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Abstract

The purpose of this paper is to develop and test a conceptual model of purchase intentions, positive emotion, and
e-servicescape that is defined as the online environment factors that exist during service delivery. Survey research
method was used to gather data regarding consumers' perceptions of e-servicescape. Surveys were administered to
681 college students who experienced purchasing fashion products on the Internet. The results showed that e-servicescapes
perceived by fashion consumers were composed of three dimensions: (1) Aesthetic appeal, (2) Ambient conditions,
and (3) Layout & functionality. These dimensions of e-servicescape influenced consumers to lead positive emotions
and purchase intentions. Additionally, positive emotions constituted a key variable for the purchase intention of fashion
products during online exchange. The study revealed that consumers' interpretations of online environments exerted
a powerful influence over positive emotion and purchase intentions. Also, it strongly endorsed the view that the purchase
intentions of customers were linked to the extent to which they feel positive emotions by the e-service provider. This
study provides insights into how consumers' interpretations of e-servicescape affect their subsequent positive emotions
and ultimately their intentions to purchase. The findings of this study also have numerous implications for both services
managers and internet developers related to fashion products.
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Mark, 2010; Suh & Kim, 2003).
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(Table 1) Results of confirmatory factor analysis

Variables & items Estimate t-value SMC CR*
E-Servicescape
. a2: The design of shopping mall is beautiful. .89 23.88 .79
Aesthetic . . . .94
appeal a3: The design of shopping mall is excellent. .82 2291 .68
PP al: The design of shopping mall is sophisticate. .80 - .64
b2: The sound effect of shopping mall is excellent. .98 28.08 97
A mbient . . .
.. bl: The background music of shopping mall is excellent. .89 - .80 .87
condition
b3: The visual effect of shopping mall is excellent. 57 16.56 32
c4: The browse of this mall is easy. 90 20.38 .80
Layout / . .
. c3: The search of this mall is easy. .81 19.98 .66 91
functionality .
c2: The speed of mall is very fast. 73 54
d3: exciting .95 48.45 91
Positi
er(:ls(;ﬁzfl d1: energetic 92 86 | 94
d4: funny .87 37.90 .76
Purchase e2: I will visit this shopping mall at internet .84 - .70 9
intention e3: I will make the re-purchase of goods in this shopping mall. .79 22.68 .62 '
x'=808.73, df=84, p= .000, RMR= .08, GFI= 91, AGFI= 83, CFI= .93
All coeffients of units are significant on level 1%.
* Construct Reliability=(>factor loading)z/[(Zfactor loading)2 + (22 measured variable error)]
(Table 2) Correlation matrix between variables
. Aesthetic Ambient Layout & Positive Purchase
variables o . : .
appeal condition functionality emotion intention
Aesthetic 84"
appeal
Ambien 32" 1
condition
Layout & o o a
functionality 39 28 7
Positive 42" 29" 33" 83"
emotion
Purchase - . . . .
. . .30 .04 33 42 .80
intention
Mean 3.40 2.81 3.29 3.32 3.52
SD .59 .85 .67 .69 .64

<05 p=<0I,  p=00I

* Diagonal line means, AVE values.

WG ARG Fe Ao it M55 28 AREE ok Sl AN A TR 2l
o} =

A
Epyton,

B a7 7HEE ATl g4 AR Y
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(Figure 2) Structural model
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