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(Key Successful Factors for Unmanned Convenience Stores in the
Fourth Industrial Revolution : Case of E-Mart24 Self-Store)
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Abstract This paper examines key success factors for unmanned convenience stores to
reliably settle in the domestic market by effectively delivering customers’ benefits through the
E-Mart 24 Self-Store case. Furthermore, it suggests the implications of how related companies
can formulate a suitable unmanned convenience store strategy for each company. In this
research paper, domestic studies about an unmanned store, E-Mart 24 Self-Store, will be
explored to find successful factors for high performance and analyze competitive strategies of
E-Mart 24 Self-Store. As a result of the study, E-Mart 24 Self-Store can deliver the benefits
of convenience, speediness, reliability, entertainment, and aesthetics by their differentiated
strengths. These results can be served as a reference to the domestic convenience store
companies’ unmanned convenience store strategy.
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Table 1 Domestic Convenience Stores Industry
status from 2016 to 2019
(unit, people, one billion won)

Assortment | Businesses | Workers Sales
2019 41,394 192,616 23,198
2018 41,359 179,096 21,096
2017 39,549 153,842 19,268
2016 34,242 127,895 15,754

Source: Statistics Korea
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Equipments -~ Public Charge and Tax.

, 3.2 0.7

Sales Promotion Depreciation

Cost, 0.1 ___ Cost, 14.7

Water, Light and Heat
Cost, 7.7

Labor Cost,
Rent, 15.4 58.7

Fig. 1 Operation Expenses Rates of Convenience
Stores in 2018
Sources: Eugene Investment & Securities
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Table 2 Top 5 Brands in Convenience Stores
Industry in 2019

(one billion won, unit)

Assortment Sales Franchises
GS25 8,621 13,899
Cu 5,943 13,820
Seven Eleven 4,021 10,005
E-Mart24 1,355 4,438
Mini Stop 1,127 2,582

Source: Financial Supervisory Service
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Fig. 5 ‘Just Walk Out’ Area inE-Mart24 Self-Store
Source: Retail Magazine

Fig. 6 Vending Machine Area in E-Mart24
Self-Store
Source: Retail Magazine
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2E T Fusta o] gstnatE A A A, o]8T F JER de BEE Ued HF

T TS d=str] A% A HFE HFEY TS om gt} (Dabholkar, 1994; Meuter et
(Park, 2019; Roh, 2018; Yang, 2008) ©]& 74 al., 2000).

Hog 71gle] AFEE olojd & riE o] o ol ol gld A2 Ve &
Z 712t (Park and Kim, 2003; Yi and Lee, AAE Fhkely] wiitel, FAdxe AEy g
2006; Yi and Lee, 2007). b = hu bS] o]yt Hxe FHE o
olg mAwEZel AvzA yehps mae @A Q48w Anh} Fgaxd @y qdn
AT g% W A AABRAS ATl wali s (Kim and Shim, 2018). o] AwH]AEo] F<I
o} (Roh, 2018). Choi(2005)° w=m, AFox  HES FE&4& o9 A48t 8 2 ol&
HFEolr= fhale] AFEQ A Fujon, Fx stele o= E PdAdstH, 7)ol FAMETE Al
ol AS wEo L TEa MuAYd A9 olg Tk &S RS ojug JEgFs mA
% T ke wolg waste] Algwn o) EACl #d =l A7E(Joung et al, 2020; Jung
t} ojufE24 AX AEoll: oA AX A and Park, 2020; Kim and Jung, 2020; Kim and
H 22 A T3t 2ujgo]r] ujio] B =X Shim, 2018; Lee and Kim, 2019; Lee and Ryu,
A gEZors ‘ol gov'gl= fo]z npitol 2019; Seo, 2019)°] &#s] 7] gt ol
Abg st F ATEL AHA} AR AuIES 8
et I o] gsh= ks FAdk= Davis

42 2ol H o X o e (1989)¢] 7|=+-8& XU (TAM: Technology Acce

ptance Model)¥} Venkatesh et al. (2003)2] &

FE7NHS LTSS a7 el o] & 7158 ] Z(UTAUT: the Unified Theory of
== A sty Y kst npAE AL A Acceptance and Use of Technology)s =
wafgkeh exekel My g {0 AP Fgeta om FARE uAFH] e
e a8g A= T shyolth. Lee(201D)0l w B =437l flél Pine and Gilmore(1998)

_81_



Key Successful Factors for Unmanned Convenience Stores in the Fourth Industrial Revolution

[¢)
al. (2007)9] 7FA] 7] 9+4=8 R A (VAM: Value
based Adoption Model)& = =ha 7
o, Zeithaml(1988)o] #|Alg+ =] z}%
M= de &85
2 Aol A olefgt MaldT
H[2Le] AR QI E
o}

= =

o G viAE 2L ol

S7|RbA A o AP, 2eal FQl
AxE digoez g 7|Eo AygAFolr 713

48 W F sy Davis(1989)7F
Aet AFggolA (Ease of Use)o] Tl oo
uel o] & Aot wolrt V& AR &0,

0

ol &&olgd ToFE GepHARl FFAA A
& ‘Aujx~ o] g9 Ay HAE 3 EE I o)

Atk om TE7MAZ A ] 29k RS S
2 o] g9 # 7|EY AFE(Curran and
Meuter, 2005; Dabholkar, 1994; Dabholkar, 1996;
Kim et al., 2010; Meuter et al., 2000) 4 &
Jol dFH AFE &olAdo JMdE A R
qE 7E7IbA A e~ 9 Rl ¥
TEANANE thgs HPgoR
wje] EX 3 4] #3 Jung and Park
(2020)¢] A+, ~2x= &F AFude 54
S 9 A% e Lee(2011)9] A,
= 5)

FRlA el B AP F4, v, AN
o xe] #3 Kim and Jung(2020)¢] &1, 27}
E 3o 7]&8A Auze] F8olkd #g

Bae et al. (2019)9] A, A7|& A&ufjde] &
|4 2 F=gAd B3 Kim and Shim(2018)2

ATolME ‘Al W w=¥HE EolA @il

AA mAe B A F 9 g
e % AR ool A7 8

N

N

)

>~

el

o

I oo
o

QA4 E ol g8eld Fol golw BET

.

$91 Choi(2012)% Zv]Abe] Av]HE o] o
E foow ogdAUNe A o §HY
e ol gzl AFEL HPHOE o Fol

oo
o
o
o
o

n| gt} (Choi, 2012). o] &H A o
Al 7l 7|IdbA g 2~ e Aol A Bl Sz

£ &olE tAHo] ARSI 2
1A o o] FujrtEo] #3 Ryu(2018)
= of dEgs mA= Folde
2 7 S, T AR HEe] o] &
x|+ Q9lo] 3 Kang et al. (2018)
7]E7IRbA A H| 0] S0 Ay
, Kim and Jung(2020)¢] & F<l#H e
AA AgAdE, 183 An et al
= 71823 o] g AMATL A7

Az @, 2ol W), AFEL Ru FE
37 g, AFAas Aol el WA ol
A Eetthy 7|zt AwE], AARAe]l AR A
Hog FASYT o9k & APAFES =
Abatar geek Ay, 2 oEEolAe thdd o
TolM ZEE AFEEold, AYde Hede

= Ede] e,

4.2.2 &4

Aulz ol g4 Aztste Aul o] f840
#3 we AFE(Berry et al, 1985; Choi, 2012;
Dabholkar, 1994; Dabholkar, 1996; Kim and
Shim, 2018; Meuter et al., 1998; Yi and Kim,
1998)& WhE AH]~ o] g £k F AH] 29
AELE Muj27t AT 7 dE T8 89
%= 3tvE "hetgltl Langeard et al. (1981)<
AZ vz A Abghsol 7MY T astA Azdeke
AL AIZE & Al&skolgtal 8912 Dabholkar
(1996)= 717 A Z A H| 2o A A7k s

2 MR AR Yk 84 F vt
3 Th BEeh AU EL 7]E 7| R Z A |
22 AR A Al Zhell diEl] Wizt Al wkE-gkrhar
gk F, 2¥ARES AA gle AF T Es
AFE T AR @S5S F&F dEeR A

3t} (An et al., 2020).
Au) 2= §88 BAS gudFolE AE
? . o & &9 Chai

Ao A5 Ggx= 2clold
(2012)= A ¥ol&9 o]l&HIA
zi

o A& AMNAR S
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W, 71224 AtelE AT-e

Agggel tlEol 2l

A= HIHH Muj2e] Feor =236

(2020a)°] AT+ 9

o 84 9 Aojlggw

g Az Auze FAL 3

vt 228l Kim and Shim(2018)2 #H

LA @ o AF
7z

ofg] AlF Al Al

2ol 1B R
ro oo ox 1%

=

‘

21_4(

Ir

>

N

o o
e AN

m ox
oo o 2

Tl EaelM = AMHA o
1

= A 2 A

A &7 7Isol7l HEdd B2 ol &AElA

A&eA] &S 71 ATt (Bae et al, 2019). 1
7] wZo] sl gk 21# A (Reliability)<
A7 T AdoAA AT =l gl

Dabholkar(1994)+= Al7|&< 1 F< HAEH31A]
E3 A2 dHS AFAR FAlo A2
A3 29y BFdAAS FukEhy] wlio 7|E
of tjgt 2lFAo] V& e Fad o=
Soba sk T3 Elliott et al. (2013)
27N (Self-Scanning) 71% o]& 2| =4

ATl A 717 EAZ A B 2o gigh 17
2Ego] o]l ore FAFS Foil FHH
o, Weijters et al. (2007)2 7]& 7|94 Z A
Hl 2o tjgk o] §2te] Bl%= FAdel oA 2=
dol F3FE v FFYT. AT SO
A AWM 2E FE &uRtEe] A ZtEte

deo] ™3t Choi and Kwon(2019)¢] <47}
el A= a1 FAAE

A}

o %R op
o

oo

&, AT E Jﬂrﬁﬂu}ﬂl‘% A e o

E£3] Lee and Ryu(2019)= £ FHH
ol gorof T3k AN AFAFS the 2

of FAHO FHFAE A

WAz, AUz Egel glo] o §ate 9
o
-1

= JAEAE T

91t} (Lee and Ryu, 2019).

424 224

287 =7 e EAES AR AR
NS APstHA 3% 7188 A=A A
S =72 v Yely+E=d (Lee and Ryu, 2019),
3 Ak HAA TR EA
% folgk s vH Bnk of
o] & w7t Ado] ®tt (Jun and
Kim, 2020). 53] 7]<&7]vbAd ] 2ot #d
AFdA EARFS AF EEH = 2l Al
2 7o fFE&Ao] obfE AR Av|A A
A%l AFEA EatH Au el AfEE 7]
=o gk o] &ux= PFAdo] kst F 7] u

O

iolth. o]el Dabholkar(1994, 1996)* 7] 7] ¥k
LA 2] A EHoZ NS, AS &

o], A=A T gE EAFS Xﬂ/\]o} =
Meuter et al. (2000) 7]&7]HHAlZ A 1] 2 9]
frads AZAH~ ol g A ]/‘1 o] -&27}t
s Svlea E4 qow 4

=71

i =7+
o3tal A EE 7=l gk A xR
o] 27e & HE T84 FaL
DA o] Foj = T3 adelgta &t
o] ¢} npz7Ex 2 Elliott et al. (2013)2} Weijters
et al(2007) A 7t¥l =73 (Perceived Fun)©]
7171 RPAL A u] 2ol tf gk o] 82He] BlE A
of 43S mHota w3

sk j?lﬂod—_rL %Oﬂb Bae et al. (2019)7} 2=

lrw

of,
SN

mlo rlr 1

A FFFP o Kim and
% dew  AnH ke
& Aol =715, A
7F 7ol oE OV]%
w Rt F% 5
&ol=E A7F Lee and

h+$% B
W e fa
FEA 9Fe v

AoH aue o
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o Fge

B owRe nad Apdd A%, F84,
oy Boz vgsA EAWL e EAE
2 oy o Bl Ag AT

4.2.5 AnA
Choi(2012)> AwjAdo] Hx 37l A

tact) MM =9 AETFA R AA G on, ant
ol folgh s v FHITh
Sk Bitner(1992)%= A B[ =0 A &2 4

Mu) 2~ 27 o] Z(Servicescape) & FH 24,
Aok 715, FAAETN 2¥E T 37HA

&3k

Afow FASAD, FaMAt e v
3

j=y

2t (Kim and Jung, 2020). 1] 3 &7aj) x| ¢}
71eAe aAo] ALY =S e £ g
AIZ U2~ Ao Axg Au]2E AL
Ylopstr] wiitell v& F23kth (Jung and Park,

2020). °]°] Kim and Jung(2020)3} Jung and
Park(2020)2 &1z 2 7leAdS FAH YA
ol gk dEFgS F= EHSZ AAYT) o
tro] Joung et al. (2020)2 wiae] AA A< A
Ztg et #E" JNdQl VMD(Visual Merchan
dising) & AlAletH Flwjde] VMD7F Lz

A M E 7HA T skt
AePATo 2AME B3l =dddAe
- ,

ALY Bl B743 vA 8L

[e)
-
gole] ZHE WA 2 EAA

23 3te Ao g3k #HeEss =7a AMEES]
Aol i3k v 27bo] =4 Vel Ex4 43
S 3w g oS 7= AFgS HAdvx
ot kA Ee v AgE AR F
AHENAN =7 aNFES Fstn =4
ok =, vdH Ao =255 M2 E
o] & ot} oy RS <A Ao ofyzt
Foluj ool AEe o HEsta Avet &
AeS 5 dgoz A43stE= Aolth An et
al. (202002 AR|AES dgo=z Hgid AH]

o) st vlgol @ AEHE AW A
&4 53 guel g

Ay, A P FE
o Ao ddoz EEAh o/ A
A sz Fo ANdlA HE £ES Fa)

=2 5 e Agd gz27, AF el Al A
do] EX2 d3) FAs= 2P 5o PgaE
ouj g}, Ean ol g wjthH Anj2~o &
2 Jfjele]l ZhA mithw Aol Ao wel o
AA AA=E Aot}

¢
¢
[-‘_1

B RS ol @ A9 wow 4ol 79l
Aolgonne AFds ddx 1 Ane x
Aol wAol FHA FFe WA Aol
B ongth % 71Qle ww gee Ant
FameHonRy s B, AEA,
A4, 224, Angow oFold Az 4
92 U F8d Aolw 1 A3t nARE
FHom: olgomd FAHA FFL v
olet.

58 wuwW 4ge R A9 3
setwa] WulFREEs A4E Ae FaAA
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Reliability

Positive Effect on Customer Satisfaction

Entertainment

Non-Face-to-Face
Propensity

and Intention to Use

Fig. 7 Factors that Affect Customer Satisfaction and Intention to Use

= Fo® 7l FAPENA A¥AE F T84S B4 B2 AToA &8s W5
AL HEAE glo] Aul=E AFH AL o} ole] oJutE24 Az ~AEoj= FHl AA
o] &3t= F& ALY HES v}t (Jung and B4 43S Ea AuAR slo]F A&
Park, 2020). o] wjitel &n|xt= AHAle =9 AMu] 2 o] go] Tl A dsfoF & Aot
o] e Es aEste] 7HAE QA A H= T mAo] ‘HElstal fF&F AR~ o] &S
o], ojuf AMH]x o] &S f8 FYste =¥S AAurs = ds Aoldes el AlFAde
A 7+E sl AYoletal gt} (Zeithaml, 1983). #| 7t a4 FRAFE o] fo TAHA JFES m
H AL S v &RT ofyer FAE & A wEbA] olmtE24 AX ~EolE= Qbdstal 4l
b8 =y e vadd, Agd v-E-(Kim sk AFET Aujze] AlE W 7o 2lEAd
et al, 2007) X33ttt (Kim and Lee, 2018). = ouAE FAstTA AE&EH o R AH|AETG
= AR[ARE XA SEe A =4 AE3E o =S 7]Eoford Folth whA
5 A7te A2 AEe] ARHoer A oz uAFYPe] oA oggdH 4w
o tig A ztE 7hA7F Fopxittal o5 wgk FRAHPEE ol &sh= o] 7] A =
At} 7% f0olqlth 53] Kim and Shim(2018)¢]
Aol mE2d HAdRT ofdo] FJAHPEY
H omHo] Agady 2AE S “xaldl F 314 a4E o =A JAsE AoE YEy:
ol o] 571A ¥ ‘Fig. 73 2t} o]edh th & ool o|ntE24 Ax ~Eold FQ Il
AEES W dAFdA FAHAE o] &AE9 Aol & A5, 2E°] W WelA dst= Aln
DAY F§ P olg ok JIFE F F of EAFS nFIE ot k.
U fddow FEHJOH, I FYAHol AT wpAl Rt o 2 2 =S sl vlgi| A &ol
HA 53] HYPdS FAMHEE v £ 7= FolHHe] AFstE dEYs S st
ZIRbA A u] 2~ 2 Al A ATl A T} sk AH] A o] & F WA Jhsd A 7te A
Z Eol A"y Wi FOAHIEE o]&e= S AAAE Aow HT o So] Unk
A Ee] REEEel o] foke TS WA= WA the FAHode] dgdAe 1TV
Fag 84 F stugta 5 vk webA =o] matA] &2 AFToAE 7IEFEY o
olufE24 A ~Eol= Flyeldel AYYS 2 & (Davis et al,, 1989; Kim et al., 2007)¢] =
Folvd m¥atal olE AHoE FZA Ak T Ak 7]Ed FTHEeEZREYH TS U
de7F stk AEAE 77w Agu] 29 d Az BEAR Qg EHTE Avxte]



Key Successful Factors for Unmanned Convenience Stores in the Fourth Industrial Revolution

|

L
.

o]

o
o

o))

pzel

B

e

=9 Kim and Shim

o=

b 914 E e,

(2018)4ll

o

)

u}

At webA

P
T

3)
=14

=

_—

s
™

N

)
K

el

H

—_—

—~

o
o
il

N
W

N

|
o]
M

0

roR=y

Bt g

2~
Qe

3|
il

3

o

daold 7t= S

A
=

EEERCERE

&

o

ol

o

el

3

uk olmhE24 A

ot

=%

¢+

B

el

|

.

(o3}
2R

Aulzg AgE 5

=
-

25} u

]

b

Aoz Bk},

)

¢+
N
el
.60

Muﬂo

&
0

X

Mo

H
o}
oo

TR
o

o

0

2=

2

A

el
], AAAol

al
]
TFAEY P& w(Shim and Kim, 2018), ©]u}

]
oz
=

] ’
S0l 7] 7}

W el A

w7 o}
8

b o,
7

13
o]

1,
A2

1

tf] 3]
4 3}

& ol

EER

‘o] mf

NI

&
e

O

—_—

X

)l

H] 2l 3f X

al

ANEes F

Z AEoA=

E2 A

24 AZ ~Eole] AW

E

2| kol ¥al A

el
o)

<A

W2
fu}

w ™

L] =2
T

2w

< 5

5 ok

w

2

0 ﬂA_ro

T

2 ol

o T

5 B

7

N

{hu

N

5

o)

X

&

=

1)

>

>

v

el

A

<

T
B

~Eole ¥

i

oA, olmhE24 A

g 7ol

3k A 7}
Hof| A o]

R
fu

o] 7]l

M

el

jze]

ojo

25 vz 5

o

4ol

=
=

ki3

t} (Kim and Shim, 2018). 2]

ntE24 X 2o

oV

He oju zulzel

)

L
Ju

N o o
%ﬂuﬂ
LNCEE
X 0
o
OT,W_.LE.A
™ o=
mwoﬂ
G4
I E
‘A
o ™ ooy
RO P
2o o
T
opoo o5
= A 2
ﬁ.o
iﬂrg
= i 2
4w 2,
T
0N AT
T B o=
XHM‘MO
P
o o
o ]
T o
B«
o+ K
Tmﬁrme
o
do X W
By o
-
F ° ¥
O é.e
NP N
o .
w B 5
= ur O
o
X ©
T =

= ‘Just Walk Out’

2E o]

3L

e ofwbE A

ﬂl

oo
ﬁo

il

o

ol

o

Ho

el

Wk h

34

17 918l wha A

5|

=}

szeld] g

H

| 3

A glo

°ol=

3]
T

2=

4 AA ok

2]
A

3l

s

KeX
=

_86_



Journal of the Korea Industrial Information Systems Research Vol.26 No.2, Apr. 2021 :73-%4

(]

-+
i
of
:OuL_',
A,
o
p‘L
fo @ 22
oob 1o B

2ok

o

i)

4 e
of —a

2
ol
ol
ax ¥

=
kU
[
it
X
s
2
"
8
o
K
K ooy

oo & &

T
i)
™
n)
o
o
=)

i

el

fo

o,

(M oo ot

O>‘!
3o, o= T
2

£

R
B2
o K

O ey

Ak
S

oy m

ox, X md

1o
=
X,
tlo
Ho
X

ro
=

i |
e

> Yy 10 FiO

ui m
1)

A
4 [K

£
F{F

o

o
=
- d
=

i)
o
2
ol
\]
re o~
_0|L
2 K
~ oo o
oz o

4

g
o
-0,

=
-

ST TR A ¥

|\
i
;
N
N
tlo
RN ieA

o>
-

o> X

A
o
12

>
=)
o

o 1o B fr 2 ooy
S
>
w —
)
o
>

Ay oot 2 At R S Y
%2

O

=

o 2 ‘Just Walk Out’ 7|2 Hgid
AR 25 AFgozi vgd A 713 &
HIZLES] v &8 SHAAE & AUk
Hth Muj2s ojnfE24 A ~ %

ErolE 54 F shuolth whd Aol
e a2l 23 A eele] e WA %m
S2A 49 St =73

and Park, 2020). ¥ Zxo] Fag Aol
obd o] Abge] sgie] §lo] EE Ak gAY
S AA Yolk Hi onlE2 AL ~Eoj:=
g &35 71 S48 wrgst Jxgeol
ot weba Bl Aol w& 1AL ojutE
24 Ax 207t AFste s ¢S A
AR ZFeolw, o= o & uANEHI 49

52 ALAr 2zt

ojmtE247} £ AAATFL

e

i

A gl X}

(==

rlo

e
o T

olulE24 A=

=% AdTolr. AAAMSA, o

WE 5w gE 45 A9 2fd AAA

(Hwang and Park, 2017
T AT AGAF 1 A=A

e A A L

d
m
N
~
=

)

tlo
)

o

=

(e Y O [ T 22
(o]

o ofo
o T2 e
22l T do T
° =L [T e

d
=

i

o Lt
ofr
o

1
o]
~

1

=
o X
S Y
& g

Lo

do N odf Mmoo > N oox N oo g 3
i
o
I
£ oy
2 2 g

O AQANEAE
= ®ol7] AT AR Ve
]

~
>,
o

23
o
o
dt
N
o I3
By

g
xﬁkrﬁiﬂ

o, &~ —
o Mo rlr
5o
2 )
Moo

R
o

2 Xl ¥
e

fo rlr wy
>,

RN
CER A

ot =2
_E
T e

o f
“

Jo
o,
T
- 2

Jo
offt
-z
4
=2
>
o
-z
o
D)
jg
<
O
8 X0

X
r)v
gt
rﬂ
o
i
i)
12
o
o
o
il
° B
~ =
® % 3@ O & lr O o (1o rlo mr U oo

0] =
o

AAA TE

1o,
rN
Bt
Yy
Lo
B
>
v}
M
o,
32,
=

E71991 ol

fu
]
ofo
_?l_',
o
u
>
do =
ofo [
ot 12
0 IE

nt
o M
o,
o
=
(m
[\]
NG
N
N
[
2
o 2

o

2 g
z @ @
O m (M o (T oo Rt xS NE o O L omo (A

o o
o

i

O

B
5
[m
NN
R=IT
|z
o
o,
el

O
-

2
> -
ojf
& oox
iy
rlo

[ |
i)
B
' i o
FO{'
i)

oft g
=)
=
o
ne
32

[z oo
J

o
=
o
>,
o
i
olN
= o
Iy
o

o
Ho
oft
_OL
rir
ol

2
AN
2

—_

o2 gl
o

m =
2
b 1o
~
2

©

247F 20206 o] % =& 27391
BAE HE 4n

. Lee and Park(2020)°] twh

i< =

_{}w o
i

o

852



Key Successful Factors for Unmanned Convenience Stores in the Fourth Industrial Revolution

koog o

o 1> g
e

1) *
2o
BT )
%0

lo &
k=)
T ofy
>
>
=
X
I
o e
1o,
N
fo

d
—

¥ x|z
o 0o (m i
ox
ol
o
>

of g &0 AlAAelo] X eFo]
A Fol olutE24e] H Y HA ©
ol AN FIFE 7
d o]utE249]
ool MM = F <
731742 1T
17F 2020 olmFE24°] iR E
o|ut E24= AlA| Al olo] A K 9}o] 7
HY "= 7]¥F Ad)2 ke
star Qo AlVlsEe 1 59t

+ EE AlEste 5

Ay T oo

i
oy

X
P
o
il 4

==

rir
1
2
E*lm 4):4 Q
x
X

oy
o

ot ot Ho
Lo g
oX, FZ,

o

Al
o

]

>
[

r
& b

flo
g %

d

o,

e
é

m g

i<
f
2 o,
o

z Mo

s 2o 1 G
:Oll:

o o rob

il
N
-~

o o

o

=

r

i
>
2
=

do
= o

My Mo O Ho @
x

I O
e
ofs
ol
N
=)
Sl
=
N
=
> o

2 T
o
fo
e
fo
ro
o
il
£
ofo
=
ui

o

i)

£

N

My
il

o ne

2o}

o M

M9 -

2

5.3 HH A AMH| &

ol

0_>L [0
2,

O

oldA, At} 4nle HEEA 2

T Aulz=el B4 wiEo] Au] 2=k el
I AMBjz Agareke] #AFA e S

#Ar} (Kim and Oh, 2002). v} 4] A 5]

o] HAFAE AT FE&T ==
o]

o
NN

fd
<

)
2
o

=T | G A o
=
2 ot~

Ho
N

aL
L2 GSERIE, CJe] C] ONE

) =
5 RE9Ee AuEwe] BuAl
=

R
of\ e i) im

-

A

_O|L

o

O

o

N

)

i)

o

v

%

o

=

)

o,

ot
2

off o & 3 R ot vl [y (B X b
=
i)
2
9!
wn
AL
o

A7l Wl A% o g 7Ige] AL ol &
of ZstA Hrt agla Al&d ol g7 IH
S o RE AE, AR AsoR ool
t}. Noh et al. (2008)2 ww 4ol gk =34
2 7149 oA AlFel gk MFEE EFo
= B oyt AlFol s 97 dAdoeR
TH H AT FAHA dFS vz

il 3Tt (Lee et al, 2019).

ojmtE247} &5k AAA 2Fe B A
ERJET = FF WA Mvas Algsta 3
=, o5 Fall AAAL uAES 2oz
A& o2 vYT ALAES ol &sHA
stite] SFE AAA EJEES AHsta A=
Af AREE g vk b oy mim Y dE
el FEFAL, FA Muls, to] quls, i
st dg o g o AHiE AEsi
uMd sk YA AFste T g Y
S AT AAA EZJAEE QAR AMS A
d, wE=, Apds}, u ASAs 5 O FE
AN w2 HFE wob 2020 F|=amz UL
Fae] HAlE tidels FEHA i o
< FEEIE o

A AAA 2FS AAA THEAL AE A

= 98 Atk SSG
sold A2 $7 5 F§ Auzst FEw
AAA ALA olSlelw AGFEE FFRAE
Loyt 5 nAdA At due Hw
A ARNA A FEAE 2 el BA o

atar

of2]gk SSGHlolet AAA EJAE= A A
&o] Zbedl 2 AlUA 2aE E A=,
5 5ol AAA ZhEAblA &8 A SSGH o
= AAE 3 Arsow AAA EIER AY
o] 7kttt SSGHElolek AAA EQE= A3
Hor AAALFS v Aularb shy=
7 AuAlE A= & 9E8s FAs
BAHES A= ALkl Ha

3 olnbE24 AZ Aol ofdd WA
Aol Gae =AW Azsglol g
Dgn 4E A4 23 AAA =2

%ol SsGalol & Fa 7hsety] Wil



Journal of the Korea Industrial Information Systems Research Vol.26 No.2, Apr. 2021 :73-%4

Reliability

Entertainment
“Just Walk Out’ ——
Technology

I

Non-Face-to-Face
Propensity

Strengths of |
f E-Mart24 Self-Store h /

Relation and /

Resource-sharing
among Affiliates

Customer
Satisfaction

Intention
to Use

Membership Service

Fig. 8 The Relationship between Characteristics of E-Mart24 Self-Store and Intention to Use

A, R oln SSGulelsh Al EE e 7 Fe@dd 7dEe A AT
ALgol o4 d AAAMMA ol §ASANAE B e 7 Jde] AW 2L Fa) AAA R
& Ul glol WAdm e Anss AFd  anden Addopdr Rold.  oulE
S Qnh %, SSGHolE Fal o wWE g 9 U AX AEoE mEd ) FAwdise
43 AE AA, LA HYol 3 wol sbsal  Anith BE SHS Awsta Adste] nAel
AwA A4S degel Axg F vk ® FAdAdgonty svsts dHe 547
d AAAWE A 2 SSGHele A1E mABe] AL, Bl nARE o g S o Fojul
Welg Au el oisl AR g Azge] of WA Ak ] s wmslokd Aol
nE24 Ax ~Eojo thdt AFAHOELE o]
4 AL gaE 5 A

elE AAAWHAL o /1E AAA 6 B B
S ontEAU AX sEold £9d o
bogrthes g, olmtEU AZ sEoje A% 6.1 AlA

of AMAENY A5 dHolHE 3
il

5
B3l o]E nAET Au|As H
[e)

e
N\
fO o aor wH XN X

s 7 oA Jp) B
&3 TFHoRE Us nAXNFH] A O gyHow $ojstomm oldu A% HlY
BA = d ouAE & vk A T F7HA W4T G4 5o 34 Wl dlgske et
&A= AYa vk NAAS AA A U FEdHH F ‘Just
Walk Out’ 71%<& 48 5 onfE24 4z ~
AF7HA ARSI FAAgH o] &R Eolo] A EAS BAE 3ot}
olofd 4 e FAHAe dEE mEstal A ZAG A, wAo] FAHTREE 7
I HEE A gHer I F Qe ot moo= AL, AEA, ANHAY, o
ojmfE24 Alx ~Eojo] FFol dis| izt A, AuA So] glon olgd gLEe 1A
Fig. 8L o] &e] v& a Stk Fest



Key Successful Factors for Unmanned Convenience Stores in the Fourth Industrial Revolution

el
0

Bo

N
0

X

Mo

ol

)A
o

XS
TH

CRER

2-85)o]

A
=

Apolel) 2

o
o0

o
HH
oy

;OL

ol ntE24
Z ‘Just Walk Out’

Aoz 7ldA

=]
=

a7y

Tl

EIE EY

[e)
)

209 7

)

Just Walk

1w

S

2EOE

1A, omhE2d A

A

2.

& Z2A

a7

i

ol Al

AAA kol o] IT

o
Ho

o
B
ﬁo

)

At}

AJH] 20}

=3
1o

aglal ol

IR

w9l

(<)}
=

lo] o}yl

o
79

CP

o

o]

o

N

el

+

ol

A %

Aol A, 5L ojnfE24 AX XFol9

=

B

=

—_—
o

Ho
el
ool
To

B
4

o

A

B

——
o

B

B

o B

).

—

¢
i
A

—

O

=

——
o

—_—

0

el
ol

¢

ol

o
i
el
70
<

—~

o

olo

Helq ol

7]

) <l

o

ox

=

Sl

JNEZ F=

SSGHlel ¢k AAA E

Eol=

= ~EOE N

A7 g9 olrhEzd A

sl

B4 A ] 227} ol uhE24 A

)
=4

|

2

AN ACH) 7)Eolth g 7] wEo] ATt

0

—

;01_

R

¢+
o

|

el

0

dr

ﬂl
pzel

X

B

o
i
_Z*O

ol

WA A ] 2

o))

‘ﬂl
ool
o)

B

B

A

‘obol £ 318

]

= =]
= ©°

At

oy

ohvieh WE A AN 28

1:111_

sich W

o

2Eo 7} By 17

bol ofwulEnd A

9

o] 7b&

7= o Ak
T
T W
o
= X
%mmﬂ
X B
~ % ©
o T
= oz
o s
& R
T
7 B
- N
T
RO
o o
BN

ola] ol
kA
5

ol g 7}

A ~
w2
s o
X

&3 o}
) N
[y )
N o
N oy
2 T
o T
o B
% Nr
i "
v W
W
oy I
w A
wo T
K R

T

ox

O
X

el

o

B

= =
= =

Eo] Ale

X

gy BaE olnpE A

ol

CUNCE
W OW
=0

N ®

A9
o

]
“

ze)

o
o

e
T W
B M

< 7Hd Hde gEd H

CEEI e

]

Nfo

,m.vﬂo
o

<0
el

o

Aol el AL

L
fu

_90_



Journal of the Korea Industrial Information Systems Research Vol.26 No.2, Apr. 2021 :73-%4

ol A
e, —
T oX
L=
(o}
=
oN Kl
o
o R
s
Moo .
of mY
ko) o
m oo 2
=
[m
N\

2 2
-

_0|L
rr
e =

& oA FeHgHe] 58S A
T7F olFA G = Feld o] o
71ei7F @ Ao w 7Y

e ol
2l
2

References

Ahn, K. H, Kim, D. H. and Kim, Y. C. (2011).
Market-oriented Business & Marketing
Strategy(3rd edition), Paju: Hakhyunsa.

An, J. Y, Lee, C. C, Bae, D. E. and Lee, S. H.
(2020). A Study on Use of Untact Service:

The Journal of
Internet Electronic Commerce Research,
20(4), 49-73.

Bae, J. H., Park, J. H, Lee, H. N. and Choi,
J. I (2019). A Study of Factors Affecting
Intention to Use of Using Technology-based

Based on Kiosk Case,

Self-services for Smart Airport, Journal of
Korean Society for Quality Management,
47(4), 795-806.

Berry, L. L., Zeithaml, V. A. and Parasuranman,
Quality counts in services, too, Business
horizons, 28(3), 1985.

Bitner, M. J. (1992). Servicescapes: The Impact
of Physical Surroundings on Customers and
Employees, Journal of Marketing, 13(3), 318

- 339.

Choi, K. H. (2005). An Effects of Evaluation
on the Satisfaction and Behavioral Intention
in Tourism Education, Journal of Consumption
Culture, 8(1), 135-152.

Choi, N. H. (2012). The Effects of Perceived

Meaningfulness and Convenience of Using
Retail Store on Behavioral Intention to Use,
Korean Management Review, 41(1), 33-56.

Choi, Y. M. and Kwon, H. G. (2019). Effects
of Relationship Benefits on Trust, Flow and
Customer Loyalty of Social Commerce: Focus
of Self - Determination, Journal of the Korea
Industrial Information Systems FResearch,
24(3), 39-50.

Curran, J. M. and Meuter, M. L. (2005). Self
service technology adoption: comparing three
technologies, Journal of services marketing.

Dabholkar, P. A. (1994). Incorporating choice
into an attitudinal framework: analyzing
models of mental comparison processes,
Journal of consumer research, 21(1), 100—

118.

Dabholkar, P. A. (1996). Consumer evaluations
of new technology-based self-service options:
an investigation of alternative models of
service quality, International Journal of
research in Marketing, 13(1), 29-51.

Davis, F. D. (1989). Perceived Usefulness,
Perceived Ease of Use, and User Acceptance
of Information Technology, MIS Quarterly,
13(3), 318 - 339.

Davis, F. D., Bagozzi, R. P. and Warshaw, P.
R. (1989). User acceptance of computer
technology: A comparison of two theoretical
models, Management Science, 358), 982-1003.

Elliott, K. M., Hall, M. C., and Meng, J. G.
(2013). CONSUMERS’ INTENTION TO
USE SELF-SCANNING TECHNOLOGY:
THE ROLE OF TECHNOLOGY READINESS
AND PERCEPTIONS TOWARD SELF-
SERVICE TECHNOLOGY, Academy of
Marketing Studies Journal, 17(1), 129.

Hwang, J. W. and Park, K. M. (2017). Non-
financial Performance Evaluation for Inter—
SBU Collaboration, Korean jJournal of Business
Administration Journal 30(1), 79-98.

Jeong, D. S. (2020). #He/F< 3 New Lite

_91_



Key Successful Factors for Unmanned Convenience Stores in the Fourth Industrial Revolution

Platform2 Z2] CVS, https://www?2.deloitte.c
om/kr/ko/pages/consumer/articles/2020/issue-
highlights—20200128 html (Accessed on July
20™ 2020).

Joung, H. S., Kim, M. S. and Hong, K. S. (2020).
The Effect of VMD of Unmanned Stores
and Affordance of Unmanned Systems on
Customer Value and Revisit Intention,
Journal of the Korea Industrial Information
Systems Research, 25(6), 143-158.

Jun, S. J. and Kim, H. L. (2020). The effect of
untact service experience value on customer
satisfaction and reuse intention as the
development of food tech, Journal of
Hospitality and Tourism Studies, 22(4), 141
-155.

Jung, O. K. and Park, C. (2020). The Effect of
Unmanned Store Characteristics and Customer
Experience on Customer Engagement,
Journal of Channel and Retailing, 25(2), 69
-98.

Jung, Y. H. (2020a). The effect of technology
acceptance characteristics and reuse intention
on airline kiosks : A case study of the
moderating effect of unmanned service
failure type, International Journal of Tourism
and Hospitality Research, 34(11), 125-140.

Jung, Y. S. (2020b). #& ¢ X ¥E HFL &
oHE  gHeg LE  ‘glo]H Ao x'd
22}el2),  https://dbr.donga.com/article/vie
w/1202/article_no/9609 (Acessed July 10th,
2020).

Kang, S. C., Han, K. S. and Jeon, W. J. (2018).
An analysis on Effect of Use Intention of
Mean automated Store Customer - focused
on franchisee, Journal of Digital Contents
Society, 19(7), 1313-1322.

Kim, A. L. (2019). A study on the direction of
domestic CVS evolution: focused on the
CVS for location-specific community,
International Design school for Advanced
Studies of Hongik University.

Kim, C., Mirusmonov, M. and Lee, 1. (2010).
An empirical examination of factors influencing
the intention to use mobile payment,
Computers in human behavior, 26(3), 310-
322.

Kim, H. W., Chan, H. C. and Gupta, S. (2007).
Value-based adoption of mobile internet users:
An empirical investigation, Decision Support
Systems, 43(1), 111-126.

Kim, J. B. and Jung, Y. S. (2020). A Study on
the Influence of the Characteristics of
Unmanned Convenience Stores on Experiential

Quality, Satisfaction, and Revisit Intention
. Moderating Effect of Personal Innovativeness,
Journal of Marketing Management Research,
25(4), 21-43.

Kim, K. J. and Shim, I. S. (2018). Consumers’
Perceived Usefulness and Receptiveness to
High-tech Convenient Store, Journal of
Consumption Culture, 21(4), 47-66.

Kim, M. J. and Lee, S. B. (2018). The effect
of the perceived benefit and sacrifice of
delivery application service users in the
food industry on perceived value and
behavioral intention : Using the value-based
adoption model (VAM), International Journal
of Tourism and Hospitality Research, 32
(2), 217-233.

Kim, S. H. and Oh, S. H. (2002). The Determinants
of Repurchase Intentions in the Service
Industry: Customer Value, Customer

Satisfaction, Switching Costs, and
Attractiveness of Alternatives, Korean
Journal of Marketing, 17(2), 25-55.

Klepper, S. (1997). Industry life cycles, Industrial
and corporate change, 6(1), 145-182.

La, S. A. and Yi, Y. J. (2015). A Critical Review
of Customer Satisfaction, Customer Loyalty,
Relationship Marketing, and Customer
Relationship Management. Korean Journal
of Marketing, 30(1), 53-104.

Langeard, E., Bateson, J., Lovelock, C. H. and

_92_



Journal of the Korea Industrial Information Systems Research Vol.26 No.2, Apr. 2021 :73-%4

Eiglier, P. (1981). Marketing of services:
New insights fiom consumers and managers,
Cambridge, Marketing Science Institute.

Lee, E. J. and Kim, S. L. (2019). Guideline for
Improvement of Unmanned Shopping
Experience - Focusing on Seven Eleven
Signature, Journal of Digital Convergence,
17(3), 389-394.

Lee, J. H. (2011). The influence of perceived
usefulness and perceived ease of use of
experience store on satisfaction and loyalty,
Journal of Distribution Science, 9(3), 5-14.

Lee, R. G. and Park, J. Y. (2020). The Relationship
between Private Label Brand Share and
Store Loyalty by Applying Panel Data,
Journal of Channel and Retailing, 25(2), 25
-52.

Lee, S. Y., Yim, H. R. and Kim, H. S. (2019).
A Study on Influence Relation of Membership
Users Perceived Benefit, Sacrifice, Value and
Continuous Use Intention by Using Theory
of Value Based Adoption Model (VAM):
Focused on 20s CJ Membership Service,
Culinary Science & Hospitality Research,
25(6), 12-22.

Lee, Y. H. and Ryu, M. H. (2019). Study on
Use Intention of Chinese Unmanned
Convenience Stores by Applying UTAUT
and Theory of Experience Economy: Verifying
the Moderating Effect of Reliability, Journal
of Distribution and Management Research,
22(2), 5-15.

Meuter, M. L., and Bitner, M. J. (1998). Self-
service technologies: extending service
frameworks and identifying issues for
research, In American marketing association.
Conference proceedings (Vol. 9, p. 12).
American Marketing Association.

Meuter, M. L., Ostrom, A. L., Roundtree, R.
I., and Bitner, M. J. (2000). Self-service
technologies:

understanding customer

satisfaction with technology-based service

encounters, Journal of marketing, 64(3), 50
-64.

Noh, S. H, Tag, D. I. and Kim, J. Y. (2008).
The effects of loyalty program on switching
cost and customer retention in mobile
communication service, Journal of the
Korea Service Management Society, 9(1),
147-179.

Oliver, R. L. (1980). A Cognitive Model of the
Antecedents and Consequences of Satisfaction
Decisions, Journal of Marketing Research,
17(4), 460-469.

Oliver, R. L. (1997). Satistaction. A Behavioral
Perspective on The Customer, New York:
NY: Irwin-McGraw-Hill.

Park, S. J. and Kim, H. C. (2003). Customer
Satisfaction Index and Business Performance,
Korean Journal of Marketing, 18(3), 19-50.

Park, Y. J. (2019). An Empirical Study on the
Effect of Customer Satisfaction and Customer
delight on Customer Loyalty;, Focusing on
Repurchase and Customer Retention, Journal
of the Korea Industrial Information Systems
Research, 24(1), 109-123.

Pine, B. J. and Gilmore, J. H. (1998). Welcome
to the experience economy. Harvard business
review, 76, 97-105.

Porter, M. E. (1980). Industry Structure and
Competitive Strategy: Keys to Profitability,
Financial Analysts Journal, 36(4), 30-41.

Roh, M. H. (2018). The Eflects of Airline Self
Service Quality on Psychological Reaction,
Behavior Intention(Ph. D. dissertation,
Graduate Schoool of Kyonggi University).

Ryu, R. J. (2018, December). &= 4 2435}
FolA ] F o] Frujurse] #F ¢1% Paper
presented at Korea Trade Research Association
2018 A HA Y 2 S 3], Seoul.

Seo, S. W. (2019). The Effects of Shopping
Value on the Usage Intention of Unmanned
Fashion Stores -Application of Technology
Acceptance Model-, Journal of Fashion

_93_



Key Successful Factors for Unmanned Convenience Stores in the Fourth Industrial Revolution

Business, 23(2), 140-155.

Venkatesh, V., Morris, M. G., Davis, G. and
Davis, F. (2003). User Acceptance of
Information Technology: Toward a Unified
View, MIS Quarterly, 27(3), 425-478

Weijters, B., Rangarajan, D., Falk, T., and
Schillewaert, N. (2007). Determinants and
outcomes of customers’ use of self-service
technology in a retail setting. Journal of
Service Research, 10(1), 3-21.

Yi, Y. J. and Kim, W. C. (1998). The Influence
of Physical Environment on Service Quality
Perception ; A comparative Study, Korean
Journal of Marketing, 13(1), 61-86.

Yi, Y. J. and Lee, C. L. (2006). The Effects
of Customer Satisfaction on Firm's
Profitability and Value, Korean Journal of
Marketing, 21(2), 85-113.

Yi, Y. J. and Lee, C. L. (2007). The Role of
Customer Loyalty Variables in the Effects
of Customer Satisfaction on Firm's
Performance, Korean Journal of Marketing,
22(1), 81-102.

Yang, B. H. (2008). The Effects of Customer
Satisfaction and Relationship Marketing on
Behavioral Intention, korean M anagement
Review; 37(1), 35-66.

Zeithaml, V. A. (1988). Consumer perceptions
of price, quality, and value: a means—end
model and synthesis of evidence, Journal of
marketing, 52(3), 2-22.

_94_

4 & & (Hyunjun Park)

LD

e University of California, Irvine
International Studies Bachelor

of Science
P AT Pt FYAAL
s Agvstn g shat Al
g ohit Ras



