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1. 8% @ =Fo]& (TRA : Theory of Reasoned Action)

7l=ol gy AHE B A F8S o|lEY ES AASL e 7
S48 rdo] ol24 ulgS Ajzend Fishbeinol &) #A|¢te a2 3
E°| 2 (Theory of Reasoned Action :TRA)¢]t}. Fishbein &

Ajzen(1963)¢] 7]t —7}x| (expectancy—value) ©]|2S st A H

TRA= AAFAE d=538t7] f13 o]&AQ 224 e dd 584
T HE AeeE o vFal v AbsbEe] 3 3
He Pdsoe o) 2AHY, dE oo FHH R HRo| 4

S it oE Alge] EAAES oA $lste] dAvht we Ax

j&
il
ol
20

1

o} =88 & AA} BHEE APorAw PFr= 2z PHS
SA4st=d T3 W4E 289t TRAE HEe 3% 1o J=59S
ol 7Iofstsl=d Zilel AeAola FaA < Hr=rt A e
ol gt #HS zta e Ve TR ATt

T4 PHol2(TRA)S FHLS dA7E5S &3 1 g9d4el 9% =/
ARt AFAEo] FAEUA 712 JFA] tiE] ool ATIEA F
214 9ol &(TRA)> &4, A=A gt

28) I. Ajzen.(1991). The theory of planned behavior, Organization Behavior and
Human Decision Processes. 50: 179—211.



2. A&% 3F0|Z(Theory of Planned Behavior : TPB)

ALE FAl2(TPB)2 &4 FEolE(TRA) “IAd FFEA
(perceived behavioral control; ©]3F PBC)" Q9%lo] F7}g o]&o|t},
Ajzen(1985)°l 9Jste] Alet®l TPBE 7l %2 dwomel Ax 4
qsEA oa] AAETL Bt ol 7[EY T4 dEolEo] i
e e ok, HE, F
Bee Bo 2 A
Aot 1Ad 5 A= Aol od Ves F 24 F2 o|&T
ATt U= AL E onshes AR Fo] ALY FTA dtol AA LTt
HogEo)eet AA|l dF 1HY WA AR ofs A Aolgtal Aty
olErto® PF& dFstH+= TRAY HAE A Asta vk =, 7Hlo]
gL msE 7HA L ddee A" AT dopd AAgAE A4

29) Ajzen, 1.& Madden, T(1986). Prediction of Goal directed behavior : Attitudes,
intentions, and perceived behavior control. Journal of Experimental Social
Psychology, 22(5): 453—474



3. 7|85 9 (Technology Acceptance Model : TAM)

dR7IE gl dE ATelMd M AF [lEEe 2R

Davis(1986)7} A|Algk 7|48 52 (TAM :Technology Acceptance

rlo

ModeDolth, 7482 4EE A9 dF AHJE 7N (mprove
organizational performance)'dl”] 3] E=UHE ARV|ES X4 FA4Y

o

lly

—_

TE&oh= A FFS vA= adEo] FAJA 7] g o

i
)

S %A Davis7} 19861 A& 7Hdebgial 1989 F213ksk Rdlo]
30) Ajzen¥} Fishbein®] 32]4 dFo]&o| A% Aoz 34

| 2(TRA)Y AgH P50l &(TPB)oA P9 %E9 ] +
FA o) wheaty] wiitel] AAZAQl HEI7|EFEo] tig SAo] ofHnt
A A Z 23Sl

Davisi= AH&AFF B H.7]
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T8 Qe2ow XZH H{-8A(perceived

usefulness)¥} A Z+E A}8-8-0]A (Perceived Ease of Use)S AA st

30) BFETH(2010). F7v
p.15

31) HW(2011). 7HR1S] Y214, AFs] A d&ke], AFEAF QIE T o] 2~ 8]lo] AnfEE &
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#olole

21X

AEE0d

[2d 2—-4] 7]l&FE&R2(TAM)

w% Z A1 Davis, F. D. (1989). Perceived usefulness, perceived easy of use,
and user acceptance of information technology. MIS Quarterly, voll3(3):

pp.319—339.

B (TAM)S FHoR. olstoixlrstl 03] , D.

33) EH1Z(2014). e 7les&RRE 83 vt %A@ A 33t
Al g skl HpARSHS] =it p.4T

34) 0144 (2005). TEFERA(TAM) A& 3 aahHl A44Fde A% A47
YAEE; L AFTEHR(F)
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AF8-(2000). PC o] &3 =olA (Playfulness)d

T 10(4): 101—-113.
36) HIA-8-.(2009).
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35)

, Entrue Journal
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o
of Information Technology, 9(2): 36—37

1353—-1380.

37) A4,



YA A dest 7)ol digh AFEAbe] dERks Fxsthes whdo] X4
FHJar, oo 3t Venkatesh & Davis(2000)38)+= 7]&9 7|&Fgnd

= | M{
_______________________ .
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e maEy | I
I I
! I
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[28] 2-5] 7|48 2 382(TAM2)
xx 2] : Venkatesh V. & Davis F. D. (2000). A theoretical extension of

the technology acceptance model :Four longitudinal field studies, Management

Science, 46(2): 186—204.

TAM2E 3% 71829 (extended TAM)O|Et1%x &8+ A3
A FF ZRZA(FHE o, AR, olu]R])ef A A = T2 A

38) V. Venkatesh and F. D. Davis(2000). A theoretical extension of the technology
acceptance model :Four longitudinal field studies, Management Science, 46(2):
186—204,
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o] AAgelor Jjel xFo] A (Individual Differences), A]=Ele] EA
(System Characteristics), AF3]% 3= (Social Influence) ¥ &3 A
(Facilitating Conditions) 47}A 89218 A8,z A|AISE 7|48 2
3& [29 2-6]9F o] Aottt
) e |
Holxto| I
) I
" . I
AHE I
i solole Ml | |
' |
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PNETE=T=1
|| oxE |
|| MEEok I
[ zaza | '
I
L o e o 4 i 4 e a4
Jeseng
(19 2-6] 7| 3 (TAM3)

w% Z x| © V. Venkatesh and F. D. Davis(2008), Technology Acceptance Model

3and a Research Agenda on Interventions, Decision Sciences. 39 (2): 276

39) oAl o]¥led (2006). F4H 7|eTEEA2(TAM2)E °]&3t %43 DMB Fdj
Fo] Fgo GgS = QelEd I A MPEESIA 18(2): 255.



TAM A= st FJez 3450 7t =8 Lin et.al.(2007)40)

9l 7=V =2 (TRAM: Technology Readiness and Acceptance Model)

I} T7]48 2 d(PAM: Post Acceptance Model)5©o] W& HA 3]

A5k 1 ek AEEN Rl A wae] Hade] s1% St
H

15 ol TRARGI AdE Aoz 7)Eo] it 4l
&

Michael et aL.(2007, 2009)42)43)= TAMS] RAL =3
O 29l M-S <im 92l A tist AFE s =
7F 2gklo o] el & AFA 7] 7] Y 2ele] 41 F8E

24P o] ATE B3| AND AgFolYe AA wrllHE

W3t Lindsey et al(2014)45)8] AFto A= TAMS o] &3slo] LH|RES
Rl Fuff Al QREES}F Y} T2 7|mALge] Gt gk Aol A RIH T

7F 259 A 7lee olgste] eklyE AAsHH] B Ao® YERNTh

40) C.H. Lin, H.Y. Shih, P.J. Sher.(2007). Integrating technology readiness into
technology acceptance: The TRAM model., Psychology & Marketing. 24(7): 641-657

41) o5 (2011). HAA. p. 138

42) J.S. Michael, A.C.Joseph, B.M.Douglas(2007), The role of positive and negative
utility in predicting online wine purchase behavior, Americas Conference on
Information Systems (AMCIS) Proceedings, p.5

43) J.S. Michael, A.C.Joseph, B.M.Douglas(2009) Leisure, wine and the internet:
exploring the factors that impact the purchase of wine online, International Journal
Of Electronic Marketing And Retailing -

44) x=93(2011). AAA

45) M. L. Higgins(2014). A AA. p.19



A 3 A 9belau] 2}

aulAEe] 78 G AUER PED oo B Aol 4E
Al g AFse AZARS Age A gl TS FLI ko]
oh ghelznlael tig el $2141(2005)40 “shelAd ATt A2

TRgEN MBEE FYste] aH|TFoRH
H5S dode w9 FAE
Lapsley(2001)47) = “9}Qlef tf&}o]
Q71 o2 oflS whAl= Abgh

o
it

a0 Ao dom  Moulton, K. &
v}

Wine Institute(2005)48)2] 9}l An|x} xpdo] sk AFH Lo wp=
H, Sty mlore] 9FQlAnH|xte] EA vl A w]=re] 9FQIAH[RE A
=

2e 4P Bot $8H0uAR A7) %P #e I9Astn Yokw
ik = AR Sam AT e LUAEA EPHA AOR I
A3k AAE 2THEAE A el $HH ABY =ME du Qo
WAE FEeA Hol7] AFHAS AFL st 4TS A Aow
Uepsth @9, @ael ohelaulAs slele Fi Belwe A% 3

Tl el Ae Ao vehdth w3 AW AN EADE 2
Faha, shelmgol oe AHETo Fou, AE ARH JFoR
=]

McKinna(1986)° <fsf <4l aH]Abe] g 7
B AFAsdd o8 AN 2HlA ARste] g Ak e 2

46) 2127 %18H2005). FR1AaH 2 R WE oINS o] #S A Teha e )
3]#]; ,11(2): 1-16.

47) K.S. Moulton & J.T. Lapsley (2001). Successful wine marketing. Gaithersburg,
MD:Aspen Publishers.

48) Yankelovich Ine. & The Segementation Company(2005)

49) Aw|gk(2010). gk-m] R1Q1IAN[ R} £8F4 ZhA| o] wE ofRIF i E Bl A A
sl gkl ojsh BRALER] =4



) ale] BiE AT AFlgolt A7
Foll wel thkabA AAET Qe 2 AR, shelojiE 27}
7], gl Erel, FuldE. welwe] oA FREHE ATE AdHw

off

I FolAXE McKinna(1986)5D% 949l 4uH|AE 949l AE7Hwine
knowledgeable/connoisseur), ¢+l o &7Hwine pretentious/ Aspirational),
20l A 30t FHEe] 9l AH]AH(young bottle wine drinkers), @Rk
o}l &8 AH(average cask wine drinkers), <91 ZHEXAF(new wine
drinkers)s 57| 1w o® w/FolSit).

Spawton(1991)52)& 7|t} Yzt AHAA &2l 2vaE B

ol

FoF+=d A7 connoisseurs), <1 ol & 7}(aspirational drinkers), H
WH= M EAp(beverage wine consumers), <9l F R AH(new wine
drinkers) 47] ZF o2 #7334, Hall & Winchester(2001)53)7} &
T 9 AVAE e E A ATl A Spawton(1991)9] £FQ1AH]
A 4715 F 949l ZH A (new wine drinkers)el]l W3k A o] I3t
AT AFNE HEUTE. Spawton(1991)2] Aol HE oz H A7}

U ek 55 150 A% 9E2 we He AdE Anzw ol

olyf UM E  fels viAl=E OaF’e®R AYS Hall &

Winchester(2000)54)= ‘4 A o] ¢S ZH7|= aFo®E ol

50) #ME, F2o(2013). FANUEAS] GE G F3 BF D FIU o
FolE A au el B4 raaAAs, p3ll

51) DA McKinna, D McKinna (1986). Attitudes, Behaviour, Perceptions and
Knowledge with Respect to South Australian Wine: A Report on a Qualitative and
Quantitative Research Program

52) T. Spawton. (1991) Marketing planning for wine, £European Journal of
Marketing, 25(3): 6-48.

53) John Hall&Maxwell Winchester(2001). Empirical Analysis of Spawton’S (1991)
Segmentation of the Australian Wine Market. Asia Pacific Advances in Consumer
Research Volume 4: 319—327

54) J. Hall, M. Winchester.(2000) Focus on your customer through segmentation.
Australian and New Zealand Wine Industry Journal 15(2): 93—96.



p

shfjr]o] 9}l zH 2 §8 il Fe AH|Zo] FHE o|F= o<l df
“1E (enjoyment)S A A8k T}
Thomas & Pickering(2003)55) = w2 W= ofQIANH|AE Aoz A+

£ AASe oI ANAE oI A7 H(connoisseurs), <k o7}

.

ot

(aspirational drinkers), <}l 5-87FH beverage wine consumers), & 94
2}l ZH]A}F(combination), 2} KX A (new wine drinkers)® &3} T}

Bruwer, Li & Reidi= 2002 A+-ol4] WRL(Wine Related Lifecycle
System)SA4 S ©]&3 &FE A TH56) 9flo] & G Av|zatEel A
gl WA "ol w4l WA FulE, AW ' o] gk
A5 . L A3 35 okl Al AHARE 570 oFql4AH]
1502 483 o5 7H Enjoyment oriented social wine drinkers), IA]
& o &7} (Fashion/ image oriented wine drinkers), #i&7} (Ritual
oriented conspicuous wine enthusiasts), 243 o &7} Purposeful
Inconspicuous premium wine drinkers), ZX *} (Basic wine drinkers)=
57 3F AT

T 9FQl AL o #e At A= WA X18H(2005)5T 0] A
gy AFE umigoew 9ol MRS AE7H(Connoisseurs), &7}
(Aspirants), ZHEAH(Newcomers), 2 $H(Outsiders) = w73}, ILA)
41 2H(2006)58), =219 (2008)592 <421 A7 connoisseurs), <41

ol & 7}(aspirational drinkers), €}l S-87}(beverage wine consumers),

55) Art Thomas & Gary Pickering(2003). Behavioural Segmentation: A New Zealand
Wine Market Application. Journal of Wine Research, 14(2-3): 127-138

56) Bruwer, J., Li, E. & Reid, M. (2001). Wine—related lifestyle segmentation of the
Australian domestic wine market. Australian and New Zealand Wine Industry
Journal, 16(2): 104—108.

57) 12 X8H2005). 241 AM|AHEFO WE ol Mool #g A fehm g
83X, 11(2): 1-16.

58) A& AEW&(2006). o1 &nv[AF FEFE o}l #Ho]E FHo FQoLE Q1A Aol
g ATt ey, L 30(1): 403—420.

59) #9193(2008) A~EFoNA] SIxH A FW ShISEE/S) seae el
2424, A et AA) =



'
(e}

o] ZH A} (new wine drinkers)=® &3] A3}
FHE, 323 (2013)60= 7|F£2] MdAFEo] 2felihn|xe] /F3&

TR BHen Fz ALEAd ToldEd SEuE, ol L e

A 4Z AR vhold, WA F73

HAe] shldusgon 1 anxe] fEe setale] 447 w7l

W 9l 82 Fuss, FulEv], AEZEE X
“Project Genome 6D o]g}i= Elo]|E2 Z &% o] A= =3 7}
ool An| S Ao R 2004 dHE 1009 del] AA A

60) FHE 9(2013). AA =
61) wine business.com(2014)
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= (A" MEE AR ZEel As SRS 2 MER EF1E

rlo

Newcomers, Everyday Loyals and Price—Driven consumer®]t},

AdlolEgt AFolA = 3709 15 the Enthusiast, the Image Seeker
and the Overwhelmed consumer< ZItj2 3l Satisfied Sippers,
Savvy Shoppers, and the Traditionalists= A3 Everyday Loyal
and Price—Driven®. & "3t} Engaged Newcomerst wiolA 714
od AanHAtES AAsts Aom HIT SAAAFAM 1 7 358k
2T},  Image Seekers, Engaged Newcomers and Enthusiastsi= <}1¢]
gk A 2ol e ARAR EFe AV|A o] ojlS Frulst=TE
drpvbEol AR QA= 150 A4etr|d 1so] dukt A A A
A7be wEt tEvar A efskal vk

3 Image seekers and Engaged Newcomerst 7 4<Ql Holglal +
wot okl FEiAl ekIX A S ARt AAE el e okl Fu
A, A A, AR ARF 55 st gls Fulsky okl
& 9k X Aol f g3k Juo= AHolstal gl

A Hrolo It tlEo] efIANFAAME A4 Htol ZHES F
gk &aFo] ZhedA e dE dTE S MEE SdanA B
¥ 7]%= Fv}h. Higgins et, al(2013)62)¢] Ao = &4Ql AB[A] Ql+-
EATA 54 FrdE, "HE, rde] 3 & #otste] ‘wine
techies®} Non—techies'®= -73taL Qlvh. o AFolA= B2l A3t
(target segmentation)E 93l “Fd 2} oFAikF ol g =7t 7MY

Al gHAe] Qb AES AHgATh oF 2607 FAAA Gwe

l

f

(0]

EE

= olE= wine techies®, FH% WS 3 AbEES Non—techies

2 TEYT wine techies®] 54 7o} shele] tla] oloprlalr &
2713 Amevteln AxnE ol AF¥tR AZEa s o e

62) Lindsey M. Higgins et al.(2014). A A =&
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A4 A AEA BE D FoleE

1 AR B

AR WEE ALGAY e} Jde] Rg3e], 1 AR ATl
Aulze] ATt o] FoiAa, ALgAe] Azl A%EE FEE wa
Ao b EWA ASHE ARASE 4 gYHEes Yu
zgle] JEe YElE 2o nHHT A6 A4EA BEd g

7}

= 1980 W o]% wWe A= WA thito] Hojsk=d A%
4

JEA

AES AFESE 3 Auj2x A Aute] tish AR} HrPE . Aol H
Abg2E TS SAS AR st AT 3] AgEol geu
Larcker&Lessig(1980)2 A|2~HIS] {848 dolH 7] ¢35t AHH U
&

@ e Fa4'd Ade §

e HAem AFEFle AEA Y
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A8 A2 (work more quickly) °13]7] #-8(easy to learn)

A5} 74 (Job performance) olalls}’] 4]-% (understandable)

42 productivity) S<a)|#) 7] 418(become skillful)

A4 (Quality) T o]

AHFE EA $Hmake job easier)

A5l -8 useful)

43}7] $l8(easy to use)

FAIs}7] 4= controllable)

S-AsH flexible) 7% Al

Z=2] : Davis. F. D.(1986). A technology acceptance model for empirically

testing new end—user information system: Theory and result Doctoral

Dissertation. Massachusetts Institute of Technology. p.26
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o
o

o))

A

fit

T

<]

A9
84.465,
of

0.979,

X2

T
-

48
67
goodness of fit

goodness

23}

0.022,

119
1.05

1.02
1.00
08
adjusted

o
: comparative fit index)

=
=

=
=

b

T

b

71 24 A5 (GF1

Ap20
Tofe| =1
Jofe|x2
<010 =4
ool =3
TLofol=5

0.000,

A= (AGFI

F2] 5~ (CFI
— 64 —

?‘ﬂ]—

al
%
root mean square residual)

S
&y

DAk
q

T
ZO

°
pal

=

x2o] 3
Fol (RMR

0.934,
0.893, H|xnl A

34,

index)

df
index)



(NFI: normed fit index)=0.965, RMSEA(root mean square error or
approximation)=0.079 =¥ &2 SAAZ YEFRT.
ofe mwe} # AFEYE AR F AxZsd Hlwd # NFIAT=
0.9650]™ GFI+= 0.934%2 AHAE 438t a1 Chi—squaredt® -9
v @A UE Ag gl

s o= etk AGFIgke] 0.893°02 =
2% FEste] AP Bt gk e
(& 4-8]2 th/) 8 F& W5 Feq ol B ARM, PR

el
: critical ratio)9 IA7|E Adizke] ‘1.96°2 7]
]

(3 4-8] "7 2 THEHATES g4 a7y 2y
291y H4 Hz3= | HTYE | Estimate SE CR
ARG 1.000
AHEAREEA 1.176 069 | 17.072:0x
ARGARES | ARSI 5 5 1.114 070 | 16,0165
AHEAREES 1.170 072 | 16275
AHEAREES 1.190 069 | 17.225
T e &3 1.000
Tuj e %4 1.024 054 | 18849k
R Tl =2 5 5 1.135 060 | 18846k
e GRS 1.046 061 | 17225
T-uj 9] &5 1.078 062 | 17413

REATE x2=84.465 p<0.001
GFI=0934, AGFI=0.893, RMR=0.022, NFI=0.965, CFI=0.979, RMSEA=0.079




b

4-9] A2 ¥

AP A

o

AG=A HI7M71+ 2YEA%E A3
A =(df) 34

Fhol Ak 5B A - 84.465
¢ FEDI) - .000
x2 | df <3.0 2.425
A= A4(GFD 0.9 97, 208 ¥=E 934
z4 A A 5(AGFD 20.8 97, 20.7 ¥=E 893
A&7 H=ko](RMR) 2 A%k 022
FE=4 A (NFD 20.9 97, 208 ¥= 965
Tucker-Lweis =] 5(TLD 0.9 ¢, 0.8 ¥z 972
H] 2 5-3F2] <=(CFD 0.9 97, 208 ¥=E 979
&2 A 4IFD 1o 7142 435 979
2+ 7] 253k A 4+(CFD 2.7 $-7, 206 F=E 739
2 5 A (NFD 2.7 $-7, 0.6 ¥= 729
A T L 2HA H HRMSEA) <0.170#, <0.05 3 079




194 =
A=

BEAF32(AVE, Average Variance Extracted)¥} 7H

)

7ol ol o

]

3

FA]

°©

7
HHE A

=

@)

=

=

=

T FEF(AVE)

]

[e]
(Fornell and Laker, 1981)74),

()

2)

?)

+ 3 (1= std.\;

(3

1

i

1

3 std. ),

J

ool el A

(i

Y std.\

i=1

Mo

et

N
&)

})

)+ (1= std. A

(3

Journal of marketing research,

})

(std.\:

(3

1

k

“Evaluating structural equations models with

k
2
- 67 —

(std.\:

(3

k
=1

i

unobservable variables and measurement error” ,

74) Fornell, C. and Laker, D. F., (1981),
Vol.18(), pp. 39-50.




= o POl o B O
N N o] T
%ﬂ B e A = o "
° Wo ) 1ﬂrr M A & m ~a
T oo 2o B R
ca = B o oor N o R
No & TN n
Ho sm 2 oD = oy
~ o o B = o zo To
;OL O H_T._ X
5 = w OB = of m A
= o 9 NS o W = I
N i T
R I G S U
~ LO % T v o umo
- . N O% TR < N = y
o < S T i
2oy R T o T
R O S G
2w/ N
= a9 wow oy T ﬁ = "
- oo do 2 B N oy
E U S S & TR S
«© Of ﬂwo ~— \) ‘ul ﬂ”
= o o~ Mg e W 7o
% A | i X W o o -
o o mr ) < )l B
< @w Ao B mp o TR
< = P E i 1or
o) = o o W
% o ® AR B oo B
m_w_ o w N L om N o = R
CER S E oz Ty
R T St oo o
< Mw_ N T = - up
Tmoy TR STy
= ’ _O |~)
oo Wom 2 AR E S
RS « O N o M

767
943

801
952
D ehubel, pdls.

B
705
905

4-10]

§°14
741
919

[

AVE

75) Fornell, C. and Laker, D. F., (1981), AA A, pp. 39-50.

NEAANZF=(CR)




of M AT ofwF ol m, of i

i

)

AFE 05 oo e}

o]
=

ol g

|

A

gl
=

851, ALEARES 3} el x

806, F8AY AFEAEESO)

3 °l

[e)
&4

k)

g

S

£
M

S84 AVE 705urbe o)

e o) ARgx} wkEe] AVE 8011t} ZHA| uhERwET

(.851)2=724=

HAge Aol

3 olojx 7] o

=
=

s

g

X
6822 7}

SR

AVER T Sta1, ARGk} S oj o] AgAlae] Al

Wo] AVER T} 2}

d

Oo]/\

.649=

o]

Variance

AVE(Average

Aoz yebs7] witel +Ad 3 wdE

Extracted) =

0
B
5%

o
o))

jpuze]

el o ghe,

o] A3} olal. p.173,

HOLXCJ) /L]

Tz

77) 52 (2012).



[ 4-11] ZHIA RS
2919 | ol | 84 | TN lamgs| ave | ETE
)= (CR
g0] 4 1 741919
484 | .806* 1 705 | .905
ANEARE | 7795 | g5l 1 801 | 952
Zujo)® | 710%*F | 784 | 826% 1 767 943
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08

1.00

£0l4

68

1.00

20[46
20147

TOjo| =1

71 A

A 4+% GFI+=
A GFI9 %kel AGFI= =

o) )
qgE

=3
1=

4-12], [

-
It

[

o=
T

B s

2% [E



2RAYR=
Ad=A B & A3
27 49 o] ol &

A =D Hed An wels 129

7hol A A % - 216.905
ol FEQa) - .000
x2 [ df <3.0 1.681
AdE= A 4(GFD 209 5, 0.8 ¥ 907
A% A (AGFD 20.8 7, X0.7 4= 877
23 H#=o(RMR) H Ak .025
FFAGA F(INFD 209 7, X0.8 ¥ 948
Tucker-Lweis ] <~(TLD 20.9 7, 208 4= 974
H| 1 5-¢4A] =(CFD) 209 7, 0.8 ¥= 978
2 A ==(IFD lof| 7VhETE 4% 978
g 7] 25 4+(CFD 0.7 7, D06 Y= 825
54 A (NFD 20.7 7, X0.6 ¥ 799
T 2 2}A| 75 (RMSEA) 0.1, <0.05 H = .055




< X — Lo *
[a¥ () x o o~ x
t~ * 2 < *
. Lo © co —
~ L © 0 &= ©
5 e co < t~ &
© : o | — <
. © o co <t o))
m o) S S ['e) Lo
) < = — — =
9
S| © co 3 ©
g IS2) < N
= S =~ < &N
L& . . | .
m

4—13]

5T
It

[

i

814

{—-

(===
#p<0.05, **p<0.01, ***p<(0.001

SR CE
Fulo) =




el

7F

stz

il

—

, 9k

N
e

B Aol HeleE £A% u 479

bof o}

MIEL

S

Aol g 2]

4—1413}

a3 [#%

& Ay} df

To-
Nlo
@

i

X
o)
i
;OO

pase}

—_
file)

13.555, p%k .560. NFI&=

S
T

15, CMIN

T
-

%!

AENE

=

w2

v Ao u)

]

94_0

56002 YEY}

00322 HERter ofF pgkol

il

4-14] <<

T
it

[

— O\ =
— 9 =
Tm -
r— o)
o o S
Rm g
"
— 3 g}
=2 | 8
o)
L
— 92)
22 | 8
O <
)
=)
A 5
z | &
> )
&) 3
o Lo
) —
© h
E |2
0
= =
X

jjf

ol

&k 28772 YERY

Zo C.RZF 4.048=Z EI} AA

|

ol

N

of C.R%t 3.411% UYEfL}

S B

=
==

Eyl,

oAb

|



&

L

—_—

0

;OL
!

%
%

s
)
ol

o
0SS

)

ol



(3£ 4-15] epAuH Aol w2 7S A
skl &7} gkl &7} oANE87F ONES RS
T

CR. P CR. P CR. P CR. P
AT (- gl 299 765 810 418 -345| 730 -.468 |  .640
AT (- f 8 A 3323 | %] 2877 .004**| 4048  ***| 4625 @
TulE - o)A -909 | 364 280 780 713 476  -591|  .555
THoE - f84 -237 | 812 957 339 958 338 806  .420
FHloE  <-- AT | 1515 130 1799 072 .867 | 386 341l  ***

#p<0.05, **p<0.01, ***p<0.001



of i

A
4-1713 2o

ToM= 48" T

)

T
it

4-16]1

T
it

[

712481 (C.R. p<0.05)+= Al

T
| N

Aol A

t—value) & &

4= 95%09

sheich

q4<

=]
T

o]

Z

o 7

+ 1.960= 7]+

3 =

J)

HEWH 7pd

A}
=

A=
of C.R%t .380°2.2 e} EAZOo=

1]

o
I

=

=
==

Exl,

o1& AhgAt

&

H1-1 =

H1-1& 7|75 o

7Hd

57}

o}l
-1 =

=

6.865%2 L}ERL}

C.R%kol

AEE G, 7P H2—-1 80]ALS Fuo o

7}

H1-2

o2}

712k = 9l o

KeR
T

o4 C.R.#te] —.0865= e 7} H2-1

S|
=

T
-

To-

H2-22] 714

ol
Nlo

e

o Fjelme] o

3 Ayl C.R.E0] 4.2612 Ve 57

FG S

T

(<)
pul

from)

7V 17782 YERY FAHo=R

=~
T
7k 1o 7 H2-2

I A2A

2

N
=

i

E[l,

712 E . 7 H3 AR

T
-

o=
T

S|
A

A e = 1

PSR
=

A3y H1-2, H3¢ 7}

T

o 3}

S
=



Exl,

A 7Hd1-1 BoldS ALE

T

o )
7 E HS3

=
—

299% UER} A 1-1

717k= e 7hd Hl-2¢ o

kel
T

| AZAF7F 3.3230.2 Ve BAHORE

S
T

714 2-1

A e = A et

T
-

n = 7Hd H1-2

of WA=

Fe oA C.Rgto] —.909% el 7HA&

o =
3%

SR L

KeR
T

§°14

2—2% 7]

S|
=

7k oA 7t
g AR 0] e

=5}
o =

%!

o
He

kb

- 237% YER} ol n g

&

of WA=

T
a-

Al M =

T

()
«

ZE et 7 3o o

gHo] A C.RE 1.5152 Ve 7} 3& 7]

w

71 3 5ol A

=
—

o= vyt

C.R

|

ol
57 glol 7t

=
==

AHgA

g0l 2

= 74 1-1

Zhell gk Aol A

& 81002 e BAHor fov

<

sfelo

ZEhSl)

717 = Qom 7 1-290 o

of CR# 2.8772 YElY FAHS=

1-1&

S|
=

of m] &

o
I

AgH At 7HE 2-1 ol e
A3 CR3 28022 veht 714 2-1

o
712p¥) 91

L
a-

T
-

1-2

71 2-2 =,

S
T

Eis

9572 UER} &

717 s lom 7Hd 39

S
T

A C.R#k

2—2+<

7 glel shad

=35}
[SIRE=1

%!

< THe e CRaL 1.799= e

=
==

A1

71215 9k,
Bae A b 1-1 §ol4e AEuEol

KeR
T

7} glof o]ef 714 3

Tor



CR# —.345%2 Yehd Feong 8-S AT 71 gidemn o]
7P 1-12 71745 em 7hd 1-20] gk 4= CREE 4.048%
e 870 o] AR RESo] FFH S
A 1-2v AYEAT 7 2-10] gig EA A= &ol e TR
C.R# 71322 yeh 7HES 717HEglom 7HA 2-2¢] digh 4] ol A

© CR# 958% YEY 72 A 7[4HAT. 7HE 3 AFERESo]
oo m A= FFHAA Q587 HES CR#E 8679 FAE B

&

oFo] 7Hd 32 J1AF AT %Aeet A A oF &

fllo
=)
rr
Y,
o
A
12
ik
¥
N
N
e
2
N
N

selzuAgad e BAe Az folge AgWEA CR
S

7} ghol 7

U 7HA 2-18 A14Egen] 848 Fulore FFg v Aol
14 2-29) A% A3 CRFl 80602 Jeh} dFele sota S
glo] 7H 2-2 J1Z4s|gih HA 3 ALgREe] Fujolwe] G
2 Folgte 7HA A ez B A el A= CR#L 3.4112 YEY
(+) GFHE BolFo] 7Hd 32 A,

o,
)



=
==

T

SN

A4-87}

{——-

Foh ol =
Foh ol

Hy—y
Hs

-
it

[
SR L

7h

jang
X
0

711
7442
7143

714

Fohol =

Hs

Aol

S}l 2 H] A

715




.640

*kx

0 LO — O —
5 o) [aN] (@)} (@) —
A ~ © e o0 <
(@] | <~ | o
(@) X © 0 o)
o X o~ o o0
&~ * ~ g e
LO 0 (ap) 0 o~
b <t <t — LO o)
A 3¢ S o~ SF 0
(@] | <~
0 X (@) (o)) [@N]
. — *® 0 2, o~
N = N ™~ “3 <
ol S
T
i~ (@] o~ (@) o~ (ep)
0 5 — [ 0 LO [@p)
o e S 8 N SF O
O (aN| —
LO X <t [@N] (@)
O X O — (9]
S * ¢! o0 —
(@)} o (@) o~ LO
5 (@) [N (@) (qp) —
A N X S N L0
(@) o I I —
P P
S X - %
&~ S
. LO {e) —
~ S © 0 ©
5 ™M o < N
O . <o | <

i

&4

{—-

=
A7

A&7

0

ajo
oF

A

{—-

=
==

o)

.555
420
*kx

=
=

}

QL

8014
A&7
u

(===
{—-

}

#p<0.05, **p<0.01, ***p<0.001

o)




A5 22

A1 A dAFZ2e] 29

ol
ol [T
|
f
o
[
o
fr
—
=2
o
>
il
iy,
2
b
Rv)
rr
N
o
£
k)
&
=
S
=
=)

=2
32
2
o
to
r (o]
i)
e
ol
f
rr
o
oft
ol

e shu ek shelA

2 o
o FET AP B SleARA BE AFE FEL FHOE @
e

o @
1o,
Al
iy
ot
o
22
lo
i
)
©
i)
ol
R
ot
X
('
o
3

o W& v

S5 wMske ARe 9 ANFS SYAALY IE grEe g9 %

ot
S
e
ko
Ol
Lo
i)
rr
ox
3
2
2
it
i3
ol
o
@
kv
J|m
ol
10
r o
>
ol
1o
|l

ol A lek, ekelel Wit Guol oF& ols ZEAECA 7|ES 9

Aepme FulAge]l Eiol H glo] ofue 23l ofgo] Ha gl
o ES o5 ARE AHFEL YRR F Fow A 4 o
AR ARE 71718 Bl Agsh Ao tea Yk meky )
Q anZel Wl AvA W 5 ned Awe wARA Aowel o

ATl AlAE Y2 QR

=
of 7leage #HAM AldEY ARV s8] el 7 Agsta 3

K
[
o
=

k)
°
B
>
)
i
°
kD
rr
me
e
QL

78) AulF, A& (2010). AA=E, p.27



IS Continuance Model 7]¥to =2 7]&E9] 9}

TAM =33

7he =

4

3

tho

)

b et

olR 1A} F

o)
=

=
=

]
=

Hqow AZd BowA QRAEZ 9l

==z
A

SRE!

—_
file)

E

|

—_
file)

)

Al

AA

of 7Hd1% 74w

=
T

i

)
=Y

K

i

FEAHoR AA H U

o2 UERT

o))
L

NI

o= 7|E9 A (:=9:2011, o]F 9:2013)°14 HEbd Aype}

Tor

Ul E

| o] A, =9(2013)

= =
Y:]‘O

gl

o)

g

A
L

o

AFA(2012)79)9] Aol w}

T

Lo Sge),

dr). =

A A

5] O
g

Pl

fool g A

3

oAbl Hlw

S
=

HA 2

(R ]

Eat ik

=
=

floFstal QRIE=

A =]

ol &
H=

Bk

%

3}7]

.

AAA. p.72

79) A191(2012).



= Ao Z e

S

Al
X

b

w3k Michael et aL.(2007, 2009)80081) o] TAME]
[e)

g5 3

o

o Abg-golgel o

=

sy

28] 2}

= Ho| X

0
M

o))

0

B

cof Ahg

An

e A xwAt, 9

om Yeh} shlel g Auy 4
uip Axe] BEo

oA Ut AAY A}

i3

=

=

HAAA p.5

81) J.S. Michael, A.C.Joseph, B.M.Douglas(2009),d A A

82) A. Bhattacherjee(2011).

A~

2 ool o

57}
Sie]
MIS Quarterly, 25(3): 351

<

Understanding Information Systems Continuance:

717 E AT =, AB AT

w7k, ekelel

T
-

]

S
Ll

]

7, ¢kQl

&

A
AR, ALgATE] Foo o] vl

Expectation—Confirmation Model.

S
=]
p=

=

Bhattacherjee (2011)82)¢] A FA}o A Algx}EEEo] X

80) J.S. Michael, A.C.Joseph, B.M.Douglas(2007),

Ao o AA
U 71429} 7145
A o7 o o

]

o



)
ox

¢
i

ol

K

)

Awbe} shelojsstA e shelo] o

|

=38 o

e

—

O

alsd
X

io-
-

K

—

o)
algd

ﬂ
M

o eplepile] of

71&

o
T

- o]
1 HA

e oja}

sto] shele

==
=

|

—_
file)

—_—

o)
5]:_

—~

;OL
!

K

)

|
——

)

AR

A2 YN

e

NR

ol
olp

R

&
WY

il

)
oR

¢

ol

mr
Ho
ol
aw

—

s

nl ]
v

X
pin

K

)

¥l Wine Database

2]

oA Eu 2008 m=olA 53 =

KeR
T

and Recommendation systems83)

= 3

S|

S

o4 shel, sholuizl, sl

i
o
i)
nll

!
T
w7

Ho

ox

™
N

o)
S

David Alan NeWlin, John Manoogian.(2008), Wine Database

Seifer,

83) S. Barry

and Recommendation system, United States Patent Application Publication



o] Fuhe] o

=
==

At

Nlo

)
N

&z

;OO

pase}

O;

AFARES AR T ol

il

Aoz YebdARE AZ7E, of

g H7]

2 Ao Az

—_—

—

;OL
i

%

Nlo
@

K

B
r

—~

;OL
TR

SR R

o]E

T

°
pal

QR =< T3

T
-

A QR
7HA QAN 7171 A8

=
=

H| =}

E Al

AL o

Nlo

0

)

LOLN
1
o
oF
ol
2

TH

i)

{]

JJJ
K

0
i
o}

Nlo

—_—

d

—.

)
i

g}

BT} A

3
“

A A}

. °]

A 2 A AT A

A7} Hfeof

AR E Thgat 2,

)

A, QREE= splepio] thak o

3|

A

—_
file)

Nlo

AT

B
—_
file)
‘mo
ol

T
O]

10
o
o
ol

|



ol thgk A7 A3 ARelH TAM= &

=
Aol gk ofQlAan| Ao FEOEE Uolm 5 3

2. whAY A A AL

QR7E epelepille] viAY S 913 AFAQ A S o3 2

A, FAANFM RIS S83 =2 v}
FollM e &8 7Hede BXsh] Sl AEdtd avss gdew Ay
& APk Aol

=4, kA WEkel A FA ohQIAIA e AP LnjAtES AT A
2 IR EekE AAREE Holth 7] eflpilo] opIAF
AMEA AR 2njAbEol Al Zel7E =i Q= el A AdEa
A RIS 2RSS A B A3t BEATORE o5 T
e =2 s Aoz Helth

AR, 2u2 JEgeE s QrREE gelebde] g 838 AR



2 YES

oA

AR e o

9

Al

o E,M_ X o o S A - e A S
PR e Trnae®als
T W I

T BT HIFgwT TR
LG LRI mO ey W T
T o o= Mo e 2 ur 2
= ujp = &E = ™ ) EN
o o ~ i ﬂ_hl on_, _me o ©° mﬂ o E]E )
I Hox 2 Mo Bom TR0

‘ R . T = oo 2
_.i Eo ,M_ﬂ r: Hml ‘ul OE bﬂ . ME m Zﬁ
% Ay o 5 = o " Y
S o - W i B oo

- - S N B O~
S A EEEEEEE ERE
% O o A I SC I <
= 9 =1 7o w2 gy m
= 2 o X )

= T <O oo L)
Moy TP oaeowmon X T E SF
=z = T ® 4B - X v g
ox Y ! 1Ur,._ A_I ,UI o er_ Wu__.H s wrt ~
o T N T o W wK
How SO G R SR
T B/ o mﬂ = o g W o o %ﬁ uﬂa
o = W]r i G i LA# M Ko oof & x %

o ° f 9 a m
R R e S T
of o SO TS ® T I o
SASEESEES SRS T
= W _ il o 5o T _
oo o~ W %o cr P o oy ﬂ i
<0 CA *° 3 o R T W
T - ay o o ,DF X .0 X

~ - o = X 2 T =
U S R - = = ol )
2o =T oo K w o 0 T [ N Ry
o AR TN T X AR R T oo X

oK

T

°
yal

1)
o] shelA] oAl QRE= shelebule] o

aos QREE ¢eletHe] o

=

=

=

=

A7

T

°
pal

o] sheln] A

T
-

e

O
1l

H

Az ujol e o



shol

=
=

AT v

Eis

u}
=

oA )

r

of gt Bt FA A ela

Fed QrREE= 9fQlzhd

S

)

A&

At 5ol atH

Eis

(2008)°] AA

pase}

O;

—_—

= u
T 9

Hslol HH 7|

A

To-

2 aolzre] ey
Fn Al

ol uw}
2 HoZd,

g

T
| N

A ol A

L

o
A

7HA] 2

=
=

A, B AT PHE SWe] @)

o

Tor

ol

o)
_ﬁO

—_—

I~ FGI(Focus

S

%

EAA 8

Group Interview)l}



3

-

—

4

.=

0,

LA F-AZW H(2006). 2k MR FEE 9k dHlolE AEY Tar <l
A7polo] #ek AT, IHFSAT, 30(1): 403—420.

HAA 4 (2015). MI(Museum Identity) & WFE g vl QRIE t]AkQd
M, MAEZa=383]; 16(2): p.265

AT ALY A 8-2(2009). oJAWFFE AAEAH Fuirte] o PAF YAt E
A= et At ks dle] 2 A d ek, 18(2): 151—-166.

AL, olmed(2013). QREE 79k 7P A o] X7t s 99
Qo] st FAH A5 kA e nsls] ), 22(5): p.480

YT, °15d(2009) uAEH—o - go] it ), 374 54

2 uAY AFe] 2day. VFESAT, 27(2): 145-156

AP H(2011). QRIZE vHAE 1 20fEE A9 miAY 713, ed]ZY 252~

=93(2011). 33 B2 F83 o] B3 A3+ -TAMY} IDT 23S
ZA o7 A e BrA}Ere] =1

w919 (2008) Bl=EFGol| Ao ofQlanat F3E 5857 2kl
B &4 A, B istal AARSHY] =i

wAA(2015). 1482} HiEst o] e RIAI AlE s et
AT AT s BhALSHY] =i

2917(2014). F4E VE5FEEES 83 JArig F dgkejrd st

g% P RlwAT. S E L BALERY] = p.47

b, E48](2013), MR AR A 7IdE el A S Eel M A=
gl A, TauEEAT; 16(4): 143-169

4 8H(2011) BHdsE (2011). ¥iRE HE -9 xRl QREE=<] o
sk Wk A MAEYRRIgAT, 11(1): 505-514.

HE(2010). wrrElT]e] Age] B FFED AM-NM. A Zdista o

=
01



ot
r

2005). oFQl &M AHEFo wWE ol AT

rel=r g 83]%|; 11(2): 1—-16.

g, AR, o]F4(2010). FFF7F TwAaB[Ae] e E o] T 1% 3
ol T3t ATAT SAAF H FA7IdeIVA AR, Ed)
T ATy 11(2): 123-155.

WAL (2000). PC o83 =o]A (Playfulness)? Ao thgh A,
g gdrst A4 10(4): 101-113.

HFE(2009). 2dWGF S A Ve EIrebEA, AT
38(5): 1353—1380.

HAZ-AA(2010). AFEFSHY] v A Au|2=H o g3 A
7k vk g Eoleto] A E A5 TR AGE
o 19(1): 55-72.

M-, 959, T29(2010). SNS $ Alo]EQ] EA @0lo] ALgAEE %<&

A AROE B P = w X = ol i AFH A7

AEAATF, 26(1): 99—132

£Z3(2009). BT o] Aawe} Fujolkoe] Hx= gk — HE3
gzpelel 2dais S4AoZ— Fouigha g AA1ehe] =3

A7), B8 AldXI(2010). Eupd o Eg]Alo]d ~E o9 /\}%X}{—é

T

rJ

2 i‘%fﬂﬂ pp.234—241
53, A9-4(2013) AEHHEH nAYARYAA A=A QRIE
T ZE =83 =%, 13(3): p.77

o,
ofo
3
s
_?L’
g,
al
o

A1l (2012). QRAE, AWoﬂH A= ggatefd. MR, 46(3): p.72
A1 (2014), Click 1 joflojAlel eFd il dFAHL AEFB7E R
Tl el WA= FEF- A g, SR, VA ERlESs $A

o7, Te—mXYx A+ 15(6): 167—187
FF 5 (2015), AMHI=HAR] FH QA3 #8780 AHEAMESl mA= F3,

Pqu] 2~ A9t | 5(1): 1-14



a7 (2011). YA QRIAEZ}F FAAF vh-So] Hx= A8, Folusuw

Skl A Abahe)

25(3): p.311
A, E(2010). =T ERA(TAM) AT digh T34 1%,
"Entrue Journal of Information Technology; 9(2): p.36
oF<, ZHA(2011). AF FEATARRINA QRIA=7F BAl= 7y Aol
of mAl= & F=lfeks]; 29(3): p.35

o], =4 (2013), SPFEZS] AREAL ZhAoF AREAL REo] WA=
ol] e A+t AN AHGAT 15(4): 189—-203

o] 7]F - 4183] -8 -5(2008). AHEZTY Au|AFAI F]aglo] A}
SAREESI AJALG-o ol WX = kel ek AR T OAEAF
Ay 6(4): 45-52

°]7]12.(2007). AHE&A WK} AR TEo] SHEF izt A5F o
7, DA A ALE 9 =

o] 4= (2011). QRIEE AREALS] F8H-5 HFo| IS WA= a9l
M=+ el>= st =%, 11(12): p.136

ol A, 7], o] (2009). U 2.0 AH] A Y A&} wEE =X
S 7 ORI AT 22(3): 229-238.

ol dm (2011). Faelf AAT ikl wE Tlsegol B A, &

Hl
ot

<, 27(2009). &1 FlE7] Fol wE AGAES 2 54, 'S

g7 st Ay 18(6): 1-15

(2007). A} w3 A A o Zo] o224 E3I 1o sk

ol #H e ASA A, AMsta disty BhAFSHS =R

o] A« FAID(2003). 7lETERAY S AREANS] HHA|AE] FE
"7dd ety 32(5): 1415—-1451.

o|dm(2008), dolelE HFE Y &3 AH|AAES ] #g A

;s

°|

o
o,



8ko]l =% p.23

L
a-

Mo o
= 2 3 3 N
FoEo= £ & =
T M g e R
o Mm A % m Ci -
iy W 2,
3 M = rr E o
w0 W s = 5
e =3 nﬂ M 1 & W
S Twx =mzH ]
5 A S o= g =3
N pa S 4= T
On_ .fo_l -~ 2 ] _L_l
—~ No <~ X 0 K| — B
< B xu b2l g
—
= o TP o BN i e
5T OITxwmEE Tow
m o o —_ o T ;O_l
T 5 " T T = PA I B~ K|
N R g o
e A LG
T T Wom o ow H AR
W T = T~ o
= T wo_m el o). o _1:_ m of .
TR a2y g g
S A
I S RO i =
<3 o= 2 i TN N
Lo — ﬂ < o = mw_.__ To
% o ﬂ o — M % m#_w J i
=22 a7 7 T x g ® o
P B Y 0D R W
N = L o jod
o %O 0 = N
X X Nd Mo ofo

OIE YA R3], 15(6): 133—144
— 94 —

.

3

(e}

T
| N

b Al o Imof] w ]



2. T9-d

Ajzen. 1. (1991). The theory of planned behavior, Organization
Behavior and Human Decision Processes. 50: 179—211.

Ajzen, Icek, and Thomas J. Madden(1986). Prediction of
goal—directed behavior: Attitudes, intentions, and perceived
behavioral control. Journal of experimental social psychology
22(5): 453—474.

Art Thomas & Gary Pickering(2003). Behavioural Segmentation: A New
Zealand Wine Market Application. Journal of Wine Research,
14(2/3): 127-138.

Bhattacherjee, A. (2011). Understanding Information Systems
Continuance : An Expectation—Confirmation Model. MIS
Quarterly, 25(3): 351—370.

Bhattacherjee, A. & G. Premkumar (2004). "Understanding Changes in
Belief and Attitude toward Information Technology Usage: A
Theoretical Model and Longitudinal Test." MIS Quarterly
28(2): 229-254.,

Bruwer, J., Li, E. & Reid, M. (2001). Wine—related lifestyle
segmentation of the Australian domestic wine market.
Australian and New Zealand Wine  Industry Journal, 16(2):
104—108.

Lin Chien—Hsin, Shih Hsin—Yu , Sher Peter J.(2007). Integrating
technology readiness into technology acceptance: The TRAM
model., Psychology & Marketing. 24(7): 641-657.

Cooper—Martin E.(1991). Consumers and movies: some findings on
experiential products. Adv. Consum. Res. 18: 372 - 378.

DeLone,W.H. & McLean,E.R.(2003). The DeLone and McLean model of

information systems success: A ten—year update, Journal of



Management Information Systems, 19: 9—30.

Drummond G. & Rule G.(2005). Consumer confusion in the UK wine
industry. J. Wine Res.16(1): 55 - 64.

Elizabeth C. Thach & Janeen E. Olsen. (2006). Market Segment
Analysis to Target Young Adult Wine Drinkers. Agribusiness,
22(3): 307 - 322.

Engel,J.F. & Blackwell,R.D. (1982). Consumer Behavior, 4th ed.
[linois : The Dryden Press.

Engel, J.F., Blackwell, R. D. and Miniard, P.W. (1995), Consumer
Behavior, 8th edition, The Dryden Press Harcourt Brace College
Publishers, Forth Worth.

Fishbein, L. P. & Ajzen, 1. (1975). Belief, Attitude, Intention and
Behavior: An Introduction to Theory and Research, Boston,
MA:Addison—Wesley.

James Y. L Thong, Se—Joon Hong, Kar Yan Tam(2006). The effects
of post—adoption beliefs on the expectation—confirmation
model for information technology continuance, International
Journal of Human—Computer Studies 64(9): 799—810.

Jarvenpaa S.L. & Todd P.A.(1997). Consumer reactions to electronic
shopping on the World Wide Web, Journal of Electronic
Commerce, 1(2): 59 - 88.

Jean—Marie Aurand(2014). International Organization of Vine and
Wine®] 37th World Congress of Vine and Wine®] X3t

Johan Bruwera & Elton Lia. (2007). Wine—Related Lifestyle (WRL)
Market Segmentation: Demographic and Behavioural Factors.
Journal of Wine Research. 18(1): 19—34.

Hall, J., Binney, Wayne and O Mahony, Garry G.(2004), Age related
motivational segmentation of wine consumption in a hospitality

setting, International journal of wine marketing, 16(3): 29—44.



Hall, J, Wayne Binney, Barry O'Mahony(2003). Age Related
Motivational Segmentation of Wine Consumption in a
Hospitality Setting

Hall, J., and M. Winchester(2000). Focus on your customer through
segmentation. Australian and New Zealand Wine Industry
Journal 15(2): 93—96.

Lecat. B. & Pelet J.B,(2011). The behavior of the Y—generation
vis—a—vis wine consumption and wine purchase thanks to
digital social networks. Selected presentation at the O6th
Academy of Wine Business Research International conference,
Bordeaux Management School,

Lindsey M. Higgins, Marianne McGarry Wolf, Mitchell J. Wolf.(2014).
Technological change in the wine market? The role of QR
codes and wine apps in consumer wine purchases. Wine
Economics and Policy.3:p.19

McKinna, DA. McKinna, D.(1986). Attitudes, Behaviour, Perceptions
and Knowledge with Respect to South Australian Wine: A
Report on a Qualitative and Quantitative Research Program

Michael J.S. & Joseph A.C. & Douglas B.M.(2007). The role of
positive and negative  utility in predicting online wine
purchase behavior, Americas Conference on Information
Systems (AMCIS) Proceedings, p.5

Michael J.S., Joseph A.C., Douglas B.M. (2009). Leisure, wine and
the internet: exploring the factors that impact the purchase of
wine online,/nternational Journal of Electronic Marketing and
Retailing.

Moon,J. H. (2005). The role of psychological ownership and social
identity in e—business @ Strategies for building e—loyalty

towards Blog services,Unpublished doctoral dissertation, 7he



State University of NewYork,

Mort G. M. & Han C. M. (2000). Multifaceted Country—image Impact
on Purchase Intentions for Goods; A Study in the Asia—pacific
Economic Conference Region, Paper Presented at the Annual
Academy of International Business Conference.

Moulton, K. S., & Lapsley, J. T. (2001). Successful wine marketing.
Gaithersburg, MD:Aspen Publishers.

Nowak, L. & Newton,S.(2008). Using winery web sites to launch
relationships with Millennials. Int. J. Wine Bus. Res.20(10):
53 - 67.

Pranjali A. Shrirao, V. T. Gaikwad, H. N. Datir (2015).Implementation
of QR Code by Image Embedding Using Genetic Algorithm.
International Journal of Advance Research in Computer Science
and Management Studies p. 55

Raju, P. S., Lonial, S. C., & Mangold, W. G.(1993). Differential effects
of subjective knowledge, objective knowledge, and usage
experience on decision making: an exploratory investigation. J.
Consumer Res.15: 253 - 264.

Shintaro Okazaki, Hairong Li, Morikazu Hirose(2012). benchmarking
Use of QR Code in Mobile Promotion, Journal Of Advertising
Research: 102—117

Spawton, T. (1991) Marketing planning for wine, European Journal of
Marketing, 25(3): 6-48.

Venkatesh V. & Davis F. D.(2000). A theoretical extension of the
technology acceptance model :Four longitudinal field studies,
Management Science, 46(2): 186—204,

Venkatesh V. & Davis F. D. (2008). Technology Acceptance Model

3 and a Research Agenda on Interventions, Decision Sciences.
39 (2): p.276



3. =<l A=

http://www.researchgate.net/publication/220893832

http://www.slideshare.net/JoseMartosMartinez/state —of —world —vitivinic

ulture—situation—oiv—noviembhre—2014

http://i—winereview.com/blog/index.php/2011/05/11/us—beats—france —in

—wine—consumption—young—adults—lead—the—way/

http://www.winebusiness.com/news/?go=getArticle&dataid=134683

http://www.wineintelligence.com/movers—and—shakers—the —growing—ca

tegories—of —the—wine —world/




RRETE

S

o
o

1:

Shat A1ty

AL

3} 7]

o] 3l

o shelepalo] wa gt sl AnAEol

= 7=

O
1l

17

=

olp
|
Gl
o

=2 Asval syt

"o glold 7hg ol

)

o

o

Az

—_
file)

il =AM A=Y

o =
o °

Ll Rl

&

oA

2015. 10.

ofr

—

NS

g

— 100 —



B

~
fite)

qn
o
Jlo

I
«

il e )

7}

O
a g
"W

aho] A7) wpgk .

Jo] Sekate] A7) kg,

P

2ol uh

ulJ
oy

P AP AsHA

3
o

171 4l

)

s F3E T

ted FA17] Yo

AI(v)s

Tl

FEH=

A 3

-
5 e ® ® S
~ ~
el
% T N ol T % G
- Oﬁ o) z,:o e ] ﬂAJl -
2| 23 | g *7 E|* E
£e i o BB ©  pT ow|w
) L S omE | X oZ
e < ~ i i T o | o "N
=y = o|/ —~ s - = ~n oK
o i ol D ; = < =z .,
e X O R I PR | = B
= |5 o AEr = S U T I g
— e )
WIET  Tx|Bxr Pr|_g zixT| _ Frp
o X X R 0 — N —_— o
In — vy ) LTI K I CCAE 2l s e o %o
g od R | B R X o i _ = 1 el o — —
dr & ~ I | o 7 L I L I ST
Ao 2TTIEE TeTEC YR
. B oo oh < T wq T T O m xR
o [ TRt R o I R B L
T H N T TP BR B ow| o N
plucuunﬂmwm %Eﬂﬂa«a« u%%ﬁrmﬂuuua«wﬁ =~ oo B
~ L [
TERETINT LS T g ﬂﬂ@g?ﬂu p a%?
WP PP Iy ET M T B o B oy P
~ o o of o ﬂloﬁﬂutﬂ dﬂdﬂﬂLszﬂﬂﬂﬁ HTOtEﬁi‘mﬁ
| | T T Y T A= S B B W I
[N —
2 —_ —~ —
0 R ~— < &) [}
" N 2 N E D B B L N =D
o oI o] .= o S ¢ O S
el +— 1) — m ) ]
% .2 = S e op g .= \y o
R YS! °© 5 g >z 2 = =
= =) g =) ‘3 .8 — o % O — h=
4] o E F 25 v s E o 2=
N—

- 101 —



I-1. &2 QRS AHEA Pl B ARk ASAM A8

% @ ‘A3 mache] A $EL AEL T FA7 By

- 102 —



e QR T ISAC e ARYU ASAA
£ BB AZ(V)F FA7] BT

3 = w0 | F | e |

1 | QraEE Wee Aauas 2oz vle|le|lals
QRAE SRlehae sjelo] tit ARE AP W

> | e mEany vleyepe e
R SjelebAe o] gete] selTule] Bas Aus

| | ara= agas oael o ololslels
Q1= o] 4t}

1| QREEE ALg wwe wgo 4o vle|le|lals
QRAE S}olghi e olgalo] ARE AL AL

Y| Azt el @ By e ee
QRELE S}oleh e ol gajo] shelol] tishe] whe

" ane wse 4+ A S
QRFLE Slelehe Ea) shole] ofat AR AAsE

7| G- ole|lo|lal|e
QRFLE selebile] o8 Fa] Axch o Be

g vle|loe|lal|s
AEAUE 92 &

o | QRIE selEhme ATe AMTAS Tz ole|le|lale
QRFLE Sllehile ol §5h Alo] fasitha

10 S QlO || @ | 6

1| Q== sfeiepae o BestA) B vle|le|lals
QRAE Solgme Haste] welow o Be 4us

Plas + qus mgzn vleerele
QRAZE SRlzhae sjelo] ohak Ad A4 glol=

13 ) || |® |0
el ulaied 4o H.
QRLE slelebae sjolo] vk AR op)el 1

14 | Base] g@ 4w, sjelo] ga olWE B cheka vle|le|lal|s
ANE Qe & = f8F BT
QRE sloleh e shelo] dhgk Aale] AuS Ay

15 QO || @ | 6




=

Feol AA(v)ste] FA]7] vbEU o

0:

LS olgRET Prlo g BAE ARYUD. ARAN AP

T 5 IR R
ALE A S
1 | QREE ofQlepd o] gof w5t |l Q@ |0 |® |06
2 | QREE sRRlzp2 Axle] 9l Ol Q@ |0 |® |06
3 | QREE oIS 3 AR s nEit Ol Q@ |0 |® |06
4 | QREE oIkl Az thsf Wit Ol Q@ |0 |® |06
5 | QREZE sRRIZHEE o] JhE SHAASH. Ol Q@ |0 |® |06
T =
1 | QREZEZS ©] &3 gkl #Alo] 9l |l @ |0 |® |06
2 | 9 7 Al QREEES A= o] & Aol Ol Q@ |0 |® |06
; :i E;}%%ﬂ?ﬂ ool Al QREE o] 8- FHT % id 1ol 0l 5
1 Fuf Al QRIEE ©] &3 3 =
) j%q;HJ;ZROi %@]& }]E} 2l sl o vleloleles
5 | QREE sRRlzpAS Faf gols i oAzt Ol Q@ |0 |® |06

- 104 —




V. thg-e FAste] Aol o AU AN AL R
AZ(v)3kel FA17) Hhgh,

1. 7ste] e
R @ A4

2. Aske] Hol=?
D 20~29A4] @ 30~394] @ 40~494]

@ 50~594 ® 604 ]

)

4. Aste) 4 B L5FFEL?

D 10079 o]} @ 101~2007 Aol @) 201~300%He Afe]
@ 301~400%+ Alo] ® 401~500%+ Aol ® 5009+ o)A
5. Aste] sy ?
O 5sal £ ols}t @ dEdgst =4
@ Wstal = 2 At o]t @ g o]
1 AE S3FAA D3] gAY .

— 105 —



ABSTRACT

A Study on the Relationship of Wine Consumers'
QR code utilization and Wine Purchasing Intention

— Focused on the Technology Acceptance Model

Kim, Ok Hyeon

Major in Food Service Management

Dept. of Hotel, Tourism and Restaurant Management
Graduate School of Business Administration

Hansung University

The wine market magnificently changes within last a few years.
Traditional wine consuming countries decrease their wine consumption
and new consumers, such as Asian countries, USA, and Australia,
considerably increase wine consumption. The changes in wine market
show the needs to change wine marketing, which 1is based on
traditional wine consumers. Consumption through new information
instruments reveals rapid increasing trend, owing to the rapid
development in information instruments, and it indicates urgent needs
to develop a new marketing tool.

The study aimed to provide marketing implication to the wine
market by developing a model, which is capable to explain and predict
the consumers’ acceptance to QR code wind labels. The model was

based on the Davis’ technology acceptance model, which is known as
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a theory to explain the acceptance of information technology the best.

Empirical study was conducted by collecting information of 227
people, who were between 20~69 and smartphone users and had
purchased and drank wine with employing a survey method. The data
was analyzed with SPSS 18.0 and AMOS 18.0.

The results of this study can be summarized as followings;

First, all four wine consumer groups showed that perceived
usefulness significantly influenced the user satisfaction and the
influence was significantly different among them. The perceived
usefulness significantly influenced purchase intention through user
satisfaction in the new wine drinkers, who did not have enough
experience and knowledge on wine. However, user satisfaction did not
significantly influence the purchase intention in connoisseurs,
aspirational drinkers and beverage wine consumers.

Second, TAM explaining the information technology acceptance was
proved a suitable model to explain the QR code wine label
acceptance. Moreover perceived usefulness of QR code should be
emphasized, rather than perceived easy of use, to improve the
awareness of QR code wine label and connect it to the purchasing
intention. More in—depth study should be followed to develop a
system suitable to diverse wine consumer group characteristics to
commercialize QR code wine Ilabel, especially considering that the
perceived usefulness was proven to the new wine drinkers and the
other three groups showed significant satisfaction result on the
usefulness of QR code.

The results confirmed that QR code wine label could be a new
marketing tool in the wine market. Perceived usefulness meant a lot
to the new wine drinkers, who did not have enough experience or

knowledge on wine. Purchase intention would be maximized through
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the development of QR code wine label, which would satisfy their

usefulness desire.

Key words : QR code, wine label, TAM, wine consumers, user

satisfaction, and purchase intention
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