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Abstract

Purpose : The purpose of this study is to examine the effect of the attributes of mobile shopping apps on the purchase intention of fashion
products in the steadily growing mobile commerce market and analyze the mediation effect of shopping flow. Research design, data and
methodology : In this study, a survey was conducted on users in their 20s to 50s who had experience of fashion products via mobile shopping
apps. The questionnaire was analyzed on the final 507. The research issues were verified using Frequency analysis, Exploratory factor analysis,
Reliability analysis, Confirmatory factor analysis, and Structural equation model. Results : Among the attributes of mobile shopping apps,
reliability, enjoyment and ease of use were found to have a significant impact on shopping flow and fashion product purchase intention, while
shopping flow had a significant impact on fashion product purchase intention. Product diversity and usefulness of shopping apps didn’t show a
significant effect. After examining the mediation effect, reliability, enjoyment, and ease of use were shown to have indirect effects by showing
partial mediation effects. Conclusions : Studies show that consumers are not putting much emphasis on how diverse a product line is available
and how useful a mobile shopping app is when they shop for fashion products on mobile devices. Factors that affect consumers’ purchase
intention are reliability, enjoyment and ease of use of shopping apps. These results shows that it is important to provide reliable information about
fashion products, provide reliability to customers by setting up means for safe transactions, and provide a wider variety of services and
information to make using the mobile shopping app enjoyable. In addition, there is a need to make it easy to find a fashion product that consumers
like and make it easy to purchase when consumers find out fashion products that they like, and to configure how to use the app easily.
Consequently, consumers become immersed in shopping which is also able to improve consumers’ purchase intention on fashion products when a

reliable, enjoyable and easy to use mobile shopping app is provided.
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Figure 1: Research Model
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Table 1: Demographic Characteristics of Respondents
Demographic Properties Frequency ‘ Percent (%)
Gender Male 217 42.8
Female 290 57.2
20-29 101 19.9
Age 30-39 140 27.6
40-49 143 28.2
50 —59 123 24.3
under 1mil 72 14.2
1 mil — under 2 mil 66 13.0
Income 2 m?l —under 3 mfl 127 25.0
W) 3 mﬁl —under 4 mfl 99 195
4 mil —under 5 mil 63 12.4
5 mil — under 6 mil 39 7.7
6 mil or more 41 8.1
Marital single 207 40.8
Status married 300 59.2
Total 507 100
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Table 2: Results of Exploratory Factor Analysis and Reliability Test for the Attributes of Mobile Shopping Apps

Factor Eigen % of s
Factor Items Loading Value - Cronbach’s a
| can trust the service provided by the mobile shopping app that I use often 782
| think the mobile shopping app that | use often is safe to deal with
continuously. 113
Reliability | can trust the mobile shopping app that I use often. 711 8.120 40,600 848
| can trust the payment related technology or system of mobile shopping app
that | often use. 693
I can trust information about fashion products from mobile shopping app that | 668
use often. :
It's fun to use a mobile shopping app 777
Shopping for fashion products using mobile shopping app feels good. 774
Enjoyment | shopping for fashion products using mobile shopping app is interesting. 737 1633 8.166 847
It is fun to receive information or service of fashion products provided by mobile shopping 719
am .
It is not difficult to buy fashion products from a mobile shopping app. 795
How to use a mobile shopping app is not difficult. 761
Ease of Use - - - - - — 1.493 7.465 .834
Searching for fashion products on a mobile shopping app is not difficult. 758
| can easily buy fashion products from mobile shopping app. .692
Compared to other shopping apps, mobile shopping apps have a wide variety 8
of products. 785
g:sg;fﬁs There is a wide range of choices for mobile shopping apps. 718 1134 5670 822
Y There are various kinds of fashion products offered by mobile shopping app. 715
The mobile shapping app can compare various products. 630
| can get useful information about fashion products from the mobile shopping 800
app. ’
Usefulness Mobile shopping app is efficient in getting information about fashion products. 755 1.066 5.329 761
Mobile shopping app is useful for purchasing necessary fashion products. .599
Table 3: Results of Factor Analysis and Reliability Test for Shopping Flow and Purchase Intention
Factor Eigen % of s
Factor Items Loading Value . Cronbach’s ¢«
| concentrate on shopping when | use mobile shopping app that | use often .860
When | use mobile shopping app that | use often, I focus on shopping .858
Shlgl%?l\llng | concentrate on shopping when | use mobile shopping app that | use often .836 5.589 55.886 .907
When | use mobile shopping app that | use often, I focus on shopping 147
When | use mobile shopping app that | use often, I get into shopping 745
I am thinking of buying fashion products from mobile shopping app that | use 827
often '
I think positively about buying fashion products from mobile shopping app 799
that I use often '
Purchase |} 3 willing to buy fashion products when | use mobile shopping app that | 1.401 14.010 867
Intention use often .796
| often use mobile shopping app to influence my purchase of fashion products 735
When | use mobile shopping app that | use often, | feel a desire to buy fashion 664
products '
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Table 4: Results of Confirmatory Factor Analysis of Structural Model
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ledf GFI AGFI PGFI RMR RMSEA TLI NFI CFlI
SEM 1.881 0.915 0.894 0.734 0.024 0.042 0.954 0.921 0.961
EAHS0lM BEHE20| BE HZO| BFESL A 10| 575 Oldf, S E|QUCD WEHEICE 2|0 FEE Br2M=E(AvD 240] 25 05
JHEMZ|E(CR) 242 BF 817 O, B EAMFHAVD 242 25 59  O[M0|1 il B2 S0 Aol NZZteCt 25 3A
Olgez TE EIFE0|l HELQUCHD LRI, LMYerds  LEH; EHEENEE0IE 287 §iCH EHEHEICHTable. 5>
SESIICE 0382 2 70| ARBE FYUe= USERFYE0
Table 5: Results of Convergent Validity and Discriminant Validity Test
. A Products Purchase
Enjoyment Reliability Ease of Use Diversity Usefulness Flow Intention
Enjoyment 0.683
Reliability 0.316 0.711
Ease of Use 0.315 0.364 0.649
Products Diversity 0.411 0.441 0.349 0.631
Usefulness 0.531 0.406 0.442 0.494 0.599
Flow 0.440 0.276 0.123 0.255 0.314 0.711
Purchase Intention 0.508 0.566 0.371 0.448 0.479 0.468 0.686
C.R. 0.896 0.880 0.879 0.872 0.817 0.925 0.916
Bold type indicate AVE value.
44, A78Y HHY
0899, PGl = 0730, TU = 956, NF = 0924, CFl = 0962 2 A}S|ZEAFGITL0)|A]
TRDHO| A Auf x2/df 240 19152 2 0[310| H2 g2 Hol1, 8% = U= ZIF WOl Ao ZHEzHE2: Hsicin
RMR = 0025, RMSEA = 0043 22 005 =L 2O, GH = 0920, AGH = TSI C < Table. 6>.
Table 6: Fitness of Research Model
xz/df GFI AGFI PGFI RMR RMSEA TLI NFI CFlI
SEM 1.915 0.920 0.899 0.730 0.025 0.043 0.956 0.924 0.962

Table 7: Direct Effect of the Attributes of the Mobile Shopping Apps on Shopping Flow and Fashion Products Purchase Intention

v | Stz | se | oom | b
Reliability -—> Flow 272 244 .079 3.459 .000***
Enjoyment ---> Flow .555 511 .085 6.525 .000***
Ease of Use --> Flow -301 -.203 .103 -2.927 .003**
Products Diversity | ---> Flow .043 .036 .092 A75 .635
Mobile Usefulness > Flow 168 132 132 1.268 205
Shopping — -
Apps Reliability ---> Purchase Intention 331 .359 .058 5.724 .000***
Enjoyment ---> Purchase Intention 178 199 .062 2.889 .004**
Ease of Use ---> Purchase Intention .146 120 .072 2.040 .041*
Products Diversity | ---> Purchase Intention .072 .073 .063 1.152 .249
Usefulness ---> Purchase Intention .056 .053 .091 .617 .537
Flow > Purchase Intention .201 244 .043 4.690 .000***

*p<0.05,*p<001, ***p<000L
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Table 8: Mediation Effect of Shopping Flow
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G)

D e i
Reliability — | Flow | — Purchase Intention .359** .059** A419%*
Mobile Enjoyment — | Flow | — Purchase Intention .199** .125** .323**
Shopping Ease of Use — | Flow | — Purchase Intention .120* -.049** .070**
Apps Products Diversity — | Flow | — Purchase Intention .073 .009 .082
Usefulness — | Flow | — Purchase Intention .053 .032 .085
*p<0.05, **p<0.01
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