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The Effects of Senior Consumers’ Self-efficacy on Online Shopping Benefits and
Clothing Purchase Motivation

Mun Young Kim'
Dept. of Fashion Marketing Keimyung university

Abstract: This study examines the effect of senior consumers’ self-efficacy on perceived online shopping benefits and
their motivation to purchase clothing. Data collection was conducted over 14 days, from May 16 to May 29, 2024, using
an online survey. A total of 610 individuals aged 50 to 79 were selected through a survey agency. The findings were as
follows: First, an analysis of the effect of senior consumers’ self-efficacy on online shopping benefits revealed that the
“informational” benefit of online shopping was influenced by both self-efficacy in online shopping activities and self-effi-
cacy in using digital devices. The “pleasure” benefit was affected by self-efficacy in online shopping activities, while the
“practical” benefit was influence by both self-efficacy in online shopping activities and self-efficacy in utilizing digital
devices. These results suggest that senior consumers with high self-efficacy in online shopping activities and digital
device usage recognize information search, enjoyment, and practicality as key benefits of online shopping. Second,
changes in senior consumers’ self-efficacy indicate increased confidence in adopting technology for using digital devices
such as the Internet and smartphones, as well as a growing emphasis on acquiring new knowledge and information
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Fig 1. Research model.
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Table 1. Factor analysis & reliability analysis result for self-efficacy
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HoZ 991 2= 23.63%2] AW Cronbach’s afk 892
2 MRS Holx k. 83 32 71719 7le] AF ol
#E9E fgog 29 38 2121%2 A¥EH3} Cronbach’s o
e 84 EL QFEE Holigl

4.12. L3014 F &Y

ko
re
Mo
T
i
K

AlHo] AmjzRe] 2814y S el tigh a1 8l
sl fE gAA aR1EA S ST el A
= 8R1FskEe] 7018l 8 /e AASIAL e 89
A48 A% Table 28 2ol I7He] 18lo] FEHAUT F24E
ag1e] AA| 4 7449%= F2 AWES Holn, 7} 8%l
9] Cronbach’s af}& .60 oo 2 Hwd & =2 Je}

Wk B2 2149 KMO S5t 8142 ekt

FE29 agle] HWHe 7 By B4 IHs 89l 12
ARZA 22eliy FT 8 (informational)’, 221 2& ‘=
& 2ol F7 9 (pleasure)’, 291 3 483 20l
&3 S 39 (practical)® HHEEACE 8291 12 2814
7 dEe] FHA Algore] AHE ygoz 99 12
30.88%2] AW} Cronbach’s ofke 772 ¥4 & A1F

T Holaglth 291 28 2eRI&Holre] HZFEA AL
ord #FHEE WgoE 29 2E 2331%9 AHH
Cronbach’s o7}S 758 H|wZ & RS Ho|w Utk
821 32 2Rl o] A8 ALl HSH YEoFE 8
o1 3& 20.30%2] A3} Cronbach’s ofb 602 AZFEE
R

Questions Factor loading Eigenvalue Variance (%) Cronbach‘s a
It is not difficult for me to online-shopping. .87
Online I can do online shopping by myself without anyone else's help .86
shopping I am confident that I can buy products through online shopping .84 6.482 29.64 .89
activity I have the knowledge and skills necessary for online shopping .80
I have the confidence to recommend online-shopping to others 1
I am confident in using digital devices. .85
Utilizing I am confident in learning digital devices .84
dgital o o . 1.840 23.63 .89
devices I am confident that I will quickly figure out how to use the new digital device. .83
I want to use digital devices more. 72
I believe that with hard work, anything can be successful 81
I can successfully overcome difficulties even if they come up many times. .80
Attainability . . . o 1.363 21.21 .84
I'm sure I can do it when difficulties run into it. 75
I have the ability to get what I cherish for myself 74
Total variance (%) 74.49

KMO=.906 Bartlett’s test x>=5543.770
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Table 2. Factor analysis & reliability analysis result for online shopping benefits

Questions Factor loading Eigenvalue Variance (%) Cronbach‘s o
I like online shopping because it provides reviews on product purchases .83
I like online shoppi i i h fi i . .
Informational | 1K€ online shopping because it provides a route to search for various products. 78 3363 30.88 777
I like online shopping because it has a function that recommends products related to the 75
products I want to buy ’
I get pleasure through online shopping. .85
Pleasure . g p o g pp. g . 1.132 2331 152
I relieve stress and gain vitality through online shopping .84
. 1 like that online shopping keeps and manages transaction records accurately .80
Practical . . ) . . o 720 20.30 .603
I like online shopping because there is no time and space limit .74
Total variance (%) 74.49

KMO=.814 Bartlett’s test x>=1362.581
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7] S EAF 2QlEAS Aas A, 29l

ol B3 N2 AAsL 29 Table 39} 7%] 3

ot FEE 219 AA Bk 75.58%

22919] Cronbach’s aft2 .6 ©]

EE A

FEE 8919 < 7t 23] EAS st a9l 1
& {3 (popularity)’, 291 2 é(hedomsm) 29l 3=
2 @ A (necessity) 22 HH A & B39
37} fAshe o5 ool de o= 29l 12 31.90%
¢] A&} Cronbach’s 07k 872 Wl$- =2 AlFEE Hol
3%tk a9l 2= FEH BHoR oES Fulsle aRloR
82 2= 27.02%9 AW Cronbach’s ofb 872 =&
=S Wolal Stk 891 3& ojEe] Fujrt ol o
T2 231 32 16.65%°] A3} Cronbach’s ok .63°]
A== vEpsT.
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Table 3. Factor analysis & reliability analysis result clothing purchase motivation

Questions Factor loading Eigenvalue Variance (%) Cronbach‘s o

I buy clothes for a new design or style. .85
I buy clothes to show my personali 77

Popularity Y v P ) ty 4.661 31.90 .87
I buy new brand clothes out of curiosity .76
I buy clothes to keep up with the new trend 74
When 1 see clothes, I feel a purchasing impulse and buy them. .83

Hedonism I buy clothes to relieve stress or refresh myself .80 1.321 27.02 .87
I buy clothes for the pleasure of shopping 77
) I buy clothes when they are out of size because they are old. .86

Necessity . .822 16.65 .63
I buy clothes when I feel that I don't have suitable clothes. 81

Total variance (%) 75.58

KMO=.875 Bartlett’s test x>=2824.261
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Table 4. Correlation analysis

Average (SD) OSA UDD ATT INF PLE PRC POP HOD NEC
OSA 4.14(.69) 1
UDD 3.52(.74) S56%* 1
ATT 3.74(.61) A3** S0** 1
INF 3.73(.59) A2k 33%* 24%%* 1
PLE 3.21(.67) 30%* 23 16%* 39%* 1
PRC 3.27(.75) 28 25 20%* 52 S0** 1
POP 2.69(.78) 4% 22k 18** 30%* S3x* S0** 1
HOD 2.47(.88) .02 .07 .02 22%* A9 ALH* 69%* 1
NEC 3.17(.77) .06 .03 .03 23%* 21%* 31 23%* 31 1
*p<.01
OSA; Online shopping activity, UDD; Utilizing digital devices, ATT :Attainability, INF; Informational
PLE; Pleasure, PRC; Practical, POP; Popularity, HOD; Hedonism, NEC; Necessity
Table 5. The effect of self-efficacy on online shopping benefits
Dependent variable Independent variable B SE s t-value p value
2.015 0.158 - 12.76%** <.001
Self-efficacy on online shopping activity 297 .039 342 7.58%** <.001
Informational Self-efficacy on utilizing digital devices 101 .037 127 2.70%* .007
Self-efficacy on attainability .033 .042 .035 .79 425
=49.23]%%* R*= 198, Adj R*=.194
1.851 191 - 9.68*** <.001
Self-efficacy on online shopping activity 258 .047 260 5.43%** <.001
Pleasure Self-efficacy on utilizing digital devices .073 .045 .081 1.62 .106
Self-efficacy on attainability .010 051 .009 .19 .845
F=22215%%* R = 100, Adj R’ =.096
1.679 212 7.91%%% <.001
Self-efficacy on online shopping activity 223 .053 202 4.22%%* <.001
Practical Self-efficacy on utilizing digital devices 107 .050 .106 2.13* .033
Self-efficacy on attainability 078 .056 .064 1.39 .163

F=21.754% R’ =098, Adj R

=—-094

*p<.05, **p<.01, ***p<.001
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Table 6. The effect of self-efficacy on clothing purchase motivation
Dependent variable Independent variable B SE g t-value p value
3 1.574 220 - T.14%%% <.001
Self-efficacy on online shopping -.003 .055 —-.003 —1.48 958
Popularity Self-efficacy on digital devices 185 .053 178 3.5]%** <.001
Self-efficacy on achievement 129 .059 102 2.17 <.01
F=12.73%%* R?=059, Adj R*=.05
‘3 2.238 258 - 8.687*** <.001
Self-efficacy on online shopping -.025 .064 —-.020 -39 .695
Hedonism Self-efficacy on digital devices 113 .062 .095 1.83 .067
Self-efficacy on achievement -.016 .069 -11 -23 812
F=1.346, R*=.007, Adj R*=.002
2.855 226 12.605%** <.001
Self-efficacy on online shopping .060 .056 .054 1.06 286
Necessity Self-efficacy on digital devices -.001 .054 —-.001 -.01 988
Self-efficacy on achievement .020 .061 016 33 736

F=779, R*=.004, Adj R*=-.001

**p<.01, ***p<001
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