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11. dlojd Ao 524

2000 o] ZXE] HCI HokoA u|8} (Aesthetics)?} o=
& (Beauty)ol thgh dAt7h &s] o]Fol At [1-4],
[6-7]. XZrE Aluldolzt o' AFo|v AAE Fo] A
RO ColEYTy Ee oEty 1 (ZEHE Ak
£ Ot (5] wAY £k A= AEY 93 dARlol
2HAEY] UEEE dfR ) PFo] P wHTL
skglom (8], AbE] AlEjgl Rof o= AFgEol  “What
is beautiful is good o|gt= TAW/ES 7HA|al Qong,
Ao Aulel diiel dajy FHHeE Hrletd
= Aol ok ATt [9]. HCI £ofollA= Aln]A
AA @ B oopdet, A4H AmAdd o2 AR A
Qa0 AuA o ofst A7 LSt Tractinskys
A2 Aok 2zkE AR wo4dnte] AdAE Sl
Azt Alwjidol Azt AR HYAo] FAHYA FFS
o)At 351k, E3F Hassenzahl> Au]Ada A82
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(Hedonic Quality)?] JHaAE Eaisitt 8], ol
o HCI £ofo A AlujAdel tfgh A7t edks] M=
QAT AW o2 AR FY 2459 AU
AIIAE Aste AF= AAs] FEsirty, T3 UA
AFst Ay IE AFES REE AY A A
gelo], AA A S WGsHA X dARE Tt
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1.2. £ UX 24 Hrtof| chst AL Z8l 712tel =
H s

AHEAEO] AlFolv ARIAE BV o, A Zbsfof & Af
2 A 2452 AFY EASHIO tofFatrt, 1
U oRRe) ARFES ALY §) (Capacity Limit)2 ¢!
3, old S Brkeke gAHEEE WE b 54 FE
As3sHA dck [10], A EH H=ES T FAlol A
2o AoFS HoHoZ ASZS o T 244 3
7 YRE Abdo], AEES ARGStHA = 24| EH
A B9 HIME YE]7|= et Crosby et al. [11] &
AEY AE wdels HE= AR ZAG|oF gt
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o suAe] WED ARol YRS Wt FEA,
oY% ASAL AT ATl STl T AT
AEol vzt B7tE gt 4= des AT 2y 7]
£0) HOL Hofe] AFEE AR A8 248 o A
ARt stetstAL, @712t (Short—term)ol] WAYE AHE- 7
Hol Q& (Pro-adoption) AT} A§ Aol 9=
(Post—adoption) A& Aot A5 28 [13]3tAAch 18
I g EHEL IS ASlo| Al Technology Acceptance Model
(TAM) SHCE B2 AH 43 71709 24 slollA AL
A 179 24 aaE AFsHgnt [13-15], old #AY
AFES A A ATl ASHel B Hg] gt
Agol digt AHAY Hr7h A debd = Qs oA E

73] e,
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L oAAAE ol MRS AT, o A%
A AR 6 o ol RS Ao 4
AsslA, & Ao BRG GAe] Sfa A
o ten o A, 32 A84 AW 208 Af
Pragmatic) A¥¥} $3]A (Hedonic) A¥o=z EES}
ot I FoA A8H ALY AR A fasEE AL
H S84 (Usefulness)¥} A|ZtE A HOA (Ease of
Use)s AR, 4318 A9 AHEA HY 845
= A Z+E AFSA 31987 (Social Enhancement)¥} A|ZbE]
FA/d(Innovativeness)& AL 4, AHE 712t
wet A7 Aol 487 A€ A4A AW 245
B 34 Ae A8A AT 2450 A GRo)
Aolg WIA, A A} 1%L 6AY ool AEL
Folat o9l ALg ATo| gl (Pre-usage) L5 (10),
AES AR 270olA 18 olstE A AHo] H
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2. Theoretical Framework

2.1. MEXt AY QA E3F (Dimensions of User

Experience Attributes)

Garvin [16]2> ZAH¢ AZ2 d& A% (Performance),
_]

7154 (Features), 9MAA  (Reliability), H¥ZA4
(Conformance), YA (Durability), Abs ke A

(Serviceability), AlU]A (Aesthetics) &2 87}x9] g
H Yoz AAJS4L), Parasuraman et al, [17]2 AJH]
20 AL otAA (Reliability), A4 (Assurance), 9
W (Tangibles), 3474  (Empathy), %h34
(Responsiveness) 57}A|9] Agog HEF Tt AF=
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Bl ao] g thefet AFYoR BERe= AFE AYstn
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TFESkt [2—-4, 18], Hassenzahl et al, [4]&
Hassenzahl et al, & A84 ZZ (Pragmatic Quality
+ Ergonomic Quality) 2H¢9] oot EAE th-53} Zo]
A|AI8FSIE}, Ergonomic Quality (EQ) AR 217He] <
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e AEY 484, &4, AT TEo] &2 Aol
m, ol= H4 Y 7)oy tAel olgpge] HEE o
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4 A 4YH 9F BA} Qou, gt s
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£ 719 (2018}, Aol metA= AEY A44
o AHgA AB G478 2asA neE7|E Fh
A Zue 484 AW 4k 2 Ed Any
(Aesthetics)T} 1] (Beauty)o]] thgt A7} 20004 o]
A&A o2 o] FolAgt} [1-4], [5-7]. AZd Anldolzt
oE AlFolut AIAE Sol AFoR  “olgHTy E&
‘dmct” 1 AZ4EE JEg et} (5], uAE Eofol
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ok o A= AFFES] “What is beautiful is good” ¢}t
L 3YBYe T genz smHez dujgel g
o el FAHLE WAL A0l 48 St
(91, L ¢ Alben [21]& o}E5t}E (Beauty E&
Aesthetics) S o= AL v ot =4, Postrel
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A& 7M7) 2ol Fa7d0] Faistal itk AFsle
™, Maslow [22]= ol5The2 YA AFEEY &1E5
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Aoz WY 9tk Tractinsky [T ATMO| QlEH0]
A9 ool (Interface Layout)o]ty, MP3 Zg 0|9
(Microsoft’s Media Player)9] A71& tjAto g AlFS 4
Alstol [23], AZHE AlnAdat AZHE AREAo] =& A
TAE 7ML &S WHY. Lavie & Tractinsky 9]
TFolA= fAolEe] fiEt A HE B HEH
(Classical) MulAd3} #&4 (Expressive) 40|49 T+ 7}
A AYog AuAe BRI} [5]. Tractinsky et al,
(6] & HAbolE Y ArAe] fAEE AerslaL,
Hassenzahl [3, 18] 4wy 484 FH=53 {34
FAEY ABHAE AE A (Pre-usage)d AHE
(Post—usage) ] AF3Me Hlw AE35FITt Hassenzahl 9
dt Adte] wEW, "9 HQY A= AN A
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o|g% HOI FofollA Alnld #e A7t A&4 oz 7
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op7| e Eopojl A Bloch & AE9 &F (form)o] AR,
2HAe A2k W3S RELD, olAol AF 3% %
A &, FuiE vepdvha F4skglct [24], Bloch 9 At
£ uvlgo2 Heijden & AZ= ujElA  (Perceived
Attractiveness)o] TAMY AZtE  §8A  (Perceived
Usefulness), A|Z}El AF&A (Perceived Ease of Use)d} #]
Zte £A% (Perceived Enjoyment)ol mX|= G AA
YA ES diFo R Atstint [25]. Z2]al Cyr et al,
L Heijden 9] AFE Mobile contexto A ZIdYs}ch
[26]. AZ ol AF3F] Bloch [24]9] A ATk} IS A}
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al, [26]9 A4 A= AAAEZES FostAY AHEse
Aolle AEd & Y Aot} &, 2 7S ¥4 dF
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Segelod &= 4LEYo]S] Aol A B, A, A
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ARGALY] Al B 27t et 4 Q1SS Melone [38] &
AHEAZE Zeoll W 2719 Hiert Azl whet wskA
E]~Eﬂ ofof el A7t mlgsichy ARE AF 7]7be] w
@ At Fo4E AdFstlth. Karahanna t 9 W&zt
22 o2 AZdol A2 A (Pre—adoption)T AL
(Post—adoption) AolA, ITE 835t1L AMgsts %
oA 4% gaclo] BORINE AHS: AE At A A
L2 vja ZAFSEYIT) [13]. Karahanna 9]°ﬂ Venkatesh 9]
ofg] Atz oA AHE Ad 713l w8459 F7Ht
HE 4 9l oAFslar itk [15, 39]. Venkatesho] X+
Oq‘_rLOHHL AFE HOJA (Perceived ease of use)©] &84
(Perceived usefulness)ol] "] X|+= A3k o] M3} AL H
oJAJo] AFE- 9% (Behavioral Intention)o] B|Z]&= ke
o] H3E AHE AF 7179 24 a9E FA0E HSE)
et [14], A A o<k HvAds A =3 A+
2+ Tractinsky [7]+= ARHE H(Pre—usage)d} AN =
(Post—usage) Aol AZte Andat A2t A9
AUAAE  AHHEQI Hassenzahl [3]2  Alm|Adat
Pragmatic Quality A¥3} Hedonic Quality €9 Art
HAE Bl Agstgict

UA AGT ol AtolA HRTAIE, AN AE 7|7
old A Hrksh=t SlojAl Fagk adlo® Agaitt
A& 5o QAIEE B7E o, A YAIEE HHES
= Alole FAIESY Hapele] AnjH o ofFthelA
Soltt= H7HE URITHE, 1 QAlEE A RSt
A Tole oM PAlo|EY Hujio] f-8oirhs %
7t Weled 9% v 5 dSA YEoltth o™ ARE-
ARl et B 7170 Mo e E F2a 4 9l
o oz oED e 7129 4TS YRl 6
N o] Yo #e A& A3F (Short—term Post—usage)
& uog Ad o AT AHA o|Folzl FATY
W71 HEell, oA J‘WJ TE }QXH t/gel et 3
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719k Zol A7 AHgSHA EH= g AAAEY A
A AW 84 gk &857] ot &S 7|E dA4s
& e AR A0 e B aasel ASA wEY
(User—satisfaction), A& 9% (Behavior Intention) %
& 1auel Raol 93 AL JFE Wsjo] o]
I, B3l A8 4R A2l wret Aniel BE 22 A
£ A3 a5 AL GURS sort AT g,
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A ARAeR nAa e 484 A 940 Ad 7]
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2.3.1, X|2tE MojMo| PQ XM D|Xl= FEEiol Hat
AteEol Bols 7K Al W7 Y Alnlgol Bl
AEY H7b) WA= YT AW A A
woko] ¢E= Dion [9] —4 ATE Hrdor 5 4 9l
o}, E3F Eagly et al. [8] & meta—analysisE E3 Al
o] u|(Beauty) 1 AFE] A1EA L8 (Competence), &<
(Adjustment), HEY (Potency A& =2 (Intellectual
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