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The Effect of Presentation of Apparel Products on Consumers' Approach
Behavior using 3D Avatar Model

Hee-soon Yangl) and Young-Lim Choi
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Abstract : This study utilizes a S-O-R model to investigate the effects of apparel product presentations using a 3D avatar
model in Internet fashion malls for pleasure(emotional state) and approach behavior. We chose a 3D avatar model to
present a fashion product in this study. The model walked for about one minute on stage; subsequently, respondents com-
pleted a questionnaire after they viewed it. The questionnaire consists of telepresence, pleasure and approach behavior.
Respondents are limited to females 20s and 30s years old who have purchased fashion products in an Internet mall and
are highly interested in fashion products. A total of 226 samples were used for the final analysis. Cronbach's alpha, cor-
relation analysis, confirmatory factor analysis, and structural equation modeling were utilized in this study. The results
are as follows. First, telepresence has a significant influence on pleasure; subsequently, pleasure influenced consumer
approach behavior. Second, telepresence positively influenced the approach behavior (directly and indirectly). This verified
the effectiveness of a 3D avatar model using S-O-R. A 3D avatar model can be a strategic alternative in the fiercely com-

petitive Internet shopping sector.
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|t 2 ouRE AlFste] o v S AT
4 TtH(Yang & Choi, 2011). T3 AA] o)ato] tjAE o4¢
o2 UL AHAEA] oFEES] e oMAIE AT
st AU AN, ", TAR] 58 AASHA B71E 5
Al Bt AnjrkEe] Ffel] B8-S & ZoR Wt 539

339 ofilel B olgd SFAE ANE U4 e 1
B R

(Fiore et al., 2005), ©]213t FAMATFL Q2] ujlgolx

aohe 5 3 A4S Alwsie] avlAkEe] A el 9%
= A AR DA HEY RS 5d Ao

Z HAY.

QIETU S70lA LRAEAl AFAEFS AHH o AN
3171 S8l 7leo]l =YL 3o, 53] 1T s HE §
Bl 33k AA £ = 3R M BEE o83 R/
F AAY EEE HET AW vl Al=EZ vt
(Fiore et al., 2005; Lim, 2012; Yang & Choi, 2011; Yang
et al, 2011; Yang & Lee, 2008; Yang & Park, 2012). 7]
<o T2 gL FUHE 2Hsh] Wil S HEst
7] ol el =dabzlelle FEl7F wWEr ol SFAES VI

&P ENE ApEsHE A ANE F UE Ve =YY
IS AFshe Aol et ofA7AE olzlgh 7P
o] Azd) 3319 TPdRY, 331 ofrlel BYl o] g3dS
ST ATe AT Ao, 9 Bl &£Ee] HEE
Ueke Ajtsl] faiM e B B2 A77F dasitt

weba] B Ao A= Mehrabian and Russell(1974)0] #|<F
3 ZF(S)-7717(0)HF(R) BLS 083l 33k ofule}
2a5 283 AFRYE AN aAdE AFetaAt dt o]
&k 334 opuler mulo] FFEAA WMAE B AH|[REO]
e AT LHIRE] Y ARl A% W<l
Ha2dsol vl ¢S Akl 32k ohitel RdE o]
&3 oFE AN vHAIRA RIS HASEaAt gt
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2.1. 3X- OfHIE} ZHIE 0|&SH 2| FHMA| BHY

el &2 AHIAEAA JAEA GA J=F + =
HeJghe A= AR QzelloMAd Fuf o)l 4
F& ETHoE 1 & gk ©o] EA dtk(Song et
al, 2007). 53] SFdFS 7l Aol H3 Aol F gl
ol oF WAL EA AFEe] AA] WAL Am|zte] u)
5ol FFS FA 4 Ut(Jeong et al, 2009). A AT
219] Fa%t QA AVHH AF oWAE 7P Al B
T Uofof B FAkeE ofeldllF} A AN ook sh, oF -
HE B 7 e v drxde] shsaiol dh(Park et
al., 2005). = AEYl &g Eollx e ezl vl Logs)
A} 7o) AnRp7) B, A, A T o] 7] 84
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Higk A A E 5 =S RS AFs)of gk

e

& 2m)Age) A 7P shgel
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3 YPAFE ek 28l &%, YAE wg SollA 3
219l ofulele}l TIRXE o o443t 7M H|, 7P =
o] o] 8= riNa & Kim, 2012). 33k ojule} =
g AEe AAE Sislele] LuRleAl ol dEell s
A3l & ¢ de Zdolt). HA=Z 9
oARA] EIRA o A 2L A4S F S om, UdEdl
LB EAA L] FAE i A =S = 7 AUtk 33
o] AE7E O 23 YW 1 ARE AFHoZA AR}
9o 7P AP =Y & JoH(Li et al, 2002), 3 71&
= = 221 AolA REES e
= 2 el tigt dao=E Eole Aoz Uehdth
(Fiore et al., 2005; Li et al, 2002; Schlosser, 2003). T3k
3R TPIRES B0 R k= o|nR] Aeake 7l Al
H|2> Fdo] G2 vAH, ol FHE o2 IAFHE F
oJgt JIE HA= A E YERHTH(Yang & Lee, 2010).
ool AT A¥E AFEW 33 7|ES o]Eshke <UH
LR EE A BUTE T, 5 AEe] o]Foixitt
544 7k glon, A9l &gollA] FF oz )
dto] 7Fs3(Cho & Lee, 2001), 23-92 Q1 &3] F7H4
Aoks FEe = 9Jrk(Yang & Lee, 2008). WEbA 33k o}
HlEl 2dlg o] 83t o FEe] A= AA miFel =2 4
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22 He ¥ 35S wlishe TR =%k (Fiore et
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& Chung, 2000). Jang et al.(2009)°ﬂ w}EL JEM ﬁ%%«l

FEE PIAM, Yang et
al 2011)% 3D YA LB V = YAEAAZ0] ALe]Ed
ek FA= folst Y vAE AR YeRth o]
ArAHE AT EHH GALAAES Anzte] LdEe] f9
3 FgE R HLYS € & stk

2.3. X=F(S)-77[M(O)-EIS(R) =&
Mehrabian and Russell(1974)°] A|9F8F &= (Stimulus)-f+7]
A (Organism)-4+-3-(Response) L9 <l g EAS >3
alo] w7 #7go] EA4o] AH|R} ¥hgel] nX= JFS AR
7] Sl Bl ol &EAct. A= AnRpe] QXA A 3}
ol AL vAE AP 7 &aBEE e A=A
(impetus)E T3, f71A= 253 AR HEgALlE A
e AL BETH(Fiore & Kim, 2007). BH8-& HIZo8x §
A== F71A19 WA #Ho 4345 date wjgel HyE
3 AT AGE AEY O B =8 2H, AEE Tlsk,
ApEshs A3 22 AFolv AME, &3] tig SF
FSCH(Bitner, 1992). Donovan et al.(1994)2
ussell(1974)] Ao 7|22 T3 =47
;(4 o].o:] ;].7:]24 x].:L_y]— 7@ )\hq]_;ag g‘%
Aato] AAEEeH o]= Fig. 19 AA =]
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Fig. 1. Modified Mehrabian-Russell. Donovan et al. (1994), p. 284.
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Environmental
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Fig. 2. Research model.
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< AAslglen], AMOS 18.0% ol8-sto] 1% QRled], +
2 By A4S AAEIT

2 AFoIA 3x opner RES T3 AAEE AFE]
o4 oFo]7] wWiiel Nl oA HZ i ol oF
gE] T el AL sjAdEel Bale] =& 2009t 300
oA SHAES deR AES ANt SERES] &
e AHrE 200171 68.1%, 3007t 31.9%.oH, vES
76.1%3 ). YHF MAARE-L 1008H1-20090] 30.8%= 714

=kom, 1 thg-o 2 2009H1-3005H0] 20.9%Z Uit 3

A} 2HIF FEYE v GG 69
I= Table 19 AAES] Aok SAHRFS] 14 QJAEAS
AN As AHRW (*=148.607, df=62 (y/df=2.397),
GFI=.907, AGFI=.863, RMR=.049, RMSEA=.079, NFI=.958,
CFI=9752 Jeht tiAZ A= A% 71$e] Tt

(Hair et al, 2010). S4REF] FHEPIYES HS3s] 3
H g &4 EZ(AVE: average variance  extracted), CR

(composite reliability)?} T3} QQ1F81Fe] foldS dRlIs)
STt AVE ZHe 0.779~0.885, CRZFS 0.661~0.772% YERSE

on RE =AM FFE3; Q0lEslEko) -?,—946}1@<001)

FolRe o] 535% 71 A Uehden], 1 tos  naEsh R%aRel glo] BR 08 oo ekt ek
gk Aste] 283%= LERTE AP SAke] 37.2%= 7t 45 BRI8IATHBagozzi & Yi, 1988). T3 A4S Hrtsl
A=A JeRgon, o teoz o] 29.6%, HEZo] 7] 18] Cronbach's ¥t A& o, a&2vlst Lyt
10.6%¢] 0.2 ViEhdtt. o] B 09 OO Urh} ¥ AABL wolFerh
=XHS4o] IPHET = (discriminant reliability)S 2H1517]
4. Zn} 9 =9 S8l Ae] AVERE} T Wt wwau ATRE
vl 0w, A= Table 200 AAE o] Slct. Ao Al
4.1, E™Ho| MET A EIET B4 wkol AVERIET solol dEErg/do] dS==t (Fomell &
7V ASE A% 72 BYE 2451 Aol & Al At Larcker, 1981), 7%} H2d&e] daaA] Al #s A
89 2 PN e YIS BYEst NHES % 5ky wE AVERRD Stk 2489 gadBe 594
Jsisict. HE el FHEES gl %‘SH 1z 8 A Adele|Rohs Q13 BAe] Wo]7] o] o]F &
Q1% (confirmatory factor analysis, CFAYS AA|SIR o™ 2 A8 skt Fart §le Aoz dAdHn).
Table 1. The result of confirmatory factor analysis for measure
Construct Items Non- Standar.dlzed Standardlz.ed rvalue Cronbach's AVE CR
factor loading factor loading alpha
X1: This presentation of fashion products lets me
easily visualize what the actual garment is like 1.032 .838 16.545%**
in the Internet shopping mall.
X2: This presentation of fashion products gives me
as much sensory information about the .862 .862 17.401%**
products as I would experience in a store.
Telepresence X3: The images of garments using this presentation a 926 789 684
. L . 1.000 .868 -
deliver vivid information
X4: The. images of .garment.s using this presentation 931 200 15,5435+
deliver clear information
X5: Thl.S pr.es'entatlon of fashion products lets me 1008 851 17.003 %
gain vividness
Y1: This experience gives me happiness 980 877 18.163***
Y2: This experience gives me satisfaction 1.108 936 20.822%**
Pleasure 933 779 661
Y3: This experience gives me pleasure 1.001 851 17.169%**
Y4: This experience is important to me 1.000 .864 -
YS: If'fashlo.n products are displayed like this, I will 1,000 940 26.209%%*
like this Internet mall
YOt oo B g e
Approac 968 885 M
behavior  y7: If fashion products are displayed like this, I want 1078 939 26,0724+
to stay long ’ ' '
Y8: If fashion products are displayed like this, I intend 1057 919 )

to purchase clothes at this Internet mall

1*=148.607, df=62 (x*/df=2.397)
GFI=.907, AGFI=.863, RMR=.049, RMSEA=079, NFI=.958, CFI=.975

a: fixed at 1 to standardize
*xkp < 001
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Table 2. The squared correlations and AVE of constructs.

Model constructs Mean® (S.D) Telepresence Pleasure Approach behavior
Telepresence 4.95 (1.13) 789"
Pleasure 4.67 (1.23) 628° 779
Approach behavior 4.74 (1.44) .680 783 .885

a: Average Variance Extracted(AVEs) for each construct are displayed on the diagonal.
b: Numbers below the diagonal are the squared correlation estimates between the two constructs.
¢: Mean is the summated mean score for multiple-item measures with a 1-7 scale for each construct.

.680***
(t=9.015)

Approach

Fig. 4. The results of the structural model(standardized coefficient).

42 APIE AS

2 Aol AAE 7HE AT H8l TR 23
< olgaigitt. FERF] AAE AWEH ¢*=148.607, df=62
((*/df=2397), GFI=907, AGFI=863, RMR=049, RMSEA=
079, NFI=958, CFI=975% UERY} A= e A5 7%
o] ¥ th(Hair et al, 2010). +Z2R¢ AF}E= Fig
2~Table 30l AA=Eo] ULt

Table 30l A|AE A 2de] vl gEs} F2ATet ghs 4
HEH QAL S75 Feld 9FL2 vHE Aem =

AAAEE
A
EpiT. ol
A sl ARl ARIRRe] S
FITHE Song et al.(2007)8] QAT SV
), AEAAEA 0] 2MAE e EARC 4TS T

2720l el TS A SRS =
P2 el 27190l 8 =7 JdAlEE Zles b
o8] 7K 25 =38l & F e 7Pl

fold Fge

NI

Ir =

oy
©
N

51, A ARl YT RS AlFsH o[RS

s destal Aeits =2 5 W slFe 948

A =7e M s A ves ZoE Yeisith
3 SAF 2P el FoF TS 1A 7 2= A

Table 3. Model estimation

behavior

A& ATHAZAZF=804, t=9.015). 2BIA7}F 331 olulel =
S o83l FAIFRS AN A A He BAH

AR TR Hukeel Fod %o ol 9%
e Aoz YeHt EA%S 2SS 3319 olEr
83l AFAES AAShs e LB EA 2

S vXIt= Fiore et al.(2005)2] A9} Li et al.2002)2] 2

o} dXeh= AL HAAFET & 33 opHlEr ZAS B

OFAEL] A WA = AAMATE SRS Bt
3

HARsh AHAR BF feld 9L v
1

3¢ 0N
T o
r
09—_'1
offl
=3

AadAze] A3 4R P wgel] JBL v

A (Fiore et al., 2005; Jeong et al,

Holz Zlog S71%-2 AR Aedes 72

Path coefficient

H Path between variables S.E t-value Result
Non stand. coeff. Stand. coeft.

H1 Telepresence — Pleasure .898 .858 .064 14.034%** accepted

H2 Pleasure — Approach behavior .804 .680 .089 9.015%** accepted

H3 Telepresence — Approach behavior 353 286 .087 4.061%** accepted

wrkp< 001
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Jeong et al., 2009; Kim et al, 2007; Manganari et al., 2009;
Yang & Jung, 2011)E AR SR AHE AT o9 t&
©] Mehrabian and Russell(1974)3} Donovan et al.(1994)2 -+
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