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Abstract  This study aims to verify the mediating effect of perceived risk of internet shopping mall users'
innovativeness on product purchase intention. Research subjects included consumers with prior experience of using
internet shopping malls, and 405 respondents were used for final analysis. The major findings of the study are as
follows: First, as a result of the investigation on the relationships among users' innovativeness, perceived risk, and
product purchase intention, all correlation coefficients were positive. Second, consumer innovativeness was found to
significantly influence perceived risk and purchase intention, and perceived risk mediated the relationship between
consumer innovativeness and purchase intention. Third, when we performed sub-group analysis on the research model
by dividing products into hedonic and utilitarian products, it was found that hedonic products revealed path
coefficients which are statistically more significant compared with those for utilitarian products. We can draw the
conclusion that in terms of internet shopping mall purchases, hedonic products exert a greater influence on the effect
of consumer innovativeness on purchase intention compared to utilitarian products.
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Table 2. Research Model fit

df GFI TLI CFL RMR RMSEA

X2(p)
219.577

69 930 950 962 .043 .073

Table 3. Validation results of the hypothesis

Hypothesis B S; t SMC
Innovation | —| Perceived risk | -387 | .571 |-7.778""|33.8%
Innovation | —{Purchase intention| .467 | 400 |6.457""
32.3%
Perceived risk| —{Purchase intention| -407 | .233 |-3.997""
"p<.001, "p<.01, "p<.05
ukebA 7 HI, H2, H3:= A e vt

Thel Table 3& 207 4143 Pl el w7
ol Az e v astE dotiy] flste] FEX
g upHow Arndol AHgae) 7 gate] &
e Azt BAAT, Aujat a0 Az

P EIE 1352
a7t A

1.

4
YL vhste] Fulele] v
Rk ov, FESEYY st o]ela

Table 3. Mediating effects of perceived risk

Hypothesis Direct | Indirect| Total

Innovation 4007 | 1357 | 5357

“p<01

‘ - ‘ Purchase intention




A £ ol g 24 HAH, AZdE 9, AF Pl ko) A WA AFFGo) BE EIHEAS FHow
kA 24 e i3 mEdE ASee 7He oo 2 7zt AR foug Aol B H3)] 7
H4= A= Qo) do M FEHoR g AR tiE) H2E U
& %, A4 Akwy 7 Aol S wag Avk o)
1.3 AEFFe) e e B4 A9 &2 Table 63} 2t
AT B4 didom AFFAEEA Al
&, A4 AE)el gig Jotk 7t 2olE AFs1] 23 Table 6. Multiple group analysis according to group
U5 T (multi-group analysis)< /‘e‘/\] A= path
o 24 F ek 2 A2AFY] o8 v Path Constrained X | df |axiuaf sig
AAB}7 el ShA] A 9FE 3 (constrained model)¥} A5 Free Model 60965 | 148 | - .
ﬂ(ﬁee model or unconstrained model)7h4 sz]-o]g Innovation | —| Perceived risk | 514.98 | 149 | 533 | Sig
B 2HEAPS 25 ZRAT} 2GR A
© H SRR E= wo O}— E}— ‘L}- Z]—WJ—. Ov’] ¢ Innovation | —|Purchase intention| 614.75 | 149 | 5.10 | Sig.
o 2_ > o Z okE’Gﬂ 710
+  X=309.653, df=148 ]U:L ﬂ = ” o"] Ov—r Perceived risk| —{Purchase intention| 613.84 | 149 | 4.19 | Sig.
X'=623.426, df=1592 Jelgith AHEP} ARy — P
- - p<.001, p<.01, p<.05
& AR 1137hH X Aol ok B A E)
2_ s ) ~110]
AXSBTIEEIDE - HERT RIS W e e e g gu 28 A 4
2= ke 27} 2o Ao )
X’=19.68% v|wshH AX*Fho] ¢ ZHe Ao & ey Sl A [2H]2F S — A ke 93] (284 8214
7) ahe] F Qe e feldt golrk gl Aoz v o e N
SR s CENES BN R ISt
= 3 Q
Bl S2A4F5HAAS gty 8 4 9k 2ol olah Aol(AEEAD7F 19 T, AX2= 38410}
20 3 % guel o Ak A% 49T & Akt
. i 1 It
Table 4. Measurement equality research model resu et e o 2 ol
Model x2(p) df CFI RMR RMSEA [iH]Z]— A2 7+ H@]v,] ARNAE #HEE
Free  609.653 148 883 052 088 ARE=572)0] D84 ATHEB-d6d)itt EAH O
Non-free 623426 159 882 053 085 SE(P=572)°) wes BE o
Folsha el 3L AT Yee & F Ak [
R e ELAE R LT R EE RIS
AFE 3 Auel e pREs BAA RE 7 RPN o oo
A Ak 7F §-o]3t 2o 0]i= 7O o} 2= 9] :'374)O] E%—' HL(B:287)EE]F OA]—'—‘E Tr./]o]—
EA AR G AAD AR S AE G T ART G e 9 vAm 91gs 2 5 ek (47 9
3] =] A o 15
AAQ As AW R thE Table 594 2tk Aol E]e] Aol A2 epe334)0] A
|24 A(B=263) Rt TAACE frolatal HatA 4
Table 5. Analysis results between groups Fo uA 3 9o o &
o= T = = 1 /\
Hypothesis e | e Gepd AFFALED AEARH A4 AEY
ST.B |t-value| ST.B |t-value ‘:’l’)tﬂ /KH]Z]— 6;]' ] Z] e ] —?4 Xﬂﬁ‘ ?‘HH-Q]E-Q] e
Innovation | — | Perceived risk | .572 [6.499™" .464 |5.187" < i
o 24 P Aol7k 942 Aolehs Hsel e Ala
Innovation | — | UEES | 374 |5.082™] 287 |3.108” ot
A
Perceived riskl — f;r;]isz 334 (3251 263 [3.449™
"p<.001, "p<01, p<.05
5. A&
9 Az wol A st 484 guld ¥E e
Hoz g Aed Aee [ gay - Ay U8R 2] el Sad SR A A
1 SETAFS AT Z3l Aol ARA Q
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