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Abstract

This study aims to verify the psychological evaluation that consumers undergo when accepting virtual fitting
services while shopping online. The Theory of Interactive Media Effects (TIME) was applied to determine the
impact of the perceived affordance of media on consumer response through immersion. An online survey was
conducted targeting female consumers in their 20s and 30s, and 271 responses were collected and used for em-
pirical analysis. The results of the analysis showed that interactivity and immediacy had a positive effect on
telepresence. Telepresence, in turn, affected perceived usefulness and enjoyment, which then significantly af-
fected purchase intention. In addition, some paths confirmed the moderating effect of consumer innovative-
ness. In consumers with high innovativeness, interactivity was found to have a greater influence on tele-
presence and perceived usefulness had a more significant influence on purchase intention than in consumers
with low innovativeness. Conversely, in consumers with low innovativeness, perceived enjoyment was found
to have a greater influence on purchase intention than in consumers with high innovativeness. The significance
of'this study is that it expands research on customer perception of virtual fitting services within online shopping
platforms.
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2020). °] & 343t7] fl8 B2 A A5 AA
HGE kA FaL AHAlo] & AL A RG-S W

ZF= 714 ] Bl(virtual fitting) A H| 25 A H 0|31 Q)
ok HFE 1Y 7o UE R AES ARtE o R
#Hst= Aol 7t o, gAd &2 (digital
clothing) 7] & &3l 2J44-& @3] 3DE ¥ 5}=
ik opy el A of A A3}t FAbol whE S A Y
= TEE = QA o Kok A o)) Aot
AA o] 283 B 5S HolE 4= 9l 3D 7HE | A

HIAE AFE 4= oA = th(Lee & Hwang, 2014).
7HA ] B A H| A= VR(virtual reality, 7FAFdA]), AR
(augmented reality, =7} & )7} 22 7| &S 7]Hto
ZAYE EA o Fhita) g 2 xekel g Y
3 of| A w2 A| 2 =] o] foh(Niu, 2020). VR A}
A5 AA 84 o m R Eesto] 7H4) g
Ao BYAI 7] H, ARS A A 3H5 3 375 YA
A HE A3l 7| & o|th(Park & Kim, 2023). 7} T
Y AR AE £ Mo oA S o] Gl HARES
ol A A o] 7 AR E FAA 7| = A2t
7F o], 22kl 2 -& st MEFo 2 Rk T Qi)
Y U g4 7dES 28 AHAES Y3

= Marketsand Markets ©] ZAFo]| A= A A A 7141
W AR R 20196 5 QA 21%4 A
2024dol =76 (S IR R AL R o4
shAtHKim, 2022). “Lelvh o} 7] enl ko] 74t
o) A 2 482 0] 7] F7s Al oL ol
(Lavoye et al., 2021). o] 43t H-& =+ E35}17| Y3l 7| Y
S AHAEY 7S E Au| Ao tiE el A 3
b3 olafe Bask glon, ol 2 Fal A
e 733 ez gl

7P 5ol A S Al oll= anlAEE
tiAlsl A 3D B g Faf 47 282 4= ek A
2 So] FERgkThy, ol ofeh HEo] et
A @27t b EE A 2 n FF S o) 7R
7 FEREL QM. 7 | A e A= R ]lE Y
EH 7]&0 2HR EYE AR ALY 22t
43 Aol 28 AU FFE v 4 Ark(Yimet
al, 2017). 7Hgwl e =83t H 7| & A452 7h

7y

ey B4 464 pEo] BE AFKin &
Forsythe, 2008; Lee et al., 2020; Li & Xu, 2020; Park,
2022; Yin, 2019), 7} g )3t 482} 014 9 A

B HA(Jhee & Han, 2022; Ju et al., 2020; Yu &
Dambhorst, 2015), 7H3 0] & ¥4 7|9 54 H A%
of T3t I (Choi & Lim, 2010; Kim et al., 2022;
Pachoulakis & Kapetanakis, 2012)7} 52 o] £ o] x4 £+
o} o|F A ZHd g ol thgt At=o] FE ohgstA
O] F O] XL Qlot, AH|RLY| THG | AH| 2 A
T o] e A A HAYSE 2AFSHAL A )
= A= AlgHA ol th

TP R 22 A7) eol] gt An| R} =8-of
3lo] who A3 o TLof Al = TAM, extended TAM T} 72
L /&8 Y-S H-g3)¢tk(Choietal., 2021; Lee
etal., 2022; Park, 2022; Plotkina & Saurel, 2019). Z1&
RN CREEER R L RIS PRUERY
2] Y7} 714 -& Lol 1A} Sundar et al.(2015) 0] 2] 3}
A et= Qe A g B u]t]o] &3} o] Z(the theory of in-
teractive media effects, TIME)S &-&35}0] A& A
3951 7] A|ZFUTH(Lee et al., 2021; Tawira & Ivanov,
2023). 7| &g o] A7l &of th et Au| A} 48 1
A& Ast7] Sl Aot o)l sk, 2 st
53 Q= A v ool o g S41L whedato] 4
B2} 2 A7) 9Jst w el 2 TIMES] 4]9ks| ¢l
t}. Lee et al.(2021)S TIMES: 2 &ia}o] s 41 2 u] =}
o] AR 7%t 7Pl g S Ae Tye AZg o)
Tawira and Ivanov(2023) & A] TIMES- 7|50 & X}
2 ol 4 7MY ol A e 34& otugr,
o5 Ao} L Moz, B AT o) 4 Lul A
Phabl ) Al ol gk 2l 2 2] 7k A A
Zeh 7 519100, 0] 2 919 TIMES 2§ 8117 2
o} TIME 2. ] 3.8 2| 2oj] Alobgl o] 2.0 2 7}4bu]g)
B A3 A (Leeetal., 2021; Tawira & Ivanov, 2023)
ol ol i= TIMES 4§39} 41 4] 4 9114 v u] gt
Aole. B A= | E4EREL Hede 71
A5 Tl 2ulge] 424 B B el
= TIME B 218 AZH 0 2 423534 511, TIME
YL A GG AATE FOR vl 4 H 414 )
2RI Ea AFotol e Aul o] g &
W% 4] H7} B4 S A E el ehobr iz g,

TIME9]| u} 2, u]t] o] 9] 8 5-f-=4J(affordance)
& aulRhe] 4124 ARBANA A BAR g
S1L, o= BR1F AWE Fmote] AH, A,
P& w30 7 o] o A th(Javornik, 2016; Sundar et
al, 2015). BEFEAS AL 4] BES F2A)
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I IIE MHIAE &tgst 2212l KT Mol AHIXH A el EIF it A
-CIHEEIY 0I0 St OIE(TIME)E SO %-
7l B4 oulsta, H2 ARATIAE WE  H3 0 o & WobEol i, A4 02 S8 HrHKim
FEA O A8 oI b o] S ETHE Bol A & Park, 2019; Oakey, 2013). £ 8]%} HAA-E 7] %4
A7t AEHEAY HAoR AFHUHEvanset & AFolA WEOmo] FHH L v]X 3 A4

al, 2017). webd 2 Q7oL A|Z1E AFFEA
(perceived affordance)?] 7ig 2 283},
A Y5 furebs 2\7HE A e o
o5} 314} Bk TIMEL 44|17} 7] &) tia] ¢l
2, A4, B WS o Zojuh 34l oA Y &
o] 71 AHEE wf o] An|Ate] EQolekar A|QH
o} B el(flow)E ¥ 84 T A 7HS O 451K 2
w2 of W Aol whl Abeh 2 ofn|shul, B 4
2 A9 HHE o= AJHE UEHATH(Song et al.,
2022). 7P el APl 2nlahe] 2] A

(e}
< 545t H 94 At (telepresence) 7 'd 2 AH8-
o Z

¢

Rev, dALA o] o= XA, T A
RES-of W72 28-S 4= kil Hokrh(Lee et

al.,, 2021). YA A7 VR Aol A 53T 7id e
2, %71 3tof = Z(being there)” -2 =75 o w|gH
Th(Steuer et al., 1995). 22 1= LAAR TS =5
O] AP M7 B 7| % 51X TH(Zaman et al., 2010), T
OE dF=EYY FAHL AR F7| & gk (Lee &
Chen, 2010). & Aol A AR U BT
U= 78 842N, AH A A S 58 A4 Al
Ao 2R3t =7A Ho] HFstAY ==
aake ofulgieh, AN Fol vl T4t
o] A7l 2E BU A A 9 A7 FRS
AT Q148 S Yo, JAF B A ] A
F L ] 2] o g An|2} g 2 2% o) o}
Yol 3HAA FFS vA = Uth(Fiore et al,
2005; Mollen & Wilson, 2010). 3 7}A T 6 2 Al &
9 2 o] YL w4 T 4 9] ) Eo|(Kim
& Forsythe, 2008), 7} 8 A B A2 Q15E AH|R}9]
QA B9 whe-2 A5 H, e 717 o) Bl
4= A th(Park et al., 2008). o] of| & &= Al 7] & 3
Aol A Wol grlo] 2 JAXH(HEH), 44
(@A) vk Q1o 2 A7HHE /-84, A Z
& afdew vEstglon, F5A g
o @ ?1g et} gt

ESE, 2 Aol A= 22kl &g ol A 7 E ' A
H| 2 0] =83 I & 2H| 2} 4 2] W7 A& 2 o]
a5t7] gt AAH 5408 AnjR FAdY 24
BIE Yol 1A} gt} UHbA 0 7 FHAA 4H| R}
S 1A @2 AR vl FAHQ Ve

R gL g Fol= AP e R 1L
S 1}(Kwon, 2013; Oh, 2015), 22 AP AL E
A4 g Al o] Ha=E 11e] TA A Fash
QS dhrh= AL Bt v g4l
B 22 2L 7)ol thgt AR A, 3
U ol =E ehA vl RQlom A8 4
o1& A th(Kang & Park, 2020; Park, 2004; Yin, 2019).
ol2lgh wieto 2 uj, &2l agolxe] Faruy
Aol axn| R} Al o] v R} RIS HEEN L
2 a7 ook gabA, 7led §4, &Y, MR
Hh§-0 & o]o] 2| = 7Hdu | ol gt AH| R} A 2] 7t
g ol A 2] §a= 7 32 AL F Al of ket
2} o2 11 o] Belelaa gt

B 7o) AL oEdyy vjto] A7 o2
(TIME)S 2-§5}0] 27k £2ke) & ol4) 7hat
g AU AT 585 24 5o e e
=) ok FAR R, B AT Ahake g Al

k)
i)
©
s

lo

H]

N

3|

-

2 o py
N

~
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i
oo ox (& P>

T
I o &L Ay

?lEJ
o
3r

B>

S5 S8l 54 whsof vjA = dFE dorEal
Ap sk, o] 5 A 2ol A &xn|A F A1 9%y

1. 7t&m e Myl 29t QIE{3E[E D|C|of &2t

PRAR R A 2k A7) 04 ¢Jof Rz Aw )
2% ABE AP 4 YES 3D oputet B2 tA Y
H ] (digital body) 2 o] &-3he] 7HiFo.2 o 4E ¢lof
24 Qs s Auaz

A o] =l t}(Choi & Lim,
2010). A3 170 A= 7PAF 2 D& 1T} 7 Al o] 4=
H Alado]y g A4k o] 2 s rhe]oletar
A o) 5} a1 Q) th(Baek et al., 2018; Yang & Park, 2012).
PPt e A ul A8 Eol 2ulAHE A4 AR E
A Hol8HE Y8t o] 7|HEe 2 A& oA
B R Fo AES MO 9ol 4 2lrhKim
& Forsythe, 2008; Lee & Xu, 2020).

=
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7HgE g B 27] 71 ou|A] Qe E A 7]
(MR, 7} @A(VR)= THE= U] AH-E=3D 7}
A Algd ol & AR8-ste] e i) 7 ol A A
A, AE D B mE A AR S Moz A
Z+3lsh= 9] 5412 T2 th(Lee & Leonas, 2018; Lee et
al., 2022; Merle et al., 2012). o] % R} YA ¥ 43
o 7Hd 9" 7=l ARg 3D A7} 71 9] 7)1 53§
ghstol wok AP Q) AEE A FES skt
(Caboni & Hagberg, 2019) AR 7|4t 7FA ) §) & o]}
o] 2ol UpgEL FHell ek 710k 714 & F o) AL L
T 2 o] AA| Hlol ' & A st Al FH = dE
oju| A& FAA 7HF L2 AlEd ol Bl 23t A
AL A 23 4= Qlth(Yim etal., 2017). =, A A& ¢ o]
27 e A A O 1012 4 o] 22 5 )
A st AL ojulghet. o & 3D Zhaku | Aju| A
27 o3 2ekel oI A L7 ol B F) &
REF 2|27 A A FS T 617] o] A ol BE3AY
=3 9= 2 =L tHBeck & Cri¢, 2018).

7} e 7 0) 1A 2 54 % shp vt
O] THLi et al., 2020). 259 ¢] t] A&
Fed e ABFomA uldolo] o
1o 2 HstAZ o, o]= vt o7}
7 obuet 4 At g et mw WY
H] 3t} Sundar et al.(2015)-2 &2 o] &
o] W 3tof F&5te] Qe HE|E T ofof
o] Hh-g-2 Argstz] flal e e vy
(TIME)& A 3T} TIME-S: 428] %} 3
sjrioje] 716 H 48 HEFEA
L FEA O3] B ol &
S}A =L °l~ Ol? ‘ﬂ%ﬂ
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N _I
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=
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1o
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O—]Z]I;]—7
2% 7B (mmersion)o] 7} %—g— shebs Aot}
(Kim & Park, 2019; Oakey, 2013). Javornik(2016)+=
AR o Z A o] ol thet FF = ol A ol 4
o4 KA 2 2447 299 40 o vakd
4= 3lem, o= AR of Ze|A o] A ef gt Q1A A, 3F
A, P5A W o2 ojofd &= Qlnkal Yl o]
of & A= kel agollA 7 " Auj A 8
e LSRR E s ER R EEREE
A3} o] Z(TIME)S 7|HEo. & 3}o] 2|2t F5 /.
4, 2AW AY, Al SO olojX ik ARE

d5stus et

it

2. 7patm) El M| A9
X, FAY

| N4 HASREY: 845

Sundar et al.(2010)-2 Q1] E] B u|t] 0] 9] 7| &Z]
E4E 5= (affordances) 2 2 7 d st 2+
vlejolis T3t 7|4 PRI AELE 752 7]
T glenR e urojeh FuEe 540 Yot
(Javornik, 2016). TIMEo]| A o] 2315} Hf-of| w} =, 1]
toje] FEe| AL an| A S0 oja) A2 Mo
Aol =2 Ba) AZHEol B9 AVL FEE
PG o F A3k Sundar et al., 2015; Yim et
al,, 2017). 7F4 9 8] ME| AL 3D ASZE 7|52 A
Z3la1(Lee & Xu, 2020), Q1 E] Ho] A0} ez 0] =
7#1—1 A AAIZE IS AlS5H7] wZoll(Steuer et

1., 1995), AF&AF Al A2t e = 7 7FA] 5=
O 2 4328/ SA14 0] AlHE KTk

SAEM

) Sy =)
} & 284 (interactivity)> #| U A 0]
S 7be) o7 Wek WE W OJALLE T
(Steuer al., 1995). BA o= i &S &3 A+
YA o] A& Pt o] A= AfFyA ol A Fefef whd
7o g 2 Ao A F1to] e epilof A 224l
© 2 upq L gl HarE 7|RE 7 2 ol A Ao At
|42 FedX &4 F SR “AREAE I T o] £}
AT 2ot Set A E sk A YA A E onlet
tH(Wu & Wu, 2006). 714} 1] B A 8] A0 A] o] 23t A
SR8 e 293 PO olala & 4= Q). 7}
ujtjole] ms e g Bo A B} B
BE 2ulR Sl Agehe, LulAEE
e N LE IV T At Et
7
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A QFetth(Fiore et al., 2005; Lee, 2018). 413§ A
Fo|Ew, AsAede AR A HE, UA
Azl B3-S vlAl= Aer Yehth(Park &
Choi, 2018). T3, o] AFAEL o|n| x| 52t
I e a9 Aol 7w B4l 5 B ¥
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JIMIE MUIAE 285 2
-OIE{ | DICIOf

ctol
St

oy
0

MOl AHIXE & 2l &I itk E
2(TIME)S =AlO32-

& ek AbgAe] 9 AR ol A G
] Atk AL WA P tH(Fiore et al., 2005; Mollen &
Wilson, 2010). we} 4 7}4] 5 o] 45284 o] 217
Aol 3HH JFS vl AL d|Astol of

23t ol 4L AL

HI: 228402 A A A gl A4 93-S v
Aolch
2) ZAIN

Al A (immediacy) o] 2t W2 A7 ) Q3 Hw
ABE 4 Q)= 42412 o] | Fri(Shin, 2010). T4
Al g 4g 7] 718 A2 o g gFeslw A )
YA o] A EoFol Al SA]4J9] Q47 Wol =

Lol bkl E 7)) 91l 74 %8
o2 2R Qe 7HA T gL AA 7 A H

Dot 7l S-S 7= Ao 2 (Lee,
2012), AR 7}”341:"—4 THLR AHAES St
QoA H-E S WE AL el 7HF O 2 {0
25 gon], SUL AE YHES Z7HH 02 2l
& 4= 1A =l ch(Son et al., 2019).

LRl AP A2 AR 1 Qloln
A Qi Mo 2 MR EEA BIHE 24 Selet 4
SATHe ol 4 ekl w o] 4 22 lojri: A
I 22 a1HE 7T A o th(Hwang & Shin, 2013). &,
bkl Al Ak 25E A AUE Fo AXTE
Sohe A oA A8} M3 e o) ohet 4
HE AT LS Yol 24 S 5 ke Aol
120] Saetelo] A ol 2ojAle HYe 78 Eol
e B7be] AlokE WL Su) A Aw oA 75
2] okoba] o Lp2 :Hqéé—/\] P EAEA E@i:} 6]—1]
B S

<A dn 4@ _1:

1)
o

0 % 20 HE e
AN J}_ﬂ RO o Jlx
o

ZON

N
N1
o

F

o
:°.=
B
o
5y
ﬂlﬂ
rO
;'mi
il
é
Y
o
ol =
i

g sHEY T

woll, SAEE 7 | Au| 28] 2 2he e =
4 Ao =4 Uk 7P E Aujio B0 R
SAEE aLejsto] 7H | Au] 0] SA4o] ZEa
ol n A= G Rl A7H(Yin, 2019)| A A 9, &
AL 7P T | A 20) 752 B o= axnlat
/\_Q_oﬂ sz og‘olc_% ]j]g A—]—&j)h:ﬂo]oi ;(]-_Q_z‘ﬂ—
S 9tk ZMgEE B ATs oA Lee e
al. 2017)2 wuel 24 Y| = 912 Aol A ZA] 4 0]

Eolﬂolol-—_‘_]q

sheiek. olot 2ol 14w g

A A A Z(telepresence)o| T T] X & 7] &2 1 7
ahiz 2ol diat Q14] T 2 A17HE o] u] FHTh(Klein,
2003). 2| Ao} £El= Afo|o] A5 |o
Fhake) B7He ARk @A AAl] EARChR
74| ®]= A © 2(Kim & Kim, 2010), AH&-2}7} AR©]
U 7t g S0 7|48 B3 EA tjAto| A 251
U E9Jst= FAtolatal & 4= 9lth(Heo, 2018). YA
ARG ABAE BANA 2t AW S B
o] 2 ARgE /e, 53] 7 | 2 ZRl o)A
L 7P e A e 2 9] B¢l (immersion) 74§ e}
U&= Ao 2 ¥r& A ch(Chen et al., 2011; Fiore et al.,
2005). E3F, AR AL vlt] o] 5/ An]Ate]
o= 2 %5 Afo] of ul A wiSE o3k iz A 0.2 3
ol =] A th(Lee et al., 2021; Suh & Chang, 2006). A A| &
212 2hg 3t Tor*}ifi AFE il @S S8 2uAE
= FEuk opy e Al e g Hof| is)
Fof|(Song et al., 2007; Suh & Chang,
2 E35) 7HA u g of st A-8-2 o]
J%% 2.9 4= It} Fiore et al.(2005)=
2 A B0l H 714e) A9, A U
8&8]-_7/_ ol ZAZ e oA A, A H
o

A9l Hee} YEolEs

T A st AA A AN ﬁaé}ﬂ] st o]l = A&
of thgth o W2 A H 7} o] QIX A ZHoA FHA
ol 9J3FS u| 2 4= ¢l th(Park & Stoel, 2002). A1 3§ &1

Z3|
U -
S 2eheloll gt v AF 8ol A A AT
2| 7hE] o9 A o] ZAZ el AFLS n|H i AL bt
ﬁE}(Parket al., 2012; Wei & Li, 2021). T3, 22401 &
7 3ol A 2u) A Eo] BIE BE(: AR S
ST AT ol JEo] BAANE FARS
o= 4= 9ltl(Abuhamdeh & Csikszentmihalyi, 2012).
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AP Aol M=, AFEAF7F 3D 7HEA A A A A
ANGE A A 27)4ol F7heke, A ZHE &
AL Z7HA171tk A 819 tH(Oum & Han, 2011; Pace,

2004). o] A, £ AT ekl ol 4] HAI
%a/ﬂ o

2 ol 20t AAUA G 22 2 FES B
A9 2HAES FRHA AX A, AR WG F
4, 2792 AT A0 dgstact.

%1 tH(Holbrook & Hirschman,
198 ; Park et al., 2008). Z N2 7|E FEHA E
ol et An| AL F7EeF B of = 7)ol et e
%8 G495k 27071 2 % Yok 20| T(Van der
Heijden & Serensen, 2003). 79 €1} -8 A 28
714 4ol thgt 28R HES-S ehofr T A} B 1
Aol A= AH A S ThAF A 2.9l o ' a1 est
o] Q1A QA X ZE S8 om ZFHAH QAR
A7bE 271 0%, WEHY 242 PO ES AY
shol Q15837 gt

) X|ZE &
Q1] Z HF-2-(cognitive response)-> 7l Q10] A|&0]
L A 29F ARA 7] = A-8A] 7HAE, A A kS
(affective response)= 7l Q10| A& oL} A u] 29} A3t
A7 ;A 7S 9Jr|gtck(Van der Heijden &
Serensen, 2003). WA o 2 Qx| & Q@ AL ol X% A
Wi} 3|4k ofs) ZHEE 7o, M4 T2, A, A
150 a4 EYSH, PAA ast A 43
o oja) $uE 7%, 42 27 5 vkt
(Bettman & Park, 1980; MacKenzie & Lutz, 1989). A17]
%QT 3 pla) A 8, ol So] QX H &
Wal ol 2 AL, | 7] 5o AA-A 29l
o] 7] J,}E:] OEE_,]E oﬂ oﬂ oﬂ/‘\JX-] o] Qolog 31
2 =] A th(Lee & Kim, 2022; Venkatesh et al., 2012).

S XHE ENF

7 g3 Zro] 2L 7] &of gt Au|R; =8

Ho] QAR A

7} SRS U] 2= gk S

714 wko] #HZ 8 tH(Moon & Kim, 2001; Venkatesh

H JAE AR B

7)e& AHEE Al Al AR EE 7] 2] AFg-o] 7h
4

[e}

of tfst =& Ay O]E}(Lee & Ch01 2012) Davis
(1989)°] ©}5}ul, A A1So] A2E 714E Bks)
AL, 28 7]Ee AdEe 20 A o] ZA st dloll
o] &S A Ao|eta 51921, Chau(1996)
B0 HE7| ol tieh AHE % Ef o
Rl Rl A e e
27| APATE T2 AAA &
15 Atolld= A4 E A=
R YF oo FasHA FF=
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Fig. 1. Research model.
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-OIHSEIY DICIO 21t OIE(TIME)E S&IC=-

etal., 2010; Kwon & Lennon, 2009), A~ H|x} S A1A] 35
3HAgarwal & Karahanna, 2000; Bae, 2014) 0.2 A
steith 2 23 74 elAE AEe SgEgow,
2% 2719 9] Ssho] EA o] ALgE oL,
SPSS 26.0 =& 132 383} o] SR} 9] Q]

AR 5742 gorstr] Ygt vl A, 2419 EH‘IS_ /d
2| 2AS Agstgith o] % AMOS 21.0% AR5}
SALY, F2YAA By ol tigt HAS AAls)
Atk SHAEY QIFSATA 54 +4 2 20T
14674(53.9%), 30T} 12575 (46.1%)H O, 0] £ 2147
(79%)°] 7] & 57 (21%) Xt} v Fo] =3ttt a2
dhetmEelo] 199%(73.4%)% 714 Bere s, 49
& AHEA|(14978) 0] 71 gkt 1 @) oh & QlehA
57/d-& <Table 1>0] A& o &2 A| A = AT}

_8.

V. 4REI Y =0

tHoA(d.N=132.355(89), Normed x*=1.487, GFI=.943,
CFI=.986, TLI=.981, RMSEA=.042). B E HZ=50|
gt Cronbach’s agf2 .7 o|AF S 2 UEIY 2 45
of 412 =5 ol Ho] Bl e,

2 Qo] mgo] S4ghx] helsly] 9la) A
S5 PARN AL A S et ook S4E
7k 24saA she adlo) gre s ZHeT
L Ar 2 LA gdAolgl sl (Bagozzi et al.,
1991), o1& H7I317] {8l =98 E}FAd(convergent
validity)¥} - e}t/ (discriminant validity)& HE
& WAt otk 49 BEALS T 2.9lo] Zate 5 )
o4ho] 24 =77} Aluh} ATEHA S A S vt
He, 8 5. o] lol oy o .
3} P Tt B AL THth 49 AL
7Val7] ¢l 5 BFEAFE g(average variance extracted,
AVE)T} 713 A1 2] &=(construct reliability, CR)E &2l

=AY F2 Y-S HF57] o $hA AMOS 21.0 Fth(Fornell & Larcker, 1981). & A519] M452
= o] &3t AA SARF S o= A & AVE 7|4k .5 o], CR 7] &4k .7 o) Hof =3 B
B S ASHAL. <Table 2>1 AA ZHRFo] @SS AL Ao ek,
Table 1. Sample description
Characteristics Frequency Percentage Characteristics Frequency percentage

Age Marital status

20-29 146 539 Single 214 79.0

30-39 125 46.1 Married 57 21.0
Education a}lsgsﬁeotgggtlxgnl;ousehold income

Less than High school graduate 7 2.6 Less than 200 20 7.4

College student 36 133 More than 200- Less than 400 75 27.7

College degree 199 73.4 More than 400- Less than 600 69 25.5

Master’s/Doctoral degree 29 10.7 More than 600- Less than 800 45 16.6
Occupation More than 800- Less than 1,000 29 10.7

Office work 149 55.0 More than 1,000 33 7.7

oo ol e

Management/Professional 35 12.9 Less than 10 50 18.5

Housewife 13 4.8 More than 10 -less than 30 128 47.2

Service 10 3.7 More than 30 -less than 50 58 21.4

Functional 4 1.5 More than 50 -less than 100 22 8.1

Etc. 14 52 More than 100 13 4.8
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Table 2. Results of confirmatory factor analysis

- 1166 ~

Construct Item Standardlz.ed t-value Sl AVE CR
factor loading o
I was able to move the clothes in the virtual fitting as [ wanted. 75 -2
Interactivity I can directly manipulate the virtual fitting service. 75 11.86%*** .82 .61 97
The virtual fitting service reacts as I want. .84 13.34%x*
I can choose the product I want immediately from the virtual 20 a
fitting service. ’
Immediacy I can get prf)duct information immediately from the virtual 31 14.30%%% 86 67 98
fitting service.
I can get an evaluation of the clothes I wear right away from
: .. . .85 15.25%**
the virtual fitting service.
During virtual fitting, I feel as if I am actually inside the 81 a
screen. '
Telepresence - - - — 79 .65 94
During the virtual fitting, [ was able to concentrate as if in real
. .81 13.65%**
life.
Perceived Virtual fitting service is helpful. 91 -2
usefulness  The virtual fitting service is practical. .84 19.49%** .90 .76 98
(Cognitive)  irgyq| fitting increases the efficiency of my fitting process. .87 20.84%**
Perceived I don't feel bored during virtual fitting. .83 =
enjoyment . . . . s .82 .69 95
(Affective) The virtual fitting itself is fun and enjoyable. .84 15.10
I would consider buying clothes through a virtual fitting 7 a
service before anything else. ’
I.Durch?se I think the virtual fitting service is an appropriate way to shop 88 15.67%%* 88 7 08
intention  for clothes.
I am willing to recommend it to others after purchasing using
. . . .89 16.01%**
the virtual fitting service.
#x%p< 001
¥ Unstandardized estimate was fixed by a value of one, so the t-value was not given.
Table 3. Discriminant validity
.. . Perceived Perceived Purchase
Interactivity Immediacy  Telepresence usefulness B — infention
Interactivity .61°
Immediacy 61° .67
Telepresence .61 .61 .65
Perceived usefulness 42 .63 .53 .76
Perceived enjoyment .54 57 .59 .67 .69
Purchase intention 52 .69 .60 71 .67 72
“ AverageVarianceExtracted(AVE)forconstructsaredisplayedonthediagonal.
®: Numbers below the diagonal are squared correlation estimates of two variables.

B A AT A A WS AVEGS Mol A o olote B g9y E
s 2F A AlS e v alsk gl =t (Fornell & S} th(Table 3). ool A, o284, SA14, €4
Larcker, 1981), |3 27} 7w o] wid 7bo) A4k AL A2he -84, A2rE & 4 ol = 2 o]
A% AT WS 0 AVEGRTE B A Uehh Rold B ATRYe N SRS mE 2w
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Fig. 2. The result of SEM.
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Table 4. Results of multi-group analysis

Results of the structural equation model (standardized coefficient)

High consumer
innovativeness

Perceived
usefulness

(cognitive) 675%%%

Purchase .
intention k

Perceived
enjoyment
(affective)

852k

Low consumer
innovativeness

Perceived
usefulness

(cognitive) 5]k

Purchase -85
intention k

Perceived
enjoyment
(affective)

922 %¥%

£xp< 01, #¥%p<.001

- 1168 -



JHS 8 MHIA S 288 22101 g M el 2 HIKH &2l &0 it E
-OIHEEIY DICIO 21t OI1=2(TIME)E S8 O -
A, Fz2-gAd ol ARl v)Al= 4FE t] Ath= A8 A 235 (Park, 2004; Yang, 2012)
o QLo1 A Free i i} A|oF g 7t 2fol 5 HSe 2 A, &2 Aol A= Aol wa 1A F ks

I Ay’ F7HE(AY’=5.177, Adf=1)°] Adf=19] 7]3¢l
3.845 T AKX HR7}FH|RE Zo] 5 Hol= Ao
AU =, SHIAF A4 R TH(B=484%%)0]
A (p=326**)0] vl FTA-EH o2 7t dF
AAE o A Azsh= o] 2QlE o] 7Hd 7-19]
A A = Ak g o g, A2t 8/ o] Ful o=
o vjAl= &l oA Free L3 i} A oF L g H
2ol 5 S Ak AY’ T 7HE(AY’=5.733, Adf=1)
ol frojwlstA vetu 28 a7t A5 5 ok thAl
o A, xR} S A LR TH(p=.675%**) o] A H T
(B=s511***)Ho} 2|24 [-§4d o= AT o=
7hH okl = Ao 2 gl E o] 7hd 7-57F A A E §
o opR e 2, S 5ol o =of v A= FFH
off $LofA] Free &1} Al eF g It 2ol & A5 A
I}, Ay’ Z7HE(A)=7.024, Adf=1)°] f-2]u|5}A] 1t
B 2 d et 45 E ok 28 HAd AT
(B=410%%)0] THTHB=267**) 2t} ZAH LS =4
Ay a5 S o7t B FolAl= A o= EelE o
7Hd 7-60] A A = k. A b -84 T FE 4]
A Al AR A A ZbE S7550] B S o=

& wol= AL R YEhET 1 9fol 744 7-2,7-3,7-4
= 2EAITE GERA] ok 712 E 2o

A A, an Ao wheh B R 2 9%

7h A5 ASE e WA, Faldo] w2 At

A28 o 2 et AAAANTS o A A

© AL R Yehyth B3 FAldo] w2 4nx

T84S = AL L= FAg0] B2 4]

=2

vl gl Fufj & =7} ol =], ol 8 gt A=
off thgt A= FHj Q=5 =Rkl B3
= APt WekE Zo] st 9tk (Kwon, 2013;
Yang, 2012). HHH, & A4 o] 2 AH|A}E0] 22 4
o) vle EA%E =7 Adst= 4 dS
] o) =7} ol = Aol ERIE o, o= A
Joll A ettt Aoet= v E A1 Hoj5al Qi)

PN N 2%
w1 rlo ob o <

B oiTo) Auts A me, dvx) B Ago] 2
2 Q44 Sl AZE §eAo] Pl m] o &
© GaFE e vehyglon 8ol Hees 14
4 27l A\2hE ZA o] Trhelmo] o e Ao
2 btk X208 -84, 1245 24T S
oz ote] AL HAA o] W ATt £ 4

o WA W] 0 A R WL, H Ao o
o anlAEo] B9 2 W o] ol of Ak
A7} Y2tk Moon and Kim(2001)-2& € =¢fol=
U 5] e Aol A A A 2219l §3540] 9
AH 22191 84 BTk AL golEo] o 2 G v
Zlthar 314 © 1, Suh and Seong(2004)= 721 9] &
A/gdo] JIEYl 439 F-84 k= X2+
o7 AprEiths Ak Bel Ttk 414
N R L EESE RS
o5k gtk 2 AT Aupol A LA H Al
-2 QA A 9k, A T2 7 A vk-g-o]
Sofl & fofulg L A7 e,
of A 4= 7H A Q1 FEFHAE Holal 9l
2 5L Aol ue oh2 A epy
Lol (Agarwal & Prasad, 1998), 2 ¢1419] S
£ Aol el 5% ] 74HIE Ay
& wletol A 2 Ejo] theht 2Tkl 5 9tk Sy
B A oll= gt 7 Eo] HgEe v A9
of| whe} IR A, B A, P5A v A=
oba 4 91& Aol

o

o O i oo

¥=)
e

r

170)

(L ooft ox
& 2 N o) o rlo X g

B
=

S0

0 ox 3o
N,

=2

>

Ao
=

)
ridt

2
2

2~
e

w2 B

e
o
i)
”

re
BT
rir

=
>

>,
<
=

%3
o
B o

z

RORRY

o

=
¥
W oE

1B g 2

o
o N,
% Ho ot
:?_1‘_"
|o
e
i)

op
ol
o
£
& &

D)
S
i
offt
o
H
ox.

:cl>1_v1
B~
>
=
olo
=2
rr

2
> T

o2 2 o)

O ox o
olN
)

fu

N

N

o |o
=

ofl .
N

B0
E
x
3
ol
filo
=
o
lo
fu
o
kW

lo
H
a
alls
_\?_L
.
&

3 8

U
N
o
i)
oft
o
H
o
o
2 o
AN I
it

=2
=]
>
rr
of}
X
l'oll
b)
X oo
&
>

fo oy
lo W
oxl N
N
of
ook
filo
o 2 ox 2

> ox HU
o
Lo
o
2
oy
o
_|>i

2oy rlo

(
>
= =

o

B e
rie ;l
d
O
i mo b
N
O E

)
rlo

oX 2 X O oo

oo
o X o0
for N

o
[
=)
ol
i)
do M 2 fF
re
o
38
o e

o2 o e
oo
S

el 27]

o
)
N
fn =g
Jo
Mo
-
=)
lo
H1
=2

- 1169 -



3Kl Vol. 47 No. 6, 2023

o)

‘0, of
ol

o

=
o
&
.
)

B~

=
R

= oX

N

™ oy H

4 s
o
lo
o
)
)
it
By 2
o
o °.‘>':
B 4 e
oA =W
ox 1o 1 e
of kL HI 2

v
1o
ot
o
o, [
}otl
B
oo
oX
o
i
)
-
=
=
N
o o W
of — T
o
18 =
N rr
)

oA .
i oox L o

>
S
it
@ Jo
op
ol
o
-
£
lo
H
2
2o

o

o
=
B
I

R CE IR
o tepideh.
P oo Ay
FATE 7)129 7]

X o o
Hif oo H 4

o rorlo 2 3@

ol |

o

e
re
-
1o
i
_\:-_(‘
rr
il
oo
i)
i

o 3, 2 A7 Y
S5 grag 1 ee AT AERER
n|tjo] A1} o] Z(TIME)< vl A%} 4]
7F Y A5 AFste] sHE A J9S A=
g 2] 2]7} Qlt}. TAM, extended TAM I} -2 7| &44
SRS AFgako] P E I L 7)) g 4
A &S aEAYATEL G, & A= sk
u|tj o] 544 RFg3lo] TIME(Sundar et al., 2015)
A g3 ik, 2 71k a) e ol 4 TIMES 283 217
= ZA 3t (Lee et al., 2021; Tawira & Ivanov, 2023),
T AHAE e ® A3 E At neg A%
otk A2 AL, SAIY, A4, X4H &
A, 2248 2718, T R 2 ool A w Y S

Stal o] E 7 BAE W 2N, HeE T HHA I
gk 72 0] M4 ZAS Y &, 7

of
=

‘

=

f|rt
=
rr
a

i
X

o
fil

i

i
Ir

>=
T T | T
Ay o] )7k W5 G e o] AAARLE Bef &
H 7 9§05 o] o] ZITHs o] 24 Bl TIMES A%
o.M, FF AT Dol T Byle Avl4 A7
S Algstainh 4, 7 Pl df

S T o T [}
e Eu g, w2 WS B8 ste] A
o] SATH(Kim & Yang, 2021). 7Hg ¥ & #H&l o) A

= AR A T AR O R S
= 312 %9l 31(Kang & Park, 2020; Park, 2022) %4 1
T2 AR Aot TAM 2dE 7|Hhe = 5f¢lrt
(Yin, 2019). o]0l &£ A= TIMES 7|HFo 2 A4k
Fe st aHA HAE Y AT EFH SO R
M 7HdE R HE B2 A o3 o g WR T

Sh= gl 714 = Atk 28] 2 Aol 54 3] A
Aokl Qe vhE Led B2 A 7dES 22
AU AES 3 Aoz T Y MU A wo)
Aolar gl 7HF T | Al B A 0] 8- of 2] 27]
cHA o] U(Lavoye et al., 2021), ko 2 A&+ 714 o]
ASEH I = UE WA 7IdES & A 2E
ghgoto] an|AEL] T Auls 488 93t
AeFA AL v sk vl =] 2 4 9l Zlolth
A, 2282 A/ of| whe) A5 A ol A FaFE 2t
o|7F o= Rl & A9 A= 7 S0l &n[A

=] 02 Alek Aeke TAFSHE o Egol 9 4
oleh. 84l 4o] & 2H A5 84l Ho] e L]
Aol 3] A58
27 A7k, -84 A7 Qg T ol w7t o
& 0% thehgteh v, ® A4 o] v

A0l 2 avAE HE] 242 A A

rkr
1 flo
+
Jhu
inj
-
=
1o
ki
N
Hir
el
N
Ir
Y
o
g
o
o)
o
i

T =
2ol et A7 25 ol Bh2l &vfAk A

il
rl

4 e
o
o
T
2
]
il
=
o
2]
ox

1o
o

(1t Jo
N
o> 9
<l
ol
o
)

ol mlo

M2 gl mlo Ny nok
£ jo o
£
o) [ ot 3o
rlot o .
o L |
oS
my [0
o ox
I

X X

2

of
ok
[
-
=)
1o
H1
]
o2k
o
>,
N
o
ol

R 1<K
O b foi fllo x

i)
1o o fo mx W W
(0]

rr rle H

s
jus)
>
i
o,
o
po)
o
oM,
o
20 X
oo
oX,

Ko
!

M ox
_O|L
ol
oY, oN
o
=2
rr
rlo
o
(o
B
ol
2
o
N
o
=y
o,
o

B
off 1IN
¥ Hir

o

>
12
R
o
D
=)
é
i
ox
=
o B

f
N
_c‘>1dv

of
bt

o
P
o
> o
Y
o
o
|
iy
e
b
rir
5
)
ko
[
|rt
2

2 odo op |o mo Lrr M o off At M kL rlo

==
v
o o I

N
>

1

e

ofl 2} 2ol A4 E Au2 48] Gt
©) 37} 33 E ot ¥ AT ko

g w4 pal

& A YA T che T 2 GAZ

2:—->i£
2 g oz oox P

AL Lok
frodo b

)

>
o fi
e
-
rr
o
)
e
>.
oL,
2
o
~
i
H
)
2
e
>

flr o> m
| IO
il xo
N

AL
ol

= M, 7871 A2 230t o4 4]
A= of At AiE dutalstr ol =
A P e B I S I e e e
Fo] FF Aol A e vt A=, 4,
= LR A IS dart
Aol A= vk Falgelzt
ofE k=, nlAke] A

Fol Pol@ 4 glonw

ol ot oo !
o

SuR =)

A

o

RE D o

flo 12 ol

Pi w12 |
X

w2

Morfr 30 XN oox @ X0 oo &
ol
N
-

:
[
o2 gz
oo
)
(‘g o re
e

2

- 1170 -



HSIE MHIAS &858 22101 SE MM Ol A HIXH &2l It A
-OIHSEIY DICIO 21t OIE(TIME)E S&IC=-
cheret 2o 4TS HASeiE vt ok Al 6. MXte| 7|04
A, 2 A dE2AE A ASE=S MNP s Yi= 23 g 2o} floE HAS 22 Ugshg i, WY
et FYAS ARSIE O, SHAEL o2 LB AR AR S TR L0, KWL A7
- = - - - _ 33:]_'.1‘_.—_%0 B3 W 2] 7790] &AL thi}g od%.gg
AR T 07 A HS B See ol g A e e e
SRS B4 AT SHAT RS A3 T
Ao A b2 4 glom, ol a7k Ad ke 7.%4% Ys
B2 ous AO A ReA Z A, AAA Y E 9 HEH ST e ATY, dF s
Lo L _ _ Y St dledst fAAdF, AA
w0l dhgt 2ol A% 7 Wekis ARk Hol7} CEE Sue e fHe Ba
U&7 AT FF Ao A= Pt A AA A
Al Algdlol S Fall A7t o] Fol A of & Aot
A, 2 Ao e AZE YFREg ador 4 References
RG4S Dtk AT 5
/\l }\é‘% %OE]@— 6‘]--?—4 »]V_%]_—Q_E Hi Cﬂ:[’-E alx] t‘l_}-’ ‘1?5]: Abuhamdeh, S., & Csikszentmihalyi, M. (2012). Attentional
_ involvement and intrinsic motivation. Motivation and Emo-
S A3e A AFE 2R A 0] 519] 2} o 2 ZAJA]
d i el 1 ee e 2l skel 2l =178 tion, 36, 257-267. https://doi.org/10.1007/s11031-011-925
& A5 = Bk E o] T 11Q) o) elof th 2|7 v
HA5REA aglo] & 4= Qlrk kA, FF A Agarwal, R., & Karahanna, E. (2000). Time flies when you're
TFol A= X2t FFHEg 5He adef et o having fun: Cognitive absorption and beliefs about informa-
Adt AZ3) A Lo] WQst Aoz AzZtECH ThA A, tion technology usage. MIS Quarterly, 665-694. https://doi.
B QATE 2UA S-S el o) QA Y 0re/10.2307/323095]
© 7}0] FHA|= AFH B %] 91 o] S ukSo] HE 2] uF Agzrv;al',:{., &fPrasad, Ji(.1998).t{\ conce;.)tu;: ar(ljd opev:rati;)r'lal
_ _ efinition of personal innovativeness in the domain of in-
Keiye) o) AR 3o 1A ol o
o= olefAl= A7 mE S ARG LE, B formation technology. Information Systems Research, 9(2),
S =0 i 5 o ) .
AP A5 AAH, 484, FE4 o2 2 o] 204-215. https://doi.org/10.1287/isre.9.2.204
A= 9F A S22 444, A4, P s g o= Bae, S. B. (2014). The effects of the experience of using aug-
oloj X = F&F WA E Am R Qith Au|Fe] A mented reality fashion products on purchase intention: Fo-
AR o] XA, AR A ZHo| BetF o g Hrig 2 cused 0}’.1 extended technol.ogy acceptance model‘(ET/%]\/l)
Thebe Aa) o2 23 akol(Lee etal, 2021) A& []I(anubllshed master's thesis]. He(myang Cyber Umversnyl.f
- - . = Baek, T. H., Yoo, C. Y., & Yoon, S. (2018). Augment yourse
B TSRO, & Aol A= ol M 2t . P -
42101 SFTAZ A i 1 g 7} 01 Aol ok through virtual mirror: The impact of self-viewing and nar-
AL SFAAS A= = A cissism on consumer responses. International Journal of Ad-
vertising, 37(3), 421-439. https://doi.org/10.1080/0265048
7.2016.1244887
1. AR} Bagozzi, R. P., Yi, Y., & Phillips, L. W. (1991). Assessing con-

Ak gle

2.7 Re
A 88

3.HlolE ¥ X2 Jt8Y
Ak 9l

oo

4. 0|3 2H &5
AR 35

5. 71| X
AR s

struct validity in organizational research. Administrative
Science Quarterly, 36(3), 421-458. https://doi.org/10.2307/
2393203

Beck, M., & Crié, D. (2018). I virtually try it... I want it! Vir-
tual fitting room: A tool to increase on-line and oft-line ex-
ploratory behavior, patronage and purchase intentions.
Journal of Retailing and Consumer Services, 40, 279-286.
https://doi.org/10.1016/j.jretconser.2016.08.006

Bettman, J. R., & Park, C. W. (1980). Effects of prior knowl-
edge and experience and phase of the choice process on
consumer decision processes: A protocol analysis. Journal
of Consumer Research, 7(3), 234-248. https://doi.org/10.10
86/208812

- 1171 -



Vol. 47 No. 6, 2023

Caboni, F., & Hagberg, J. (2019). Augmented reality in retail-
ing: A review of features, applications and value. Interna-
tional Journal of Retail & Distribution Management, 47(11),
1125-1140. https://doi.org/10.1108/IJRDM-12-2018-0263

Chau, P. Y. K. (1996). An empirical assessment of a modified
technology acceptance model. Journal of Management In-
formation Systems, 13(2), 185-204. https://doi.org/10.1080/
07421222.1996.11518128

Chen, Y., Fay, S., & Wang, Q. (2011). The role of marketing in
social media: How online consumer reviews evolve. Jour-
nal of Interactive Marketing, 25(2), 85-94. https://doi.org/
10.1016/j.intmar.2011.01.003

Choi, J.-R., & Lim, S.-B. (2010). Virtual fitting solutions for di-
gital fashion in the ubiquitous environment. Journal of Digi-
tal Contents Society, 11(3), 299-306. https://www-dbpia-co
-kr.proxy.cau.ac.kr/journal/articleDetail?nodeId=NODE02
269176

Choi, W., Kim, H. Y., & Park, M. (2021). Effects of shopping
motivation and telepresence in VR fitting room applications
on consumer response. Fashion & Textile Research Journal,
23(5), 611-623. https://doi.org/10.5805/SFT1.2021.23.5.611

Davis, F. D. (1989). Perceived usefulness, perceived ease of use,
and user acceptance of information technology. MIS Quar-
terly, 13(3), 319-340. https://doi.org/10.2307/249008

Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995). Consu-
mer behavior (6th ed.). Dryden Press.

Eum, H. M. (2014). Study of mobile media augmented reality
usability evaluation factors for imaginary fitting experience
[Unpublished master's thesis]. Hongik University.

Evans, S. K., Pearce, K. E., Vitak, J., & Treem, J. W. (2017). Ex-
plicating affordances: A conceptual framework for unders-

tanding affordances in communication research. Journal of

Computer-Mediated Communication, 22(1), 35-52. https://
doi.org/10.1111/jcc4.12180

Fiore, A. M., Kim, J., & Lee, H.-H. (2005). Effect of image in-
teractivity technology on consumer responses toward the on-
line retailer. Journal of Interactive Marketing, 19(3), 38-53.
https://doi.org/10.1002/dir.20042

Fornell, C., & Larcker, D. F. (1981). Structural equation models
with unobservable variables and measurement error: Algebra
and statistics. Journal of Marketing Research, 18(3), 38-53.
https://doi.org/10.1177/002224378101800313

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-
WOM Scale: Word-of-mouth measurement scale for e-servi-
ces context. Canadian Journal of Administrative Sciences/
Revue Canadienne des Sciences de l'Administration, 27(1),
5-23. https://doi.org/10.1002/cjas.129

Han, J. S., & Youm, D. S. (2014). The influence of evaluation
elements of mobile location based advertising on user satis-

faction: Focused on the moderating effects of user innovati-
veness. Journal Korea Society of Visual Design Forum, 44,
257-266. http://doi.org/10.21326/ksdt.2014..44.022

Han, S.-L., & An, M. (2019). Analysis of user telepresence and
behavioral intention in virtual reality shopping environment.
Journal of Channel and Retailing, 24(1), 51-71. https://doi.
org/10.17657/jcr.2019.01.31.3

Heo, C.-M. (2018). Structural relationship among presence, en-
joyment, brand attitude and purchase intention of augmented
reality-based sports brand advertising. Journal of Digital
Contents Society, 19(3), 461-470. http://doi.org/10.9728/dc
$.2018.19.3.461

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential
aspects of consumption: Consumer fantasies, feelings, and
fun. Journal of Consumer Research, 9(2), 132—140. https://
doi.org/10.1086/208906

Hwang, S., & Shin, S. (2013). The effects of the virtual avatar
fitting models for apparel e-commerce in consumer's purcha-
sing behavior: Comparing traditional model with virtual ava-
tar model. Journal of Fashion Business, 17(5), 57-69. https:
//doi.org/10.12940/jtb.2013.17.5.57

Javornik, A. (2016). ‘It's an illusion, but it looks real!”Consumer
affective, cognitive and behavioural responses to augmented
reality applications. Journal of Marketing Management, 32
(9-10), 987-1011. https://doi.org/10.1080/0267257X.2016.
1174726

Jhee, S. Y., & Han, S. L. (2022). The effect of MZ generation's
experiential value for mobile AR virtual fitting service on
emotional response, brand Image and behavioral Intention.
Journal of Consumer Studies, 33(6), 85—105. http://dx.doi.o
rg/10.35736/1CS.33.6.5

Ju, H., Lee, J. H., & Kim, Y. . (2020). Adult male consumer's
awareness and demand for virtual fitting system adoption in
online apparel shopping. Journal of Fashion Design, 20(4),
161-174. http://dx.doi.org/10.18652/2020.20.4.10

Kang, E. M., & Park, E. J. (2020). A study on the influence vari-
ables of purchasing intentions of apparel products using vir-
tual fitting. Journal of the Korean Society Design Culture, 26
(1), 1-13. https://doi.org/10.18208/ksdc.2020.26.1.1

Kim, A.R., & Yang, H. K. (2021). A Study on the perceived val-
ue and the intention to use of the robo-advisor: Moderating
effects of innovativeness and resistance to innovation. Fi-
nancial Planning Review, 14(2), 55-88. https://doi.org/10.3
6029/FPR.2021.05.14.2.55

Kim, D. J. (2022, November 7). ¢ /] /o] x| grof-i= vj #] oF
=R 7). FEEE TP A B E Y& Possi-
bility of choosing clothes that suit me even without trying
them on in person’ ... ‘Virtual fitting’ startups attracting at-
tention]. The Stock. https://www.the-stock.kr/news/article

- 1172 -



Jr8 1" MHIAE 2t &8t
=1

-QIE 2

=2ci2
100 21t

@
0

oMol 2~HIXE & el @0 itE
I2(TIME)S S&lO=-

View.html?idxno=17347

Kim, E. Y., Wu, Y. F.,, & Hwang, Y. M. (2022). The dimensionality
of perceived augmented reality technological attributes (AR
TA) in using the virtual fitting system: Testing hierarchical
factor structural models. Korean Journal of Human Ecology,
31(6), 753-768. http://dx.doi.org/10.5934/kjhe.2022.31.6.7
53

Kim, H., & Rhee, E. Y. (2001). Consumer segmentation of clo-
thing products by fashion conformity/innovativeness and
their reference groups. Journal of the Korean Society of Clo-
thing and Textiles, 25(7), 1341-1352. https://kiss-kstudy-co
m.proxy.cau.ac.kr/Detail/Ar?key=1815674

Kim, H.-J., & Lee, J.-W. (2021). Impact of multiview esports
broadcasting service' affordance on perceived innovative-
ness and continuous use intention. Korean Journal of Sport
Management, 26(1), 124—137. https://doi.org/10.31308/KS
SM.26.1.124

Kim, H. S. (2012). A study on the perceptual types of augmented
reality: Focused on concept of the embodied cognition. Jour-
nal of Korean Society for the Scientific Study of Subjectivity,
25,173-193.

Kim, J., & Forsythe, S. (2008). Adoption of virtual try-on tech-
nology for online apparel shopping. Journal of Interactive
Marketing, 22(2), 45-59. https://doi.org/10.1002/dir.20113

Kim, J., & Park, E. (2019). Beyond coolness: Predicting the te-
chnology adoption of interactive wearable devices. Journal
of Retailing and Consumer Services, 49, 114—119. https://do
i.org/10.1016/j.jretconser.2019.03.013

Kim, T.-M., & Kim, T.-K. (2010). A study on development di-
rection of the advertisement which was applied augmented
reality: Focus on presence and satisfaction. Design Conver-
gence Study, 9(5), 59-68.

Klein, L. R. (2003). Creating virtual product experiences: The
role of telepresence. Journal of Interactive Marketing, 17
(1), 41-55. https://doi.org/10.1002/dir.10046

Kwon, S.-J. (2013). Moderating effects of personal innovative-
ness in mobile banking service. The Journal of Information
Systems, 22(1), 201-223. http://dx.doi.org/10.5859/K AIS.2
013.22.1.199

Kwon, W.-S., & Lennon, S. J. (2009). Reciprocal effects between
multichannel retailers' offline and online brand images. Jour-
nal of Retailing, 85(3), 376-390. https://doi.org/10.1016/j.j
retai.2009.05.011

Lavoye, V., Mero, J., & Tarkiainen, A. (2021). Consumer beha-
vior with augmented reality in retail: A review and research
agenda. The International Review of Retail, Distribution
and Consumer Research, 31(3), 299-329. https://doi.org/1
0.1080/09593969.2021.1901765.

Lee, C. W. (2012). The study on expandability of augmented

reality application based on smart media. Journal of the Ko-
rean Society Design Culture, 18(4), 485-495.

Lee, H., & Leonas, K. (2018). Consumer experiences, the key
to survive in an omni-channel environment: Use of virtual
technology. Journal of Textile and Apparel, Technology and
Management, 10(3), 1-23. https://jtatm.textiles.ncsu.edu/in
dex.php/JTATM/article/view/13353

Lee, H., & Xu, Y. (2020). Classification of virtual fitting room
technologies in the fashion industry: From the perspective
of consumer experience. International Journal of Fashion
Design, Technology and Education, 13(1), 1-10. https://doi.
org/10.1080/17543266.2019.1657505

Lee, H., Xu, Y., & Li, A. (2020). Technology visibility and con-
sumer adoption of virtual fitting rooms (VFRs): A cross-cul-
tural comparison of Chinese and Korean consumers. Journal
of Fashion Marketing and Management: An International
Journal, 24(2), 175-194. https://doi.org/10.1108/JFMM-01
-2019-0016

Lee, H., Xu, Y., & Porterfield, A. (2021). Consumers' adoption
of AR-based virtual fitting rooms: From the perspective of
theory of interactive media effects. Journal of Fashion Mar-
keting and Management: An International Journal, 25(1),
45-62. https://doi.org/10.1108/JFMM-05-2019-0092

Lee, H., Xu, Y., & Porterfield, A. (2022). Virtual fitting rooms
for online apparel shopping: An exploration of consumer per-
ceptions. Family and Consumer Sciences Research Journal,
50(3), 189-204. https://doi.org/10.1111/fcsr.12428

Lee, H.-J., & Kim, J. (2022). Cognitive, affective and behavio-
ral responses based on consumer service preferences: A case
of in-store kiosks. Korean Journal of Human Ecology, 31
(1), 65-80. http://dx.doi.org/10.5934/kjhe.2022.31.1.65

Lee, H. S. (2015). The impact of value and trust on smart cloth-
ing to consumer behavior [Unpublished master's thesis]. Pu-
san National University.

Lee, J. Y., & Choi, Y. (2012). A study on acceptance factors of
smart TV. Korean Journal of Broadcasting and Telecommu-
nication Studies, 26(4), 386—430.

Lee, K. M., & Hwang, S. J. (2014). The trends of the digital me-
dia convergence experiential marketing in the fashion indus-
try: Centered on domestic and foreign store-type fashion re-
tail shop. Journal of Korean Society of Media & Arts, 12(1),
129-144. https://doi.org/10.14728/KCP.2014.12.01.129

Lee, S. (2018). Investigating antecedents and outcome of telep-
resence on a hotel's website. International Journal of Con-
temporary Hospitality Management, 30(2), 757-775. https:
//doi.org/10.1108/IJCHM-12-2015-0722

Lee, S.-B., Lee, Y.-K., & Park, C. (2017). The impact of SNG
characteristics through flow and satisfaction on stickiness.
The Journal of Cultural Policy, 31(2), 138-161.

- 1173 -



Vol. 47 No. 6, 2023

Lee, S. H. (2014). 4 study on the influence of SNS acceptance
incentives and characteristics to the consistent use intent of
it by using TAM (Technology Aceptance Mdel) [Unpubli-
shed doctoral desertation]. Donge Eui University.

Lee, S. M., & Chen, L. (2010). The impact of flow on online con-
sumer behavior. Journal of Computer Information Systems,
50(4), 1-10. https://doi.org/10.1080/08874417.2010.11645
425

Li, A., & Xu, Y. (2020). A study of Chinese consumers' adop-
tion behaviour toward virtual fitting rooms. International
Journal of Fashion Design, Technology and Education, 13
(2), 140-149. https://doi.org/10.1080/17543266.2020.1758
798

Li, H., Gupta, A., Zhang, J., & Flor, N. (2020). Who will use
augmented reality? An integrated approach based on text
analytics and field survey. European Journal of Operational
Research, 281(3), 502-516. https://doi.org/10.1016/j.ejor.2
018.10.019

Lim, H. E. (2023, February 1). 2/ :22}0/4: 3206 & < S5 F/
o ... oJ & - E90% 5 A S 7}F[Last year, online shopping
amounted to 206 trillion won, the highest ever... Travel and
transportation increased by over 90%]. Newsis. https://mo
bile.newsis.com/view.html?ar_id=NISX20230201_00021
77174

MacKenzie, S. B., & Lutz, R. J. (1989). An empirical exami-
nation of the structural antecedents of attitude toward the ad
in an advertising pretesting context. Journal of Marketing,
53(2), 48-65. https://doi.org/10.1177/002224298905300204

Merle, A., Senecal, S., & St-Onge, A. (2012). Whether and how
virtual try-on influences consumer responses to an apparel
web site. International Journal of Electronic Commerce, 16
(3), 41-64. https://doi.org/10.2753/JEC1086-4415160302

Mollen, A., & Wilson, H. (2010). Engagement, telepresence and
interactivity in online consumer experience: Reconciling
scholastic and managerial perspectives. Journal of Business
Research, 63(9-10), 919-925. https://doi.org/10.1016/j.jbus
1es.2009.05.014

Moon, J.-W., & Kim, Y.-G. (2001). Extending the TAM for a
world-wide-web context. Information & Management, 38
(4), 217-230. https://doi.org/10.1016/S0378-7206(00)00061-6

Niu, M. (2020). Application of intelligent virtual reality tech-
nology in clothing virtual wear and color saturation after
COVID-19 epidemic situation. Journal of Intelligent & Fuzzy
Systems, 39(6), 8943-8951. https://doi.org/10.3233/JIFS-1
89292

Oakey, R. P. (2013). Open innovation and its relevance to in-
dustrial research and development: The case of high-tech-
nology small firms. International Small Business Journal,
31(3), 319-336. https://doi.org/10.1177/0266242612458942

O'Cass, A. (2004). Fashion clothing consumption: Antecedents
and consequences of fashion clothing involvement. Euro-
pean Journal of Marketing, 38(7), 869—882. https://doi.org/
10.1108/03090560410539294

Oh, H. (2015). A study of factors affecting the adoption inten-
tion of mobile easy payment service. Journal of Financial
Consumers, 5(1), 33—64.

Oum, S., & Han, D. (2011). An empirical study of the determi-
nants of the intention to participate in user-created contents
(UCC) services. Expert Systems with Applications, 38(12),
15110-15121. https://doi.org/10.1016/j.eswa.2011.05.098

Pace, S. (2004). A grounded theory of the flow experiences of
Web users. International Journal of Human-Computer Stu-
dies, 60(3), 327-363. https://doi.org/10.1016/j.ijhcs.2003.0
8.005

Pachoulakis, 1., & Kapetanakis, K. (2012). Augmented reality
platforms for virtual fitting rooms. The International Jour-
nal of Multimedia & Its Applications, 4(4), 35-46.

Park, H., & Kim, S. (2023). Do augmented and virtual reality
technologies increase consumers' purchase intentions? The
role of cognitive elaboration and shopping goals. Clothing
and Textiles Research Journal, 41(2), 91-106. https://doi.o
rg/10.1177/0887302X21994287

Park, J., & Choi, E. (2018). Influence of VR visual cognitive
factors on VR contents cognition and presence. Journal of
the Korea Institute of Information & Communication En-
gineering, 22(7), 985-992. https://doi.org/10.6109/jkiice.
2018.22.7.985

Park, J., Stoel, L., & Lennon, S. J. (2008). Cognitive, affective
and conative responses to visual simulation: The effects of
rotation in online product presentation. Journal of Con-
sumer Behaviour: An International Research Review, 7(1),
72-87. https://doi.org/10.1002/cb.237

Park, J.-E. (2022). A study on the continuously intention to use
of sportswear virtual fitting application. The Korea Journal
of Sports Science, 31(2), 87-99. https://doi.org/10.35159/kj
$5.2022.4.31.2.87

Park, J. H., & Stoel, L. (2002). Apparel shopping on the Inter-
net: Information availability on US apparel merchant web
sites. Journal of Fashion Marketing and Management: An
International Journal, 6(2), 158-176. https://doi.org/10.11
08/13612020210429908

Park, J.-J. (2004). The impact of the consumer's innovativeness
on online shopping behavior: Based on the Technology Ac-
ceptance Model. Advertising Research, (63), 79-101.

Park, J.-S., Hyun, J., Fairhurst, A., & Lee, K.-H. (2012). Percep-
tions of presence as antecedents to e-tail shopping: An ex-
tended technology acceptance model. The Research Journal
of the Costume Culture, 20(3), 451-462.

- 1174 -



MY TIE MHIAS
-QIE 2

5l

2
Iitol

sl
=S
=N

ctol
St

@
0

oMol 2~HIXE & el @0 itE
I2(TIME)S S&lO=-

Plotkina, D., & Saurel, H. (2019). Me or just like me? The role
of virtual try-on and physical appearance in apparel M-
retailing. Journal of Retailing and Consumer Services, 51,
362-377. https://doi.org/10.1016/j.jretconser.2019.07.002

Shim, S., & Drake, M. F. (1990). Consumer intention to pur-
chase apparel by mail order: Beliefs, attitude, and decision
process variables. Clothing and Textiles Research Journal,
9(1), 18-26. https://doi.org/10.1177/0887302X9000900103

Shin, S.-Y. (2010). 4 study on the effect of personal charac-
teristics and innovative service characteristics of smart
phones on accepting attitude [Unpublished master's thesis].
Hongik University.

Shim, M., Kim, E., Oh, H., & Kim, B. (2012). Users' perception
of 'smartness' is in media. Korean Journal of Broadcasting
and Telecommunication Studies, 26(3), 255-297.

So, J. 1., & Kim, S. H. (2013). The effects of augmented reality
fashion application on pleasure, satisfaction and behavioral
intention. The Costume Culture Association, 21(6), 810-826.
https://doi.org/10.7741/tjcc.2013.21.6.810

Son, M.-S., Han, K.-S., An, Y.-J., & Kim, S.-Y. (2019). A study
on the major factors affecting the intention to use the AR
virtual fitting system. Journal of Digital Contents Society,
20(5), 991-1000. https://doi.org/10.9728/dcs.2019.20.5.991

Song, K., Fiore, A. M., & Park, J. (2007). Telepresence and fan-
tasy in online apparel shopping experience. Journal of Fa-
shion Marketing and Management: An International Jour-
nal, 11(4), 553-570. https://doi.org/10.1108/136120207108
24607

Song, N.-E., Jung H.-M., & Kim, B.-Y. (2022). Effect of per-
ceived consumption value on flow and patronage intention
in online luxury shopping: Comparison of group differences
according to social risk and COVID-19 risk. Journal of
Consumption Culture, 25(2), 37-59. https://doi.org/10.17
053/jcc.2022.25.2.003

Steenkamp, J.-B. E., Ter Hofstede, F., & Wedel, M. (1999). A
cross-national investigation into the individual and national
cultural antecedents of consumer innovativeness. Journal of
Marketing, 63(2), 55-69. https://doi.org/10.1177/00222429
9906300204

Steuer, J., Biocca, F., & Levy, M. R. (1995). Defining virtual
reality: Dimensions determining telepresence. In F. Biocca,
& M. R. Levy (Eds.), Communication in the age of virtual
reality (pp. 33-39). Routledge.

Suh, K.-S., & Chang, S. (2006). User interfaces and consumer
perceptions of online stores: The role of telepresence. Beha-
viour & Information Technology, 25(2), 99—113. https://doi.
org/10.1080/01449290500330398

Suh, C.-K., & Seong, S.-J. (2004). Individual characteristics
affecting user's intention to use internet shopping mall. The

Korea Society of Management Information Systems, 14(3),
1-22. https://koreascience.kr/article/JAK 0200416638000
163.page

Sundar, S. S., Jia, H., Waddell, T. F., & Huang, Y. (2015). To-
ward a theory of interactive media effects (TIME) four mo-
dels for explaining how interface features affect user psy-
chology. In S. S. Sundar (Ed.), The handbook of the psycho-
logy of communication technology (pp. 47-86). Whiley-
Blakwell. https://doi.org/10.1002/9781118426456.ch3

Sundar, S. S., Xu, Q., & Bellur, S. (2010, April 10-15). De-
signing interactivity in media interfaces: A communications
perspective [Paper presentation]. Conference on Human
Factors in Computing Systems, Atlanta, GA, United States.
https://doi.org/10.1145/1753326.1753666

Tawira, L., & Ivanov, A. (2023). Leveraging personalization
and customization affordances of virtual try-on apps for a
new model in apparel m-shopping. Asia Pacific Journal of
Marketing and Logistics, 35(2), 451-471. https://doi.org/
10.1108/APJML-09-2021-0652

Van der Heijden, H., & Serensen, L. S. (2003, June 16-21).
Measuring attitudes towards mobile information services:
An empirical validation of the HED/UT scale [Paper pre-
sentation]. European Conference on Information Systems,
Naples, Italy.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003).
User acceptance of information technology: Toward a uni-
fied view. MIS Quarterly, 27(3), 425-478. https://doi.org/
10.2307/30036540

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer accep-
tance and use of information technology: Extending the
unified theory of acceptance and use of technology. MIS
Quarterly, 36(1), 157-178. https://doi.org/10.2307/41410
412

Wei, N., & Li, Z. (2021). Telepresence and interactivity in mo-
bile learning system: Its relation with open innovation.
Journal of Open Innovation: Technology, Market, and Com-
plexity, 7(1), 78. https://doi.org/10.3390/joitmc7010078

Wu, G., & Wu, G. (2006). Conceptualizing and measuring the
perceived interactivity of websites. Journal of Current Issues
& Research in Advertising, 28(1), 87-104. https://doi.org/1
0.1080/10641734.2006.10505193

Yang, H., & Park, C. K. (2012). The effect of technology readi-
ness, fashion innovativeness, and participation level per-
ception on acceptance intention of 3D virtual fitting sys-
tems. Journal of the Korean Society of Clothing and Tex-
tiles, 36(3), 269-281. http://dx.doi.org/10.5850/JKSCT.20
12.36.3.269

Yang, K. (2012). Consumer technology traits in determining
mobile shopping adoption: An application of the extended

- 1175 -



Vol. 47 No. 6, 2023

theory of planned behavior. Journal of Retailing and Con-
sumer Services, 19(5), 484—491. https://doi.org/10.1016/
j-jretconser.2012.06.00310

Yim, M. Y.-C., Chu, S.-C., & Sauer, P. L. (2017). Is augmented
reality technology an effective tool for e-commerce? An
interactivity and vividness perspective. Journal of Inter-
active Marketing, 39(1), 89-103. https://doi.org/10.1016/
j.intmar.2017.04.001

Yin, X.-L. (2019). The effects of virtual fitting characteristics
based on augmented reality on use intention and purchase
intention of fashion products by Chinese consumers: Fo-
cused on technology acceptance model [Unpublished mas-
ter's thesis]. Konkuk University.

Yoon, J.-H. (2013). A study of effects of ICT media charac-

teristics and personal innovativeness on communication

interaction ICT. Management & Information Systems Re-
view, 32(2), 193-212. https://doi.org/10.29214/damis.2013.
32.2.009

Yu, J. P. (2012). 2R 852/ 2 d] 7 7 o/3) [Structural equ-
ation model concept and understanding]. Hannarae Publi-
shing.

Yu, U.-J., & Damhorst, M. L. (2015). Body satisfaction as ante-
cedent to virtual product experience in an online apparel
shopping context. Clothing and Textiles Research Journal,
33(1), 3—18. https://doi.org/10.1177/0887302X14556150

Zaman, M., Anandarajan, M., & Dai, Q. (2010). Experiencing
flow with instant messaging and its facilitating role on
creative behaviors. Computers in Human Behavior, 26(5),
1009-1018. https://doi.org/10.1016/j.chb.2010.03.001

- 1176 ~




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


