use—Attitude Toward Using | PE—AU
HI11 | Perceived Usefulness—Attitude Toward Using | PU—AU
H12 | Attitude Toward Using—Behavioral Intention | AU—BI

5-2 71 #™ Znt
HE AL BEE 4

H7& P %4°] 0.055 =33 HI1S

P3LEESH0.052 29kglom 2 Aelat]

&P Table 133} o] Lhepdc). 714
CR #to] = Hhgrom

2tk
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E 13. & Aot 2E 2| regrression weights
Table 13. Final Proposed Model’s Regression Weights
Items Path Estimate| S.E. CR. P Label
H5 PL—PE 0.633 0.076 8.367 HHE Adopt
Hé6 PL—PU 0.356 0.108 3.306 Hkk Adopt
H7 1Q—PE 0.115 0.068 1.693 0.090 Reject
HS8 1Q—PU 0.221 0.063 3.516 Hkk Adopt
H9 PE—PU 0.407 0.129 3.152 0.002 Adopt
H10 PE—AU 1.047 0.527 1.987 0.047 Adopt
H11 PU—AU | -0.013 0.464 | -0.027 0.978 Reject
H12 AU—BI 0.845 0.090 9.395 Hkk Adopt
*** Under 0.001
5-3 Mgl= H4E Znt
M 1% Ao 5831 AN A% A 2 (Final

Proposed Model)ol| t$t A= AT A3} 7|5S Sl ok

31T}, Table 14+ 5 =50 A AZ A Sk
EE AlakeE Axjolt) Aot &

FEHQ BuE ) S A
At sd Aol A7 A2
ANE 7EES BF B8le

e AUE P A8 24 A,

CMIN/DF, RMR, GFI, AGFI, NFI 67 &

W R 7EAE

Z3}5}4] B33 CFL IFL, RMSEA 371 EH%UJ Fagk ubd A
P R L RE 7|EA| oA S HERASIH:
X 14. 27| A72YD} 2F Kok 2yol MEt: AE Zxt
Table 14. Initial & Proposal Model Model-Fit Evaluation
e | | T | oo [
CMIN P 0.000 * 0.354 >0.05 Adopt
CMIN/DF 2.100 1.065 <2 Adopt
RMR 0.127 0.049 < 0.05 Adopt
GFI 0.765 0.959 =09 Adopt
AGFI 0.713 0.916 =09 Adopt
CFI 0.913 0.998 =09 Adopt
NFI 0.847 0.975 =09 Adopt
IFI 0914 0.998 =09 Adopt
RMSEA | 0.081 0.020 0?2;?5 . ;Sggst Good
* Under 0.001
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