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An Exploratory Study of Factors Affecting Overseas Online
Shopping Behavior in Korea

: Focusing on Factors of Technology Acceptance Model and Online

Shopping Acceptance Model

Bokhee Yu®, Myung-Su Chae™

ABSTRACT

As Korean government has supported overseas online shopping process for improving price fairness and the
domestic distribution structure of imported goods, Korea online shoppers’ oversea purchase reached a new peak
in 2014,

There is a need for a new understanding of online shopping behaviors because Korean online shoppers
shopping from overseas online retail could differ from domestic online retail. It is widely accepted view that the
rapid growth of overseas online shopping behavior is due to the perceived price unfairness. However we don’t
know what factors really influence the overseas online shopping acceptance in Korea since the big growth of the
behavior is recent event and very new to the academic fields. If we don’t understand the factors affecting overseas
online shopping, it would be hard to develop intervention strategy on either from domestic to international or
from international to domestic distribution system.

The purpose of this study is to find out the factors affecting overseas online shopping acceptance in Korea
utilizing the factors identified from TAM(Technology Acceptance Model) and OSAM(Online Shopping
Acceptance Model). Factors that are used in this study include the 5 factors of TAM, the 6 factors of OSAM, and
the 4 factors which newly constructed from in-depth interviews

In order to carry out research purposes, we conducted a survey of a total of 326 Questionnaires for university
students and did a confirmatory factor analysis and logistic regression analysis. Out of the 326 samples,
148(45.4%) were male and, 178(54.6%) were female. 142(43.6%) were overseas online shopping experienced
and 184(56.4%) were overseas online shopping unexperienced.

The logistic regression analysis was carried out by the LOGISTIC REGRESSION command in PASW version
18.0. Th result shows that:

* Doctoral Student, College of Business, Hankuk University of Foreign Studies(boki.jy@gmail.com)
** Professor, College of Business, Hankuk University of Foreign Studies(mschae@hufs.ac.kr)
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Predicted logit of(overseas online shopping acceptance) = -0.445 + (-0.588)*Pleasure Tendency +
(0.329)*Fashion Tendency + (-0.269)*Perceived Ease of Use + (0.231)*Perceived Anxiety + (-0.449)*Intention
+ (-0.238)*Online Second-Hand Trade Site Usage Experience + (0.496)*Internet Experience + (-0.591)*Price
Fairness + (0.311)*Product Diversity

<Table 1> The Results of Logistic Regression Analysis

factor B Wals p-Value Exp(B)
Hedonic Motivation 324 2.999 .083 1.383
Pleasure Tendency -.588 10.888 .001 .556
OSAM Fashion Tendency 329 5.896 .015 1.390
Economic Tendency 274 3.537 .060 1.315
internet experience 496 6.309 012 1.642
Perceived Ease of Use -.269 5.241 .022 764
TAM Perceived Anxiety 231 4.282 .039 1.260
Intention -.449 13.435 .000 .638
Online Second-Hand Trade Site
Ol Grounded fact Usage Experience -.238 7.388 .007 788
rounded factors Price Fairness -591 7.577 006 554
Product Diversity 311 9.167 .002 1.364

According to the model, the log of the odds of overseas online shopping non acceptance(non-acceptance coded
to be 1, acceptance coded to be 0) was negatively related to ‘Pleasure Tendency(p < .01)’, ‘Perceived Ease of
Use(p < .05)’, ‘Intention(p < .01)’, ‘Online Second-Hand Trade Site Usage Experience(p < .01)’, ‘Price
Fairness(p < .01)’and positively related to ‘Fashion Tendency(p < .05)’, ‘Perceived Anxiety(p < .05)’, ‘internet
experience(p < .05)’, ‘Product Diversity(p < .01)’. In other words, the higher scores in factors of ‘Pleasure
Tendency’, ‘Perceived Ease of Use’, ‘Intention’, ‘Online Second-Hand Trade Site Usage Experience’, ‘Price
Fairness’the more likely a person would accept overseas online shopping behavior.

Goodness-of-fit statistics assess the fit of a logistic model against actual outcomes. One inferential test and two
descriptive measures are presented in <Table 2>. The inferential goodness-of-fit test is the Hosmer — Lemeshow
(H—L) test that yielded a x *(8) of 4.048 and was insignificant (p > .05), suggesting that the model was fit to the
data well. In other words, the null hypothesis of a good model fit to data was tenable. R2N value of Nagalkerke

was .352 which meaning the model could explain 35.2% of the samples’overseas online shopping acceptance.

<Table 2> Evaluations of the Logistic Regression Model

Test | Chi-Square | df | P
Goodness-of-fit Test

4.048 8 .853

Hosmer-Lemeshow
Goodness-of-fit test

R-Square-type Indices
Cox and Snell R squared = .262
Nagelkerke (Max rescaled) R squared = .352
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In addition to these measures of association, the result includes a classification table that documents the validity
of predicted probabilities <Table 3>. The first two rows in <Table 3> represent the two possible outcomes, and the
two columns under the heading “Predicted” are for high and low probabilities. According to <Table 3>, with the
cutoff set at 0.5, the prediction for University Students who were not having overseas online shopping experience
was more accurate than that for those who were. This observation was also supported by the magnitude of
sensitivity (59.9%) compared to that of specificity (81.5%). Sensitivity measures the proportion of correctly
classified events(i.e., those having overseas online shopping experience), whereas specificity measures the
proportion of correctly classified nonevents (those not having overseas online shopping experience). The overall

correction prediction was 72.1%, an improvement over the chance level.

<Table 3> The Observed and the Predicted Frequencies for Overseas Online Shopping Acceptance

Predicted
Observed overseas online shopping overseas online shopping % Correct
experienced unexperienced
overseas onl.me shopping 25 57 50,9
experienced
overseas onllr.le shopping 34 150 315
unexperienced
Overall % Correct 72.1

Finally, to summarize the research finding from logistic regression analysis indicates that overseas online
shopping acceptance depend on six factors including‘Pleasure Tendency’, ‘Online Second-Hand Trade Site

Usage Experience’, ‘Price Fairness’, ‘Perceived Ease of Use,” and ‘Intention.’

Key words : Overseas Online Shopping, Technology Acceptance Model, Online Shopping Acceptance Model,

Price Fairness
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