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Abstract

The objective of this study was to verify the usage intention of unmanned
fashion stores through the technology acceptance model and to verify the
extended technology acceptance model including the shopping value as
consumers  characteristic. An online survey, consisting of 626 consumers as
participants, was conducted from March 13 to 19. Results of the study were
as follows: This study used exploratory and confirmatory factor analysis.
Furthermore, a covariance structure analysis using the maximum likelihood was
conducted for hypothesis testing. According to the results, perceived ease of
use affects perceived usefulness, which thereby affects the usage intention of
unmanned fashion stores through attitude. Moreover, the analysis of the
extended technology acceptance model including the shopping value as the
intrinsic motivation of the consumers showed that the hedonic shopping value
had a significant effect on the perceived ease of use and perceived usefulness,
and perceived usefulness influenced the usage intention of unmanned fashion
stores through attitude.
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AFA s, AERJEY, AA UEYT 5 Al7l&e] 43t
AstelHA  ReldEol ghito] FEry QItK(Cheon,
2018). FRlH®E 2Agte] Tk HWad sl T
NFA7} 20tE 33 5 Ardst @xfo] opd AHIA AF
o= SHIET 98-S HAZETKY. D. Kim, 2018). 3] 0
=, 4B, F2 AR oyt oy A F1IS
7b FE5E e ARAIE Bol1 glon, AYdiE el
3 BIAA AaEE FHoR Mz FRlsht s
UcHMoon, 2018). FIHEE AH|A AgalA 4
21 ﬂﬂﬁl 4 Hlg A7, AT Al 35 59 ol
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ﬁa

E2E= 201849 1€ 19 7] AlHeY
< OR opkE9] ‘oplE M(Amazon Go)'eb deE]HiHEY|
3 5& £ 4 3UtHCheon, 2018). oht
& 5-’94 73 AZ AL el st JES AEskH
oI5 AIAZF st} Fujpe] ARfEE O HAAE A
Foen 2l AA7L olRolxe HAlolth & 2]l
£3golA] vimt @matel Rz Hpfo] 2 ol
7¥4cial & 4 QtiMcFarland, 2018). ®HlaEhA= Aol
2] AAH(facial recognition system)& Fofl TS 914
Sty AREE gANR AAlstAY AZoke FRE oA
AR 12 AAlshe WAE ARESEL AATH("BingoBoxs
unattended retail revolution.”, 2018).

Selfete] ROIMEL vnd EEIE AR AT
Hod 52 FHe=E AHAoR =T o, AlEY
EijRst /\]_’11,]721 oJutE24 /d]ﬁ CU Hioldlm Zo] 7 fj&
291 Allo]tkSeo, 2018). AEAHE AZ1uiAo] B9 &
v AEiAE 6 FuiAE @klske F=w|o](hand
pay) AR Hg3t1 AntE CCTV, 360% s 7l
Addl & 253 9 Folth & 7 FH = 9
ojntEZ} AZog fitwo] WAS Hgsta] 2 Folth
(Park, 2018; Yoon, 2018).

RIAEE o7 445} B ohlAle R
Jedo] uigo] S ¢ EEsh AEo] ofd BEY
AMIAE AN gl A AT Qe Axa
S5 222 ORE Wufske F=9 Ax= H(Sports
Biu)e AREARS] Aufjol=ls EAlSte] 1 ARIAE AlF
St dERIAE ol vy 9 AAE AA gle

SHA stal Stk E EReIE|(Tao Cafe)= Al 71&S &8
Sto] ok Welld gyt th glo] AHRtellA st
AES Alst AA 71578 AlgRithFadi, 2018).
A5HoR i) RopllA el I e F
Qg W4E dAyEo] givh A Ee] e Azt
A7k Aul A FAd 9 vlAH(Cho, 2012), S,
Al ol 2 2&2Q1 FARAl Felgt Ak nlAlE
S(Chun & Hwang, 2001; Shin & Lim, 2003) HZE AJH|

29 Fa gflor EAS gt 2 2 Skl A
7 JZHEL 013’5& wrfjde] o] AL ol Tl

2 Wgkslal QltkSeo, 2018). o]et 7ol
A1AQ1 7]&0] &“k FF Aot SHet sdR o=

oA AH|AIS] BRIojHARL o]
gojzet oo ke mxE W4l tigh ATte] Baiol

TRz} 2 HreE F8oted Qlo] dFE T
e Q9B e @2 ATt olFolA gkow, 53
Davis(1989)¢]  7]&823(Technology
Model)£ Htﬂaﬂo] H_?_ ‘2‘—;: Eoi oz mo /qz oq:'Lg

ol 1 9482 A ek (You & Park, 2010). 1#
U 7e5-8nds %%?l’ ATso] A 8l A8
g9 B4 aEsk 32 Al IEEL Qlvke HlE FA
A7) c}\lﬂ'(Goodhue 2007; You & Park, 2010).

53] Aol A82Q4] 52 HHARJMA, AF 13
12] AElA [fRAA | wet AR FlEef BE o
2 Ued 4 o] A-EL gl drbdoz A8l
AFolt AH|IAY] B 71481 f-840] Y5
9, A AFold AHIAY] Heolle oo Higt HEel
Zaste, F714Q1 W] &8-2 53 BP9 o] "
SHtHYou & Park, 2010). wheba] Al A9 sl A
HIAE AlFohs FAMARES AS 71e48239 45
T F7HAQ1 ¥4 289 Fao] A7|d.

7148 2 bRt oz =] gtk
71E5- 8RS P Ee A By EAL V1eF
Al SHECE HIA] Adolt AH|Ate] Yz 9l 8454
= FhlY 7egRrde AYEs Eolia sirt
(Choo, Sohn, & Jeon, 2011). o]e} 22 7HQlA E4Q<l
= V&S8R SR dfdME A|aE(Lewis,
Agarwal, & Sambamurthy, 2003), 414d(Agarwal &
Karahanna, 20005 Seo, 2018), Z]4](Darsono, 2005) 5]
SY¥sE Seroigtt. B A FRIfAEREe o] g9
£2 mellnd dme svel ATASAE] de
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L
Q1A A (unmanned stores)= ‘Algho] Q= AX'E om|st
o714 Aol HE ol 125} APHR W
QARG oflels Ao AitHon AulAS A
Jo BlRe ololaithSeo, 2018). 129 BoEE B

s f6§4 ATMOI} A7) 5o o AulAg
Agsh= = gtez 4359l otk (Bateson, 1985;
Langeard, Bateson, Lovelock, & Eiglier, 1981) Zoll=
oleet slge] Weh 4B ol 1] A4 AT 4
Q= Mu|~9] 71&H Q7 iE] ithMeuter, Ostrom,
Roundtree, & Bitner, 2000).

EA] s, A}EOIEM A YELT S Al7|&e] AHes)
7} OEV\‘QHU%H QIFAI(Y. D. Kim, 2018), F<l4%
(Fadi, 2018), <1 Z(An, 2018) 52| §oi7}t &3] AM4E]
2 glou), ol it $L8 Bk EAH SHrHSeo,
2018). E3t FRIFR= V|&d XYS HELoR ofng B
JHE T AL R FIHES 2Fc] 9% Al
2’l(Ahn, Sa, Back, & Lee, 20113 59| 7id(Ahn,
Sa, Back, & Choi, 2006)°l Z7go] "ol XgP=lo] S
of. mEbA 2 delae B N FolA FRIMEE x
o 4 Q= 7le7HE Amqu)AHan & Park, 2009;
Jeon, Kim, & Kim, 2018)°]] dis]] AHET o}E Fof F

o rlr ._\1 -m
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F

e AETt WS AT & IS skt
714718k Az xH] Atechnology—based self-service)= Al
HA FE2 9ol A9 428 st didle] a7o]
AEIAS A AL 0]8%H 4 QEE sl RE J]|&H
s a2 ongitk(Meuter et al,, 2000). o3t 7]&7]
Hh AL AE A0 A2 ABRY] a4 A4 B
< AgH o= HEA7|T 9lom(Min & Park, 2010) 71
oAlE Rt B84 aEBarrett, 1997), A-HAA
= w23 #®gt =3P (Dabholkar, 1994)2 Azt 9L
ol2igt 775t AIAH| A= wWigt o] EjXATH, TE
9] 71eAa AR, AFH TP Auisgi} Fo] @
Zepl MHlA FHo= §F A% onsite) AT M3} <
Y w7 9 QIEY 49y 22 2] AHIAE FHC
2 3t YA(off-site) o2 FEHATHChandler, 1995;
Dabholkar, 2000). & 7] A7(Jeon et al., 2018)oA]
= AU NA AL A AR To] ofFof whet
=5 71e7)8 AnAu|aet 29t Zlerh AmAuAg
ABlA a2 BFS} 4o wet 228} 7]a7d A
AU 29} gFE5} 7]w7|Hh AuAu|lag RS SFL
t}HSeo, 2018).
opgel Jla7IuE AmAu|se) BRE Ty
A skl e FIHEE 29F FIA TLHHli
AFSe Ane gulsinz Aon-siod] AFACkT
Foa Qloh ERE AHIAHACA shldat 2HA e
ANE F8 8707 stHR & 7]&7]HE ArAfn| At
4 9ok shslem Aulse] mash 4o mebs
8 719 Jelel et mEsle} ghEst 7]e7Hh Ax
AEA7E BE Jhssity, @A) tiFRe] FIdEs 255t
H AEE Algcke gl AdAcR RFET glo
AlE TR ZHMSEEo] AR BAF 52 AHRRY] Fajo]
Holu} maupel FAS Fofl WESE AHIAE Algct
QoH(E. Y. Kim, 2018; Fadi, 2018), 7|&3& Higo.
HE3 AHIAE AlEsle AR SskL Q7] mhzol
(Fadi, 2018; Seo, 2018). whatA] 2 A elA= F13
AA 24 g el majdate] F=o] glal, BES
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5o ukxolE Mu|AS Algshe Axely fdsisioi
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ATE F o T 1A 2he] Q1A Fel| 23l
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oM |ujee] ATo] Fx MY, AuA FH A7
T, AT o 9 A& WARA Fol ¥
F8 W dEo] ¢kCho, 2012; Chun & Hwang,
2001; Seo & Lee, 2008; Shin & Lim, 2003).

Tt FHE g4 7l deg Y HES V1AS
o] HFor tAcle WREEe] A&HoR FASHHA
(Bitner, Stephen, & Matthew, 2000), ¥¥ AHAELS 7]
<79 AnAu| A7 ARgSE] i, wjdate] dote-g
el FoY] wiRol Med e HE AH|A oo
2 Aeshal rks 237t vebdthDabholkar, 2000). &
Jeon et al.(2018)2 7]&7|HF AT Au|AE HEsloiE 2]
SAR1 TAEE AL & WS DRASHH e, Han &
Park(2009)-2 <44 71482 3S &8t =A% 2
TEeFHETt 2 AR YY) R8-S St
A s, 2745 7844, AdE AMEel, EAS
ol Z71e7|9t AmAuA ol §on s =ty FselTh

ol WHo|A HAFZHoZ mujYo] Jglo] g H4
2 Z8Ed YFRSeINE TRz tiet Aol "ad
ol A71E & Utk & A= T HEY 1FE F

S FRIAHEE fadEe drllshe 2213 W el
A

& &

2, Jlg+82Y

SlolH| 2 AlFolut Her|eE 48k Hl Slo] %S v
A= 89050l deiAe 1 8¢ B2 A7t A=
tHYou & Park, 2010). Mz FH7|%&0] -8l oigh A
2 A4, HE 3F 9k, FF 52 tEe ARA

S ol2E HHE skl Qlok tiEAQl olReRe=
Fishbein and Ajzen(1975)¢] &4 PF0|Z(Theory of
Reasoned Action), Ajzen(1985)2] Al&l® F5o0]Z(Theory
Davis(1989)9] 7]&4-81dy
(Technology Acceptance Model) 5o 21om, $19]
2 584 FR7e-80 AMSBES Aot

WAL dieo] mle w2 HEPog Wy glv, &

T o]2d ZAE ATt UrHYou & Park, 2010).

of Planned Behavior),

™ R o
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ok
re

AArgstalz} Fishbein and Ajzen(1975)9] @24 Psol=2S
AAA AEe BE2 4840 Hdvls 8ol glo] A
o] mie =2 Byos W2 A% ATE o 4
= AT Stk Vlea-gnye JiQY] Tles8el I

S njxjE golor |ZtH ARg-8olX(perceived ease of
use)? A|ZHE -84 (perceived usefulness)®] F 7FA] A
HE AT A2 ARS-golde FAl7]EE ARSS
= A ko] A7 B AL 9nlshH, AZtE &
|42 FWes Ao RN Ay aEol FE A
olgfal QA= AEE Yudith 7e4-§HPE o] & &
Qlo] Zlegol izt 719 ko] FFE AL oA
Brt Zle-8oke] ¥ WAH 1 it HFHOo
B 7&-83890E5 2Aste Aor Aisigirt

71&4-8 132 Davis(1989)7F 270ek o] @ =4 ¢
T=o] AP It} T olf= 2ol 2 z|
7|5te] st o] WPyt o] pUste] AHI|E
78 A gFds oEed Hol] dizeld. oA
71&5-8RY 9 el ATt ottt WSEs EIAR
2 Bgo] A= qlov, o] HgAolA 7MY A
o} o2 ZA7F HEst Agtidel EA4S est
2 I3 A NesERgs A8 ARl BaET gl
(You & Park, 2010).

7le4-8ny ATl i FE &S 9 You
and Park(2010)9] 9= 7|e8RFe] 83 Foll=
AZA a9l 1Rk o] Pashtal Y6kl 9l
. You and Park(2010)0f w2 =2 agloze= M|zt
A gt 2 gl iRt o] "astm, 8 A
A 8 S Aol FEEoof Jith HIRPA gk
Z2 | gFegolA M2 dil7]eel digh id 8
g9 T2 9uistH, HAEH g2 agolv AW F9
gl e] +8AAE outith & 4§ A Adfolehd H
L&} ol 8o APATE AP 8 F2hE A&
ARSIl Ao A2 YIS SHAY ol 85
72 BAA P97 vehd 4= Stk
T3 Agrido] A8A%17] 22 FHFAIA wet 1
1 Agide] AFRBJNA F-2 AHIAFZEAA ] w2t
&8 P52 t=A UeE = E A TSk
gutr oz HBAQl AFolt AH|A AL T&
F8EFO f-840] YFHAA, A AFolt AuAa
7% o AgH AP B gk M2 EAET 3
Stole|3 AlFot AHIAEE o dFelx Al &
Azrel of"star 917 wf

=5-852%9 A3l Bast

P

=
°

=

¥

)

N

&

>

qr 2o Lo

< M2
2
o -
&
ol
-0l
i)
-
oL D‘r‘
flo oX
i)
;2
o
o |T
o
N, O
)

tHYou & Park, 2010).
wetA] 2 dFoAE You and Park(2010)oll4 AASH
I Q= AR 9l Heoide] EAE whdste] Flnf



144 TjMHH[ZLA A233 25

AT o] gojiro] |et VeS8 RFS HIOH
ZAAA A FRIspAdE 2 AH|Re] 2P
2 ZAglelglon, FRIAHRr} g3t o
Bg2 8 Agor xA3lste] £
o] gl AHAE B4 didol ZF6i &
HIAE Algshe BAS 7H1 Felsiiddxs
olo] Zla-grgo] A AH|AY Aok {-84E
=7 AAdE HEohA shlrh

WA AWE Hpet Zo] JepgRyde o] $doto]
ARIE 8 Y oS et Aol ol
off H29] o= 7R BEE sl A4 *}%—%
ol gt 27 §8A4 FFE = ¢ Se
zZt A7 FE olFA AtkNa, 2011). o “ﬂ#ﬁ
genE golog= AAH] ZX-(McFarland & Hamilton,
2005014 HALin & Lu, 200003 22 Al~E]l 99l
AFelA kEl(Chau & Hu, 2002014 ERl o8k
(McFarland & Hamilton, 2006)2} 2+ AS|A @<lo] gl
on, 7k Wol E8EE 92 7 gjle= 2] &
St Lewis et al, 2003), 414 (Agarwal & Karahanna,
2000), A4(Darsono, 2005), & (Venkatesh, 2000) 5]
Ut

71E5-4R S Aokt Davis(1989)= 71&44RES B
gt o Q= HeR WAE 5715 AXSHL Sl 3
k= 717 A% 1 Al Sl ASE Yrlsk= WA
&71=(Venkatesh, 2000) & 7|48 2go] HERo] &
P9 A ZAE Heolal AEEs =ol+ o E8E1
Qlet. Venkatesh, Speier, and Morris(2002)&= 57] o2}
71Ee5-8Rol ZPstal gl £ JidTe] BAE A
HAog st gl=tl, WAA F717F M2 71eo] 7t
Atk & 7154 gl el Zo] BAsHA TN 2
A F7® F7H7IA ek =gsisint
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AFE Wz F7kste] AA7RE
T 8= B E Chae(2016)= 27
2 APHsE &8sl e-8Rge st L4t

oIAY e8RS et FR Fa71Eo] W
| Ao AEzel] et aElrb 8] 99y 2AS
sholohet] -85 mYolct. b 2 AelME d47]
28 dtojsle] A2 A oz Sxbsly 9= Holg)
AR el Z1&4-guds A8l Agstuded, 7

AR 22 ARg-Eold¥t 84l dFe mE
- %= WAA 718 —)Fi Z Ve 8 Rde B
S

Hog sklsluz} s,

7A9] ofule QA ek Azt WEEAGA] 71
2 PR 2 5 ook wA Al SR 2puge
a3 Ao A5e gt 2L WY o Agots BlE
olg} & 4= Qir} HHH AH|A} PEEAA ] FRx]= el
So] OB FEWhe WL BEolvl, oW HEE A
Ao sh=rte dejFe 71=0)7]x= oFh(Lim, Kim, Hong,
& Lee, 2000). oJ2ft 7HE 2HAEE F 75 SHIA
L7 R Aol olFofx QIth(Park & Jung, 2010).
Schechter(1984)ef] Slobd &P7kx)= AnRte] HAH, 3

o, 20, ATAQ SUAFES Bl ARA B
o] AgH 7pe] it B2 olshHrk. olefet 287

o= ©es] AFESolU 7154 Hel S A d8A
ZEAEERE ofg}t agARlolA fiEE #HHA JER7E 2
SrEIth(Fischer & Arnold, 1990; Sherry, 1990).

oJFH A&W7HA] WA A= AHIAEY HEE SRS
T e Y AEY AeA AR} = 4t
Ag F2oke Aol d¥FHolLHKim & Kim, 2018), 4%
7EA]el Tt A7t hFetE Al &3 9] FA A E A
AR 2 AFRlA apdog AlERRe At APEI|E
51912 (Sheth, Newman, & Gross, 1991), Q14 43 &
o] 54l wet JEA 71x|, o=A 7hx] 55 FUIE A
AIgE @At (Eighmey, 1997)% S35kl Qlrh 2 = 4
|01l 715AQl 7i& e AR olgoke] At A
02 WAH=(You & Park, 2010) 7|&58nge A8
of FHA AMHIAE AlFols FRAAHE olgoxE #
Arog gRolstuizt XAt o)HE & AT FA=
2HREe] YWAA F7191 4
A a7ix| el A WSS

- =~
L oS A8H SWAIe ek &R 7
A
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SAolal, IAAFH I, gelA oirEE HBatra & of &= mAle 2] WAlA 57191 a7 9T

Ahtola, 1991; Engel, Blackwell, & Miniard, 1995). oz}
A AHIZES ARl FulAREEE ol AR
AHIZREETE didor o BE JHEPAS ShH(Bloch
& Richins, 1983), AZA =S AFyzoz FAS
o HEz4 439 7HHE AAMSHA "HokAhn & Lee,

2011).
e e SIS SRl SRS 283 &
WA F7eHe AuaSe] u]s) B F9He|n A

Q17jel AL Yalel, olol wat 47k o Aalst
Aokt B =2 7HXE Fofgth(Holbrook &
Hirschman, 1982). &3 #78& St 344 A4S 7
dlake Holck

olfet £W7M= AHIATE HAE AFTH S Faw
A7 Aol ohet RSl ol xiidlnt RS 4
gl onlE AUD e AL glone Hmads)
olgoro] JFL mAE g9lo7 ATLHT YrhPark &
Jung, 2010). o7} ZopelMk &7pxle] mE HEAE
P A7E ksl Ad=]e] 9t Seo and Lee(2008)-2
arlAEo] Aok aVA] et wekd, BRI, 2
l Y HuAdo] g 4 S FcIglen,
Hwang, Kim, and Hwang(2005)2] QX% &£37Hx)=
anlzie] d HE RRER) WA acdow ehid,
E Ahn and Lee(2011)¢] AollA= 82 £97k]9 3
=4 &7 Ao gt 2o gzl o] et
A gl S mAE ale= SRIF Ik
Qufddaze] et ol§ors =elstizt
ggoto] YHE Bye] iRt AEE
= 7T itk webA HE s
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Askn s B4

Perceived
Ease of Use

Perceived
Usefulness

2=

Hee F7RE RS St ZRlstaat finh 40H]

o] gAY A8H 79t HHA TS BT WA
B2 (Fischer & Arnold, 1990; Sherry & Barton, 1990),
72 dFeM= A8A THet HFA TRE Sl B
Bge FAskL ool digh 242 4gsiirt

N
ﬂﬁ

1. g42d % 714

—_

) FAMHHE ol golzo] Tt 7 .
B a7E 7)e58nge] Aol 7&% 4849 AE

AlFols Flufazd o ﬂio* dqro]lma Davis(1989)7}
ARret 712AQ] J|e48n el digh A ASE 4
Hog At olof tigh AR 2 Figure 13+ 2o
o, 7Mde offiet At

2) FRIAHE ofgelol et &gH 7er-8RY AF
718530 Hgo aue] WAH S7E Tler§

Use Intention

Figure 1. Research Model: Basic Technology Acceptance Model
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Utilitarian
Shopping
Value

Perceived
Ease of Use

Usage Intention

Hedonic
Shopping
Value

Perceived
Usefulness

Figure 2. Research Model: Extended Technology Acceptance Model

HEe B 4 Sl W E8E 4 3leBE(Davis, FHSI ©o] F FRIHE o]g Aol Sl 2% 7l
1989; Venkatesh et al., 2002), & <oA= AH|RRO] & HEo| gt o]sfiE SAt Bl ‘BEF olstz -$HETt 16
TR FFE E e 9= Rl 4VE Ho] S ARt 62618 FHE Ao 8ok £
o Wz gHEet ATRPS FAH o LSkt of ol =ZE SEAEY A B4 94
of thgt ATHFL Figure 291 Zom, 7ML ool & 49.4%, 3 50.6%E FARF Eolfler, AR wE
=7 ERoAE ZF A H AR RIEE B3k 3EAEY
o AR aZAE FRIGAEES] A7k ARSE QIFEAISH E442 Table 19 7|4 viet Zrt
ol ol Al FFe & Aelrh
oo ASH a7AE FRIAERES] A7E /-84 3. 3= U A=EY
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Hsp. 34 &9712e FRlsfdd=e] 221e /-84 g R ARz g 9 ARIE AXsk EEsHA &
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-1 TRl E ] Z7bE ARE-golde A7t & Flopadze] thgt /a2 AHEI|&] IS AL vyt
el AN FFE & Aolvk of TRt WRtE THE AR A=, ES] /45 2ok
. FRIAA O] 27k ALggolde ToluAdE oflie Mot 7w ggo] FuA|Al QiU ©]9] tx
of thgt Hixel HA FFE & Aolth A A2 FRIHRETL QiU TR FollA S
Hy. FRlupddze] 27k /-84 FRlspddze] of & ol ARE FRIAHE} b, BRI =
g "kl A9 JFgFE & Aol AA AFEY] 4ol dofuhs &3 FXho] EAISH,
Hs. I zol digh i FRIfAHE oo AR AEn 24 59 o] Hae] HFol gle Ax
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Table 1. Descriptive Analysis of Respondents’ Characteristics (N=626)
Variable N(%) Variable N(%)
Male 309(49.4) 10~19 105(16.8)
e Female 317(50.6) 20~29 109(17.4)
Under 2 Million 57(9.1) Age 30~39 107(17.1)
Household 2~4 Million 214(34.3) gg:gg 185823
Monthly 4~6 Million 198(31.5) Over 60 Years Old 101(16.1)
'?;F?VT; 6~8 Million 80(12.8) Under High School 165(26.4)
8~10 Million 39(6.2) Education College Enrollment or Graduation 70(11.2)
Over 10 Million 38(6.1) Level University Enrollment or Graduation 332(53.0)
Graduate écrf;galatir;;ollment or 59(9.4)
olal7t HeFe] 78 Liket Hma =Aojgich. ol oie V. ZIEM Y =o|
AHAF L tHE B2 aEoE YERHM=5.967, S.
D.=850) i AW 2 Al BxAels 2gslact £ 1 Qolmy
ZAPNA L olsfiteof thet A7S AFARALS} FAsiA A
Alstglon, Aol F|Ql 4% olste] SHT AH|AL ATnE AZo] oA tRgtoz ZAH A A4
S FAA At 2o] Jzlwe} BLE Slsy] S8 wad aolidwt
G B AL RANAERO] 48 A AGelA AuAe]l  steld golmde ANsidrh Al g BaE o
A pgoro oift 24 e HHoR stug Rl QIEA ATl ‘2L 12 BAL AP Y5t Sdolty 2}
o] HHE ARo] A Aol JFE & 4 JoBr 7B 2 Awdo] Wol(359) AAsIGlon, d84 &B7A|et
R R AY oRE Bl ZIAFOH, LHAPE F AT 2R T A Qo] o3t FHEAS
U AYEE Arm WIESH= RS 7Psto] A7e A 71.122%% Uehgth 71458 13e A= Az ALg
Alatiet. SO, A2k 484, i, olgolzel tha B 8¢l
£37}2]= Babin, Darden, and Griffin(1994)¢] £3-& By Ayl 4o Wk nE ol 39loz FolEglo
Haete] A8A a@7H 4 A 4B 4RFe v, o T 89l Rt FHEARS 71.390%2 UeRdth
2 24519 VeS8 REgl] A AggolA, AdE 252 tist W& AL Cronbach’s a2 AAsHA
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Table 2. The Results of Reliability Test and Confirmatory Factor Analysis

Standardized ,
T Item Regression S.E. | AVE CR Sl
Name . 1}
Weight
. | only buy things | need. 703 .052
Utilitarian When | shop, | think about buying certain products
Shopping ; P ying P 835 077 | 888 | .959 769
Value beforehand.
| tend to budget ahead of time when | shop. .645 .074
' Shopping truly felt like an escape. .786 .036
Hedomc Regardless of purchase, shopping is interesting. .888 .040
Shopping - - 925 | .980 867
Value While shopping, | am able to forget my problems. 767 .060
Shopping is truly a joy. 723 .067
Perceived | It is not difficult to learn how to use unmanned 800 047
Ease of fashion stores. ) ) 934 | 966 811
Use It will be easy to use unmanned fashion stores. .854 .049
Unmanned fashion stores will provide me more
. .888 .029
Perceived advantages than disadvantages.
Ufgjl'rv]gss I think unmanned fashion stores will satisfy my need. 863 034 | 952 | 983 864
Unmanned fashion stores will offer efficient system
) . 745 .042
in purchasing products.
| have good feeling toward unmanned fashion stores. .842 .035
Attitude It w!II be an exciting experience to use unmanned 901 024 | 966 | 988 912
fashion stores.
It will be fun to use unmanned fashion stores. 914 .025
| have a intention to visit when the unmanned 893 027
Usage stores are opeqed. .
Intention | haye a intention to try on using unmanned 925 020 973 | 991 938
fashion stores.
| have a intention to use unmanned stores. 925 .023
Table 3. The AVE and Squared Correlations of Variables
Utilitarian Hedonic i i
SHEBFiEg Shopping Perceived Perceived Attitude Usage
Value Value Ease of Use Usefulness Intention
Utilitarian
Shopping Value 888°
Hedonic b
Shopping Value 039 925
Perceived
Ease of Use .001 .044 934
Perceived
Usefulness .000 .053 469 952
Attitude .001 .066 .388 769 966
Usage Intention .000 .085 331 642 762 973

a: Average Variance Extracted(AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal are squared correlation estimates of two variables.

BEOTAGE 645~0259) gom ApE PEWSo) A T RE ALY BRRAFEUC] WAES 7 AT
Efggo] SRIEIROB], AVE, CR 3k 25 717 0888 o] 4 AREQUaC 7 ureht whetggol SelsiolcTable
o= Segio] ST A 1 ABAS B A 3,
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Table 4. The Results of Structural Equation Modeling: Technology Acceptance Model

Standardized
Path Regression S.E. Critical Ratio
Weight
Hi-1 Perceived Ease of Use — Perceived Usefulness 684 .057 14,655
Hq-2 Perceived Ease of Use — Attitude .053 .055 .960
H, Perceived Usefulness — Attitude .881 .054 16.336™"
Hs Attitude — Usage Intention 932 038 24278

"p<.05, "p<.01, " p<.001

Perceived
Ease of Use

Perceived
Usefulness

Figure 3. The Results of Research Model Analysis: Technology Acceptance Model

Use Intention
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Table 5. The Results of Structural Equation Modeling: Extended Technology Acceptance Model
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Standardized
Path Regression S.E. Critical Ratio
Weight
Hg1 Utilitarian Shopping Value — Perceived Ease of Use .083 .058 1.429
Ha- Utilitarian Shopping Value — Perceived Usefulness .037 .055 .670
Hs-1 Hedonic Shopping Value — Perceived Ease of Use 228 .049 4615
Hs., Hedonic Shopping Value — Perceived Usefulness 144 048 3.009
He-1 Perceived Ease of Use — Perceived Usefulness .805 .057 14177
He-2 Perceived Ease of Use — Attitude .051 .053 .958
H; Perceived Usefulness — Attitude 887 .051 17.489"
Hs Attitude — Usage Intention 933 .038 24408

“p<.05, “p<.01, " p<.001
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Utilitarian
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Value )

Perceived
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Usage Intention

Hedonic
Shopping
Value

Perceived
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Figure 4. The Results of Research Model Analysis: Extended Technology Acceptance Model
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