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Abstract

Purpose - This study focuses on new type distribution channel that named as Omnichannel. Omnichannel is developed from
Multichannel which is used in many distribution channels to buy or selling goods. Omnichannel basically needs an
Information and Communications Technologies(ICT) to use, so researcher conduct a Technology Acceptance Model(TAM) to
research model. Customer-brand relationship was used as dependent variable to focus on the role of Omnichannel.

Research design, data, and methodology - The subject of this study is customer who purchase goods or service through
omnichannel. Based on the literature from the preceding research analysis of TAM and customer-brand relationship, this
study was constructed by the reference to previous studies, final research model design for figure out casual relationship
among perceived ease of use, perceived usefulness, omnichannel use and customer-brand relationship.

From 2016 February 3 to March 17, questionnaire survey targeted customers who use online and offline channels. 273
questionnaire survey had conducted, then, 252 survey data were available for empirical analysis. Researcher provide
descriptive statistics for checking generality. Cronbach's alpha value was used to check the reliability of data. Exploratory
factor analysis was used for purification of values and eigenvalue checking. After EFA, Confirmatory factor analysis was
used to prepare structural equation modeling with executing structural equation modeling for confirming hypothesis which
developed by researcher.

Results — The main results of this empirical study are as follows. First, omnichannel's perceived ease of use has positive
significant effect on perceived usefulness(estimate: 0.579). Moreover, omnichannel's perceived ease of use and perceived
usefulness has positive significant effect on omnichannel use(estimate: 0.325,0.648). Second, using omnichannel has positive
significant effect on brand-customer relationship(estimate: 0.521). Every hypothesis adopted as researcher designed. This
study found out the intermediate relationship between perceived ease of use and omnichannel use by investigating
hypothesis.

Conclusions — Base on the empirical result, this study confirmed that TAM theory perceived has relation with omnichannel.
First, factors of TAM has positive effect on omnichannel use, so it highlights the important role of customer based interface and
usefulness. Especially, perceived usefulness has high indirect influence on ease of use and use of omnichannel. It seems that
when customers try to decide use or not use omnichannel, customers focus on percept benefits from omnichannel.
Thus, a provider should applicate attractive price table, accurate product or service information and high switching cost
strategy to emphasize the usefulness of omnichannel. Second, using omnichannel enhances the relationship between
customers and brand, because there are more time and frequency to serve customers. It is important because good relationship

*

*k

First Author, Assistant Professor, Graduate School of Policy and
Business Administration, Dankook University,

Tel: +82-41-550-3363. E-mail: yim11@daum.net. Business Administration, Dankook University,
Corresponding Author, Assistant Professor of Department of Tel: +82-41-550-3358. E-mail: hss1109@dankook.ac.kr.




84 Duk-Soon Yim, Sang-Seol Han / Journal of Distribution Science 14-7 (2016) 83-90

between customers can increase the future's financial performance through word of mouse, positive brand image and loyalty
to brand or company. Finally, despite of empirical result and implications, this study has limitations. First, there are only a
few previous studies about omnicahnnel, so literature reviews are restricted. While set up the factors which can affect the
use of omnichannel, next study should be considered with broader theories or models(ex: contingency theory). Second,
omnichannel has developed from multichannel, so comparative analysis is needed between these methods because there is
a possibility about different forte character of each distribution system on customer's consuming patterns.

Keywords: Technology Acceptance Model, Omnichannel, Customer-Brand Relationship.
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<Table 1> Operational Definition
Variables Operational Definition Reference
| don't need to consult the manual while using the OC(Omni-Channel)
| find it easy to get the OC to do what | want it to do
The OC behaves in expected ways
Perceived Ease of Use - - - - P Y Davis, 1989
My interaction with the OM is easy for me to understand
The OC provides helpful guidance in purchasing process
Overall, | find the OM easy to use
Using OC gives me greater control over my purchase
Using OC saves my time
) OC enables me to accomplish tasks more quickly )
Perceived Usefulness Davis, 1989

OC reduces the time | spend on unproductive activities

OC makes it easier to do purchase

Overall, | find the OM useful in my purchase

Using OC while purchase goods or service

Use of Omni-Channel

Consider OC when try to purchase goods or service

Davis et al, 1989

OC purchasing is my priority way to purchase

The SP(Service Provider) makes me comfortable

| use this SP often

Customer-Brand
Relationship

| can trust the SP

Hollebeek, 2011

The SP gives me usefulness

| like this SP
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<Table 2> Descriptive Statistics
Purchase Category Gender
Items Frequency % Items Frequency %
low-involvement goods 252 100 Men 133 52.7
high-involvement goods 78 30.9 Women 119 47.3
Age Monthly Purchase Frequency
Items Frequency % Items Frequency %
20~30 81 32.1 ~10 34 13.5
31~40 102 40.5 11-30 85 33.7
41~50 43 171 31~50 103 40.9
over 51 26 10.3 over 51 30 11.9
&d0] 133F(52.7%), Ol€0| 119(47.3%)2 LIEHCE <04 Cronbach's
-E—OFOH*EHEF g_/'i Lt A MO MEZAIE XMI} 9 Items Factor1 | Factor2 | Factor3 | Factor4 alpha
F, Mg AUHE 5)2 252H(100%)2 LEHLICH, 1ato]
MBI HR|7|, REAF S)2 78H(30.9%) 2 LIEFKICE PU1 0.663
SEX| A EXE= 204 0|4 30M| O[Skt 81F(32.1%), PU2 0.814 0.812
314 Ol4+ 40M| OS5t} 102H(40.5%), 414l O|4 504 O|} U3 0725
7} 43H(17.1%), 514 O|&0| 26H(10.3%)2 1E EZE = :
O|n AU A F0f &S A== 102 Ol5H7h 34Y PU4 0.657
(13.5%), 112| Ol 30%| OISt7t 858(33.7%), 312 Ol¢ 50 PUS 0.614 0.910
3| 0|57t 103H(40.95), 513| O|A0| 30H(11.9%)22 LIE} ’
et PU6 0.431
42 MZ|M 9l EfetN 2 oun 0.567
L. =x —
e cee =" ouI2 0.652 0.936
Heo| ME|=(Reliability)e o CHMS |AR SPE=FE ouI3 0.414
ARZSL0] o] B FFSIAL o K| SFEETE BE 5H
Al YOI QI HIIE 2OIFE HEOIC UHABEE o il 0174
2I5t7] /5t sPss 18.02| 42|z 242 &3l Cronbach's CBR2 0.516
=2 el o AIAlS o =
pr;? = OI%SM 243 "‘EAIOP‘?‘XEf-A’ﬂﬂE =42 Zﬂ CBR3 0621 | 0817
2 Z1t 2E Bi$=9| Cronbach's Alpha Al%=7} 0.71 £C} &
7 Lot MEEZ 2= Ho=2 HEHSIYCL ENE 2AE 9 CBR4 0741
of SEE0f o EME QIR M(Exploratory  Factor CBR5 0.641
Analysis)2 HA[SIFCD, 10 A= <Table 3>1F #0| LIE}
LT}, eigenvalue 1.908 2.397 6.064 | 4.073
cumulative % | 67.258 | 62.373 | 28.516 | 43.063
<Table 3> Exploratory Factor Analysis & Cronbach's alpha
Items Factor1 | Factor2 | Factor3 | Factor4 Cr(;rr;?;:hs
MAATOIM HMAIE 4712 20l0] #4750 FYEASH
PEUT | 065 <Table 3>0IM EO{X|& Z{at 20| Q9! offo| HSE0| Z
PEU2 0.498 0.792 2 dedE T UAe ALE LIERHLE AMEl=FMZADnt
Cronbach's oZf2 Z5F 0.7920|402 LEfL} LA AaHgo|
PES | 0% U S oISt Tt SN QOB At LE Qolg
PEU4 0.571 EO2 MAIB 21X Q212 M (Confirmatory Factor Analysis)
bz | L X =1 2iC
PEUS 0,637 0.813 Z4ih= ChS <Table 4>2F ZCt
PEUG6 0.741
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<Table 4> Confirmatory Factor Analysis

<Table 5> Path Analysis Fit Index
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PEU5 912 .0653 14.009 AGFI over 0.9 0.794 not fit
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<Table 6> Hypothesis Test

Path Estimate| T P | Verification
Perceived Perceived
Ease of |[— H1| 0.579 [7.992|/0.000| adopt
Usefulness
Use
Perceived Use of
Ease of |[— Omni- H2| 0.325 |4.141|0.000| adopt
Use Channel
Perceived Use of
Omni- H3| 0.648 |8.152(0.000| adopt
Usefulness
Channel
Use of Customer-
Omni- |— Brand H4| 0.521 [3.467|0.000| adopt
Channel Relationship

d5Z= AF7HEZ NMAIE 474K 7HEO
XX|Es LIEfD UL,
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