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Abstract

This study utilized the unified theory of acceptance and use of technology 2
(UTAUT2) to examine usage intentions associated with virtual fitting services. Six
independent variables were examined: performance expectancy, effort expectancy,
social influence, facilitating conditions, hedonic motivation, and habit. The study
collected responses from 445 participants who had utilized virtual fitting services.
Regarding factors related to usage intentions associated with these services, perfor-
mance expectancy and social influence were found to significantly influence the usage
intentions associated with photo-based virtual fitting services. Furthermore, performance
expectancy, social influence, and habit significantly influenced the usage intention of
avatar-based virtual fitting services. This suggests that higher levels of performance
expectancy and social influence positively impact the usage intentions associated with
both types of virtual fitting services, while habit influences only avatar-based virtual
fitting services. Moreover, the findings confirm that effort expectancy, facilitating
conditions, and hedonic motivation from UTAUT2 do not significantly influence usage
intentions associated with virtual fitting services. By analyzing factors influencing
potential customers’ virtual fitting service usage intentions, this study can suggest
effective strategies to increase usage intentions for companies providing virtual fitting
services. Additionally, these findings can be utilized in the formulation of virtual
fitting service marketing strategies.

Keywords: UTAUT2(BFEFE B8} 7]a & 2 H), virtual fitting(7}¢F HE), usage
intention(AFE&-9)%), VR(ZFER), AR(SEZE L)

Copyright©2023, The Costume Culture Association. All rights reserved.

— 489 -



80 Mg WY Aulz ABoEe] G nlXE 89l T

I. Introduction

A EAA LR = 2023 AR AR &43) 7]
o= w4 H A (tech) A HAE AES &FUY
ot YA g Aol 73 w9 (virtual fitting) 2} A
o murY, 20l E9E A5 ARaA Y] gAE
sP7F 23t o 2Rt A2 @A s Aol 20
A3t 1A AYE ATotuA Z74E A (augmented
reality: AR), 7 &4 (virtual reality: VR) 52 A17]
S5 ZAT AHAE FHTHs T5F W Ao
2 E 5 Qlthk(Lee, 2023).

MZAIHE SHoE FE3] A6k e =222l
WA AP 7S 3" ABIAE B AvAREo] Al
379 AoF glo] AFS AHE3HE & ULE AH|A
£ Algste WFoE Halstal ek 53] ol EA
o] d(application)& &3l 24 wiol 714 kit 4
FZ A8 He ARG, AREAS] AABEE 7S
ofHteto] Ag35to] of] AEAY R 2GS & &
= VR 718Ee] o AE|A AR7E FH solual
Atk 7MY 3 A A 2HAPE F3ES] A9F glo]
RS 7MIo R A8 BorH &% AR
T2 4 AUtk S 2L Qth(Lee, 2012). 71 1
B AHAE U o WabHoA =45l L
A5 AAE AT & oplERE Agste] st
22 7o R 2o B v AHE vlE] Z2lst
= AHIAE B3 4BAEC] AR AES YoliA|
ot FZHES & 4 Ue 2L dite g 35

w3 QJth(Kim & Park, 2019).

53] 2okel 4B 20 AW HES FY
sha 2gslnA Tatths gl k. ol 9

uj

Z2st7] ffsf 2 =22 A ARollA= BrE
(bracketing)o] o5kl Ut BEH7|HS IFORE
HFethe £o8, 48R 28Rl £ EA A
R Fishr] 95 B TARQIY of2 Alel= ®
= g AE RSk, HFAH o R jF Ho] AET
Fost YA AL B HHESE ARS Wt
o} ol AHAIR Stojg &7 ¥ 23 "o, U
o7} & A EA|Z of7|5ta JTHS. M. Lee, 2022).
7V 19 AHlAE 2801 g EoA AHRTE A
goke AES AR Ags &+ Jicks 2AE 2

sto] EHE AW &HAke] Al AY B o] @

wAgolT

< Egs FH, H7gS UAste] SgETo®
YxS o Ut} ol &vRA 23 WY AT=

3t o] 37t & mMESU=E o]ofAA sh= Al
Z 7}X& 7}tk (Dennis et al., 2013). ESF @ x&}Q]
oA AFE Tl Al &BA B2 ARME 288 o
&t o AEFES €Yol YL gRlsfofF sk T
< AIF0R 24N 4= Qloh FToll= 7H ¥Y
ABA7F ARGALS] feolo] g7 fiste] ARESH
H3, 5ol FAE FA JAEHOIAE F55HaL A
tH(Kang & Park, 2020).

ojgA TAHI ABAENA FES AL =
7P B9 AH|ALE THSte] AR SHA Y] A
T= o435 v &Rt A7 olth(Chung & Dong, 2019).
weba o7 Aol Eok Al 7Y o| AfE|
29 AdA gk Asid 71eAQl SHE oty
2HAL] BN 7MY 1Y AR|AE dFste A
o] Zastrt olEjgt W o wet £ AFolAe 7t
g o AuE|Ao] His] ABARY] 7MY o' AH|A A
£of 3t AFE APt A; gk A mE AH|A
= ARI} VR 7]&& 7|HC & S AJH]A0|TH(Kim,
2017). wehA] & A HA2 ohZy} Aok 7MY o
B AHAE AR AHAE g er S &
&7l 78 2d 25 E85to] 7MY g8 A A0
gt ARESJ o] FFE vIAE [Rlo] His] YobE
A gk & A S BE M wE AHAE
&5t 719E9 AR Aol /-85t &8d
T A ARt

of
o
N
o

II. Background

1. Virtual fitting services

1) Definition of virtual fitting services

744 " AElao] Aol theat 2t Xu(2023)
£ 3D 71 Y Aulag AR A7 o4e <
olRi ANY AFHES 3D opuiet TL g vt
U olgsto] 714 g ol & AES SR A
H|AZ AHOJSTH(Choi, Lim, & Lee, 2009). & Yoo
and Jung(2019) 7H ML 119} o] HEE 4]
2ejolz} mistele] Az ety o gojatn
QJt}. Eum, Kim, and Kim(2013)2 &7 &4 7]49]
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7V 5" AR|AE @A AA ool Zeiel, muf
oA AFHE HALEF olmAE HA HoAF=
Ao Belshsirt ol A Yolud] oS AHE
& v ol AHY =7 % YA AT AL o
u]gtct. Kang and Park(2020)= 22HQIATOIA 7HA;
515 |27k A1) Aol ohd ofufeE THEol
WA} A1) Aolzst A9 B4 4ue Ak
M2} |Q19] 744 mdllo] & Alo] Mgt o
$8 AL 5 ATL YA, ol L2kl 714
% melolekl afef, AHA1e] AAAOIZ HHE wo)
Sto] ofutere AsHE FejE it olelat of
we igozRy fuE SEe 4BE BERd
Gg 7, 19 AL S Aol ABA
59} Tojelne] GG vAL Ao Uestin
HATh S 7HE 18 AHlaE 71EE E8sto] A
2 ARAIES doliA ¢ 7, AFH s AL
< dste B ARAE AuRittal FEg 4= 9
o @3] A¢E Bkt RS 7eske ARH
ZHelgk® AAZE olulA] 9ol ES FHEshe A, o
of7} MR} AskE o|u| A ofEtErst st A7t
A BT 7MY oY Aulag BREh

o
a
4

2) Classification of virtual fitting services

Kang and Park(2020)9] APATFAE FHY] &
ool BN ABHE 7 3P A2 3ol
2714 §POR BRALT shgct. ol BA=o|A
AA Aoz AFshz otHer AR HE AR &
Qlo] Z}Al9] IZFS JREsto] The A7] AR 2E
2 FH Lee and Huh(2014) Aol A= 7H =
2 AuA ol o2 fHERE S 9 TR
OJAte] mX = FFE A A, 4 4T JAdo]
A7) AR 7MY EAEIAE o Adosie, BiE
ST 3A8AQ WS EAtkal B

S. H. Lee(2022)9] AP Ao A= AA 483t
7V w9 AMuAE v 72 ERsket, ARl AR
SA7F YRETE ou]A] vl ofEtEr mggoln,
Al DA, JIA| Ato]l= dE, vy $E A
52 o8 AR 9 Afo|= REFoH. AR=
3D AHE &85 AAE Edstsh= A4 AP3D
HAgty(2/xeel), UAle FiES 8% AR
gl 3D AlA] HPHIFF (/2 x2kel)o| At

A - AR - A%

o4

81

L 7t
g AEA {ET ARY 7H T AuA fPoR
S. H. Lee(2022)2] AgATo] 7|5tsto] & Atof Bt
A (Table 1)3} Zo] AZ|stet. 221 ZHMYd 7]
g 7MY oY AHAZ Sgste] B oD o
% WEsfioF st eeRldt 3D A 7715 IR
2 st by Wy AuAn Asskd

w5 b 1Y ANAT ofilet ARG fR2 Hlof
sk} ofutet b Ty AulAz BEstel Helat
£72 (Table )9 ek vlopulet 74 5 Al
L ohutetm ALgSHA S Aulxtel A, o%
B EL Apolt AN ol AE Ba) AE X8
A AN|AE St voputet 7y 5F A
AL guo] B8, = A0} olu|Ao] we} X5t
ARBOR s 2 otk (499 SEAel A2
L Virtusize, Fitco7} T}, Virtusize= AH|Z}7) 714
e 2t Aol Wme) Tofe e A} Ajo]
8 Ese AN, 2T RSl Uske R
oI} Aol= e A] 7 FARE ARoNe] 22 2
o FL AUAE ATV EY Ficok 201%H2)
%2 A4GA|9} vlsto] o7 0] Alo]2E mofsial
o ABB A% N BE woE W A
o AgAe] RS Holshu UALOR HguTh
GueciAbe AH8A} Fijeke AAE HZ o ALgt
o QA Dot ARZ AES H8F= HYH
g HE AEAE B olst ol teE
(mirror room)@} Zo] @ Imz}QlofA] olHlE} glo] AR
Ape) ofalA] 9io] S N HolFE HE A
2t AP SUTT GeeAT B3] 4947
COR AES AL B M UPEL B
5 WE B2k Shfel e Slulshe 20l oh
U 752 Z3R ARO| HEH AEo] EAlsh=
HE 372 9H|Rtk(Kim, 2013).

ofo] §tsf} ofEtel 7 vY AfH| A= ofHIERE A
Sthe HollAl vlopuer 71 wE MujAft 2
Hot. ofeter 7MY 3 AB|As ARGARS] ol Al E
ol-&stAU, AREAS HIFE HHYs EegS AEst
I 4 Qe oplERE BHEO] 7MY 2HEE AlET
= AB|AEaL & 4= QU obEtE 7MY o' AfEA

ofuleto] ALgte] M wHe) ojrof met oAl Al

N k1T

Lo
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<Table 1> Factors of virtual fitting services

wAgolT

Factor Avatar fitting type Photo (2D) and size upload type
Platform For avatar creation For photo upload
Usage Online environment Online environment
environment | (PC/mobile application) (PC/mobile application)
Structure Human 2D / 3D 2D
Skin tone Similar (subjective) Similar (subjective)
Provided . . Photo upload (realistic) and additional
Hair and accessory selection . .
features provided accessories
Uploaded applied body size avatar model . .
. . Basic accessories
Components and selectable accessories (clothing and

accessories)

(clothing and accessories)

Essential elements

PC/mobile application, avatar model, and
product data

Photo upload PC/mobile application,
online environment, product data

Constraints Online environment Online environment (2D)
. . . . - Difference in human size and skin tone
- Difference in human size and skin tone . . )
. . . s - Size adjustment based on user’s
Instability - Size adjustment based on user’s .
N . selection
Limitations factors selection

- Avatar and accessory data limitations

- Avatar and accessory data limitations
- Size measurement limitations of 2D data

Risk conditions

Decreased returns and usage frequency
due to lack of objectivity

Decreased returns and usage frequency
due to incompatibility with human body

Validity factors

Stimulation of consumer purchase desire
through product-human (avatar) matching

Stimulation of consumer purchase desire
through product-human (avatar) matching

Reference: S. H. Lee (2022).

A3t ohitegom vk Ahe) ofga 2713 vt Astel W 4
bS] GEAG ARl LGAS] Thing Fioldh, o, See] JAHe] 9t Ha=e] Heret olol
ThinQ Fit® 3D 7102k B} AFBAIS] 4] 4RSS 9a AT 4 Uow, oS Nue 5 o
BHET opIELE wHEo] HmUE/L B AvlE A 9 e e B OHUL FAT & UG
oIt FE YoflA] ofutete] ikt 25 2HE-5f (Fitandshop, n.d.).
= MBIAE Al Aeh(Park, 2020). ohvlEFE 2] of ol Higor 7MY Wy Ayl A A7 Aif]

HAQ AR 2R

Style.me®} FIT'N SHOP©| Qit}. &

A B3 22 223 TE5H3HE Yoo and Jung

S BT AREAY] omAIE REYSHAIE, O}H}EH’J (2019y AR 7]t 714 g AR|AE AhshdA A
SO 2B, AIA] A, TR 55 Agto] wobdas AMgol di ST A5
97 WA 5 3l ﬂAEiU}OVJ(custommng)% M Aol dETLE FE5AL At S
FEE /AT 22 28 e HH]AE Asetet. &5 A%A2H, AR 7 7MW AH|AS o] 8
Stylemes= AREAF Hdhs & 2N, ohlerE WA HOE LASE FESHAL QX STl

A 413}

Z (o]
A4S

o moy &

FAHA = F 3ol &
gholsl &= QJtk(Style.me, n.d.). FIT'N SHOP folsitin
HAEZNA AFdh= 712 ofEtErE ARE: o

27 wgetel ople  AXEL & 5 AL
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<Table 2> Classification of virtual fitting services

A - A - el 83

Virtual fitting services
Category Non-avatar-based virtual fitting services Avatar-based virtual fitting services
Types Size-based Photo-based Photorealistic Avatar-based
Services that provide
clothing size information|Services that allow users| Services that provide Services that offer
by inputting body to try on products by | photorealistic avatars |avatar-based avatars that
Definition measurements or uploading 2D photos or |based on Al technology |users can customize and
dimensions of owned scanning in real-time that accurately reflect |personalize according to
garments, or by using a camera. users’ actual appearance. their preferences.
uploading photos.
Examples Virtusize, Fitco Gucci mobile application ThinQ Fit Style.me, FIT'N SHOP
Direct scanning of users’
. . . . & Avatars that can be
. Direct input of size Photo upload, camera images to generate . .
Characteristics . . . .| customized according to
information scanning avatars that reflect their ,
. users’ preferences
appearance using Al

&1 Aol 1 FAko] FFE A= AL
B3k} T Son, Han, An, and Kim(2019)2 AR}
o9 AR 22 WO, B AT, A

2 o) AzkE 4849 (9 BT

=

FTF

pots

filo

Jor ol
o o
o

28

fu)

2. Unified theory of acceptance and use of
technology (UTAUT) model

UTAUT H49] 7|9to] &= 7|& & H(tech-
nology acceptance model: TAM) 222 1989 Davis
7} A7vE 984, A7t 8ol 4wt o] et A
g oot }4e B A Y5 o=t
L pdlg S8k, H. Lee, 2022). 519t TAMS]
Aelo] 40%z MEW ARAQl wes x7w &
840] s YETH A WAL} WSS
Atolo] A Erdde HES] ALESHA| QT 7t
AHol At ol T EAEL Hesto] o A
AlZHo|A 71 480 it &< #olal B Bt
A 2S X5l Venkatesh, Morris, Davis, and
Davis(2003)7} TAM @13 Q°FS 7]¥lo & UTAUTI
AFRDS AT Tejtk UTAUTI d7ude
713 W 2AYS s UHE HdE gutiH]
Ae] wetol o] Ao ES HAsH: Ageo] ¥
stk A=, olo] uet H2e 7o) Bt
Hh A8[REe] 8o YFoto] WHH B V& &

oo me I\

2 d UTAUT2+ Venkatesh, Thong and Xu(2012)°]
o5 AAE At UTAUT2 AF+EE2 UTAUTIONA
Pz o FFE = HEE ZZ7|H(performance
expectancy: PE), =3 7| t)(effort expectancy: EE), A}
3]& P&(social influence: SI), ZZZZ(facilitating
conditions: FC)3} &7 371X|9] W47) o &71=9)
o} FrtE M4E F2@E Z7)(hedonic motivation:
HM)@} 712 a-8&A(price value: PC) 181l 53
(habit: HB)o|H, wtebA] Lo ko] JFFZ vlAl=
AYRFE S 7 FEL AN ek olF
% 3718 371409) S o]9] UTAUTIO) e
o] &9] A2 AQEgl o ymA] G, A, 3
o] 2EHMSE ARttt o] wf, 77HA] AP0
ol o2 Zoh AdiE 7lss ASshe A
o] A& Aitof| ko] d HolZh= /MUY ¥ H=
(Lee, 2020y &5hH, =7t o847
&5 AMgohe H "eEd ol =7
H. Lee, 2022)& £}, AFS]ld G2 7

+ 71 AREEA DA gt Bl A A
Sh= Ak(Ahn, 2022)F otk 229 Fo=
o|&A7t £ FHE 7ot ste AHde UAISE
+ Z(S. H. Lee, 2022)0]H, #=t2] F7]°] djsf 7|&
= A EXN A EHe £A3(S. H. Lee, 2022),
V2 BBAE 714 A8 1l o187 AR/ of
47} olg Ageke o B 3 ulg Aolo] Q1]

o,
)

-

FTF
© oy
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#F(Ahn, 2022), FTL 17j0] B4 7|&E 94
o2 HhE 0] 835} P (S. H. Lee, 2022)S =3+

2t

wAgolT

Ha 584, o8 Est LEXSEY] WA
Hetgck. 1 A% 9F A AYRS 7Hed At

. UTAUTIZ} UTAUT2E 72 8L o] 2k #sg
WS Tk (Table 3)3h o] Ll 4 9k
AR, VR 1704 UTAUT2 A+EdS 483t A
PAT= of23} 2t} Choi, Kang, and Choi(2017)=
VRO =dtA A AL 7]&o] tiet AH|AE9
487 AEAAS obw] Ye UTAUT2 238
oz B7 wez Habd, wely|d, A5 9
%, FX x4, 7H4 8842 AAsH ol HIE AR 7HE o' AR ARG-O| ol 3
O =% VR 7|7]o] gt 4H[ALY] o] oJkof mA|= A9l JF= vE Aol
P Yot AW ABA G AWANE VR H 1L ARE A4 5 Aulagl Bale A
71710 iRt A&H|RRe] o] oJkof FHA ¥ |o%o] A+ IFS vE Zolt

7o), we|e, FAN2AL 2%2 goliE o]
29) o] golEo] FoI3t A WA ggron, ke
9704, e 570, B HHe) FFES Ue
CH ¥ Hetd Ageire] AN FHstel 2
A7 thewt go] Hue Hsgr.

H 1. 598 34 71 58 299 74 ask

ookl Brg ek Kim and Chung(2019)2 ARY = H 1-2. ARE 7MoY AujAg] k37|de AL
E(drone)S AFoz Auklo] 7|& 480 IFS |90 H(+)9 JFFE wA AHo|}
X 890 B45tH UTAUT2Y o234 EdE H 1-3. AR 7H Ty AujA0] AL A ok
7|8t g2 AFE APttt 1 FI ART EE2 Aol ol H(H] FFFS vF Aot
Ut An|Rte] JHo|A e} FHu| EEo] A5 H H 1-4. A3 7MoY Aua] g3 57
o] AMEEL §17] W&ol ;T F7]|7F A mof Aol H(H] FFFS v|F Aot
M 2 9T uXE 29007 FITE Ahn(2022) H 1-5. A3 71 18 Au| A9 312742 A
2 ARz glojgjE tHlo|A AR 2L & |90 H(+)9 JdFE wA AHo|}

< £ F1 A= AvAEs A UTAUT27} H 1-6. AR 7H oy Au|A0] $32 A8
243t 0|27 Sojzty wAsigict. oof wEh AX o 9 FFE vA AHo|th

= 9ol E fulolA ARRAE doE HIrd, H2 584 4 7l&¢ 8 29 74 84E
=7, AMSlA 9%, 224, AFE 57, S, opdlely 7 WY AH|AQ AREO|m F

<Table 3> Comparison of key variables between UTAUT1 and UTAUT2 model

Set of variables UTAUTI1 UTAUT2

Performance expectancy
Effort expectancy

Performance expectancy
Social influence

Effort expectancy

Independent variable Social influence

Facilitating conditions
e .. Hedonic motivation
Facilitating conditions .

Price value

Habit

Mediating variable Behavioral intention Behavioral intention

A
Gengc:er Age
Moderating variable . Gender
Experience .
Experience

Voluntariness of use

Dependent variable Use behavior Use behavior

Reference: Chung (2018).
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A9 g v]d Zlolck

H 2-1. obulelg 714 9 Aulzo] Auprdis

AHgolme] H9 JFS vld ol

H 2-2. oputebg 74 38 Au|29] et

AHgolme] H9 JFS vld ol

H 2-3. ofitetd 7h4 w9 Aulzo] Asld 4

£ ArgelEo] Hhel FE 1 Aol

H 2-4. ofuletd 7h4 W&l Aju| 29| Hetd 571

£ ALgelEe] Yol FaRL v]a Aol

H 2-5. ojHlels 714; 1jg Aju|AQ] X2 AL

g (e FFe T Aotk

H 2-6. AP 7H43 0y Au|A9] S A}g9
Eo B2 FFe mE Aol

. Research Method

1. Research model

2 A= 7HE wE AEA o] &A= AR E
of = HA= [elo] Hsto] AESHRIH. o] 24
vl oA AAIGE UTAUT2 23S Edj2 d1ngS
EEoIlth 2 A4t A+ Y2 (Fig. DI Ak

2. Data collection and procedure
B A7RYY ZBAL 93 de] AFshe

A -

Alex] 85

10~500) 7M e AEIAS ARgafR 2uAE
o8 HEXAE AFeisich. BE FAH: 20234 4
Y 289~20234 59 13Y7HA] LF AH|o]E AF_-St
o] o]ojFr}. AR SR BE ALY M HY
Au| A%} oplEl 7MY g Au|A F 7R £F9] 7
g EE Aus Ao SEEHT & 4457 SHE
FHFAL, B FHF ARE SEHUH

3. Measurements and data analysis

B A7 47 BYL et gt § 65RO
2, UTAUT2 299 #4840 A7/ d, =870,
A g, =24, HAHH 57, &3, 7]./};- g
Aul2s AHgolE Byt ATEASH 54 B
FAE At ATEANN B4 BFS 4,
ohe, 9 25 YRASY, U &5 B,
ool 3t 23S TP ATEAS
BE AL & AP0 48 YL 1= 57
=2 SHEA ,%—("6—’] :rL ARATE 2 A
o] FAof| oA 4,
sttt

H o319 B4 9slo] SPSS 21.02 E-85131,
BTAIAS ATBAU B4E Yohs] A2 Y
ZEAS AT F, 891 B4 AN, 7 8
9] AF=E gRlshy] fsf A#Fe 24 *é*lfi}

Photo-based /Avatar-based virtual fitting services

Performance
expectancy

Effort
expectancy

Social
influence

Facilitating
conditions

Hedonic
motivation

Habit

!

Usage intention

<Fig. 1> Research model
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<Table 4> Questionnaire constitution

Variables Items Measurement method References
Performance expectancy 4 Kim (2019), Ahn (2022)
Effort expectancy 3 Kim (2019), Han (2022)
Social influence 4 Kim (2019)
Facilitating conditions 3 S Likert scale Ahn (2022), Sun, Kim, and Lee (2014), Kim (2019)
Hedonic motivation 4 Yu and Han (2021), Han (2022)
Habit 4 Ahn (2022), Yu and Han (2021)
Usage intention (UI) 4 Yoon (2019), Yu and Han (2021)

Aot ZF WS 7he] ATA| of R E dotE At AT <Table 5> Demographic characteristics (N=445)

WALHS DAL, PHAEro.R 7 W 7o) F—
FBAE Lotk flste] IJARA S HASHAT Category %)

_ _ 10s 14( 3.1)

IV. Results and Discussion 208 1286512)

1. Characteristics of the survey participants Age 30s 93(20.9)

ATgR] AT AT EHS AvE A 405 82(18.4
L= (Table 5)2} At AH-L 2007} 51.2%, 30t7} 50s 28( 6.3)
20.9%, 40t]7} 18.4%, 50TH7t 6.3%, 1067} 3.1%= Women 250(56.2)
2009] S Hl&o] YB3 £ A E 4 Atk A Gender Mon 195(43.8)
SOl 4LI%R T WAL sAEe] 36.4%. Student 183(41.1)
g ol 7%, HEAlo] 5.4%, FHIt 4.0%, 7|EH7t
38%, TY 22%0] AR UEpdh B8 45 Ofier 162064
AF7F 69.9%F A F oM, A0 A= 29.7%, 7] Self-employment 31(7.0)
El 4% $£0 2 eI Job Professional 24( 5.4)

Housewife 18( 4.0)

2. Results of exploratory factor analysis and Etc. 17 3.8)
reliability analysis .

@ 7ol Rel B4 Ant 0ed 2o AU Cvil servant 1022
o] 197 7]12L 1.0 ojAto 2 AAstH T Q1A High school graduation 50(11.2)
F(factor loading)°] 0.5 o1& 7|E2= Shof HAYA College student 146(32.8)
QOIS AR5}t o]% gAlz g9l BA 3bA . College graduation 178(40.0)
ML 2019 22 FHAA 228 ST A O T e school 2(49)
=2 WAS oS 9] o] 9o 2 AvrelA = H Completed graduate school | 43( 9.7)
2ulA(Varimax) 27H8)A WHAle AEsilt mE - o1
ST E TR £4S ARESte] £48el =35t
i}, ol&st IFAo| wat AbAE 7HAF 1E Au] Ao Metropolitan area 311(69.9)
ofulels sHAF TEl AH|Ao] Q9] BA Aml: Residence Provincial area 132(29.7)
(Table 6) L (Table 7)3} Zt}. Etc. 2( 0.4)
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=71

A= - BRI - AL

BRI R L LESSE PR
5713, HA2A3, FA2A} Gt 4

<Table 6> Results of exploratory factor analysis of photo-based virtual fitting services

87

AL, otukety 14 WY Aulak A2 $711, 9
g3 5703, 2021, FA2A30] SRS

. Factor Exp}alned Cum}llatlve Reliability
Factor items loadines | VAriance | variance | . .
®l %)
I generally use the photo-based virtual fitting service. 908
I am engrossed in using the photo-based virtual fitting 293
service. '
Habit 32.717 32.717 921
I habitually use the photo-based virtual fitting service. .865
Using the photo-based virtual fitting service comes 238
naturally to me. '
Using the photo-based virtual fitting service is expected 220
to enhance the convenience of my daily attire. '
Utilizing the photo-based virtual fitting service is 756
Perf anticipated to streamline clothing purchases. '
eriormance 17382 | 50099 | .805.
expectancy | The photo-based virtual fitting service provides me with 795
new opportunities for shopping. '
The photo-based virtual fitting service fulfills my desire 712
to try on fashion items. '
People around me are likely to recommend using the 771
photo-based virtual fitting service. '
People around me are likely to offer assistance in using 727
Social the photo-based virtual fitting service. '
. 8.291 58.389 .828
influence | Thoge close to me would desire my utilization of the 675
photo-based virtual fitting service. ’
If friends suggest it, I am likely to use the photo-based 585
virtual fitting service. ’
Proficiently utilizing the photo-based virtual fitting 815
service is not expected to be challenging. ’
Effort Th(? functlc?nahtles offfered by the photo-based virtual 106 5954 64.344 311
expectancy | fitting service are straightforward to comprehend.
Learning how to use the photo-based virtual fitting 795
service is expected to be easy. ’
I use the photo-based virtual fitting service to explore 234
; new avenues of enjoyment. '
Hedonic 4823 | 69.167 746
mofivation | [ yse the photo-based virtual fitting service for the 817
pleasure it provides. ’
I do not need to learn new technologies to use the 269
Facilitati photo-based virtual fitting service. ’
actlitating 4489 | 73.655 681
conditions | 1 pogsess the technical knowledge required to use the 677
photo-based virtual fitting service. '

- 497 -



88 Mg WY Aulz ABoEe] G nlXE 89l T a3l

<Table 7> Results of exploratory factor analysis of avatar fitting services

Explained |Cumulati s
. Factor xp.ame um.u ative Reliability
Factor items loadings| YAriance | variance | .. . -
) (%)
I am engrossed in using the avatar-based virtual fitting 920
service. '
I generally use the avatar-based virtual fitting service. 912
Habit 42.338 42.338 .942
I habitually use the avatar-based virtual fitting service. | .895
Using the avatar-based virtual fitting service comes Q44
naturally to me. '
Using the avatar-based virtual fitting service is expected 209
to enhance the convenience of my daily attire. '
The avatar-based virtual fitting service provides me with 783
Perf new opportunities for shopping. ’
erormance 14822 | 57.160 876
expectancy | Utilizing the avatar-based virtual fitting service is 64
anticipated to streamline clothing purchases. ’
The avatar-based virtual fitting service fulfills my desire 753
to try on fashion items. ’
People around me are likely to recommend using the 758
avatar-based virtual fitting service. ’
People around me are likely to offer assistance in using 719
Social the avatar-based virtual fitting service. '
. 7.686 64.846 .882
influence | Those close to me would desire my utilization of the -
avatar-based virtual fitting service. '
If friends suggest it, I am likely to use the avatar-based 679
virtual fitting service. '
The functionalities offered by the avatar-based virtual 225
fitting service are straightforward to comprehend. '
Effort Lea@ing how to use the avatar-based virtual fitting 202 5973 70.120 843
expectancy | service is expected to be easy.
Proficiently utilizing the avatar-based virtual fitting 734
service is not expected to be challenging. ’
I use the avatar-based virtual fitting service to explore 230
: new avenues of enjoyment. '
Hedonic 4653 | 74773 715
motivation | | yge the avatar-based virtual fitting service for the 825
pleasure it provides. '
I do not need to learn new technologies to use the 356
avatar-based virtual fitting service. '
Facilitating
conditions | In case of any issues or difficulties with the 4.090 78.864 378
avatar-based virtual fitting service, I can seek assistance | .763
through various channels (e.g., application, website).
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geoiltt. mEkA UTAUT29| 7154 821 & 4
e 41 £ 5 41 €3 =871dle 30 &
T 3 29 AH FF2 N 2 S 29
U232 0 29 5 V1 £ A=, A
217 8919 = 571 M £ T 27 2AFA

o2 Agwo] £Ao] o83,

3. Results of correlation analysis

2 Aol AMGE WaE o] ATBAE metst
7] 918 Pearson ATTALA S Aot olo] u}
2 ZAit= thS9 (Table 8) X (Table 9)9} 2t}

4. Results of regression analysis
AR 7S oY AHA ARG o] FEE mA|

A= - BRI - AL 89

L 99l B gistel /4 WY Aulx A

8 FEHUSE S, A, w27, A
9F, 2A2Y, WA 57, $VL SPULE o

o] thF3]AEAS AAISHITH(Table 10). W5 7t
o BEBANS Urhit AEel By WY A%
(variance inflation factor: VIF)E &9Ist A3}, VIF7}
10 o]stE Ugto g o334 EA7F gle A
o= wEsgt ALY MY 1 Aus AEOE
oto] FFHAE AT A, Z7IHH(8=.358, p<
001), 27| t)(8=.098, p<.05), AF3| A AFFp=312,
p<001), 2 57](8=.094, p<.01)7} A=
FOUIR GFE AT Y A0 bt
ofHlely 7Hd W¥ AH|IA AREOEo] FIFE v
AL 2912 BAs] 9Istel b ;Y Al A

<Table 8> Correlation analysis results of photo-based virtual fitting services

PE EE SI FC HM HB Ul
PE 1
EE 389" 1
SI 604" 527 1
FC 389" 524" 483" 1
HM 335" 297" 444" 347" 1
HB 077 110 295" 3157 328" 1
Ul 650" 476" 678" 470" 429 2517 1

* p<05, 7 p<01, 7 p<.001

Note. PE: Performance expectancy, EE: Effort expectancy, SI: Social influence, FC: Facilitating conditions, HM:

Hedonic motivation, HB: Habit.

<Table 9> Correlation analysis results of avatar-based virtual fitting services

PE EE SI FC HM HB Ul
PE 1
EE 345" 1
SI 673" 352" 1
FC 224 324" 404" 1
HM 504" 2417 558" 3117 1
HB 258" .060 436" 402" 381" 1
Ul 714" 288" 675" 228" 455" 349" 1

* p<05, 7 p<01, T p<.001
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<Table 10> Regression analysis results of photo-based virtual fitting services

Dependent variable Independent variable B t p VIF
Performance expectancy 358 8.960"" .000 1.673
Effort expectancy .098 2475 .014 1.632
L Social influence 312 6.880"" .000 2.165

Usage intention of
photo-based virtual fitting Facilitating conditions .076 1.918 .056 1.641
Services Hedonic motivation 094 2,606 009 1357
Habit .066 1.910 .057 1.261

R=764, R*=.583, Adjusted R*=.577, F=102.068

* p<05, 7 p<01, 77 p<.001

L5 FE5HSE ot A, =871, ARlA
%, FX24, HHH 7], BHE SHHSE o
53R S AAISHEK(Table 11). HPE ZF
o] tEFAAHS Yehl= X #Ql VIFE g9l3t 2
I}, VIF7} 10 o]stg2 ugong tiEFAAdel 24
7F Q= A o2 wsilt). oplely 7Y 1| AfH]
A AREOIE 7O FFBAE EAT At A7
(8=.469, p<.001), AF3|A J7K(B=.324, p<.001), &I
(=105, p<.01)0] A&z o] Folugt HFS ]|
I Qe AR UEhEt

1o 8 o2 1o

=
3

V. Conclusion

£ ATE Mg 1Y Aulae 89S Y o+
ulely 7MY} e AulA E 7IXE B8slo] UTAUT

o gl (Venkatesh et al., 2012)& 7|¥tO.&2 AH|R}
O] ARg-O%of tiste] ATk

£ A9 A7AnE 9kehd thgat Ak AA,
7Hd AR 7 o) AuIAS] ARG kol FRF
A& 290 FAA7R0] diet At A ot
2ok A, =871, ARRE F3, #HEA 57
7F AR 71 B AE[A9 AR o] {7t
TS HA = 2219l Ao UEhth olgt A=
ot o Ad o & Aol ARG = AT,
qlh, ABlE ol YA JuS v
Sun et al.(2014)9] ALATe} 222 QI 4= A3
7, Holge B ATeIAL a2 GFL ]3]
A 99l ek 5717 A ek Holsict
ol the @M1 WA ofE o) 4e] ALgo] of
Eolo] AMAL dRrEsto] Lujstuz} o= 3o 2}

<Table 11> Regression analysis results of avatar-based virtual fitting service

Dependent variable Independent variable B t p VIF
Performance expectancy 469 10.823™ .000 1.993
Effort expectancy .023 .664 .507 1.274
L Social influence 324 6.793" .000 2.422

Usage intention of
avatar-based virtual fitting Facilitating conditions -.061 -1.684 .093 1.403
Services Hedonic motivation 012 305 761 1.593
Habit .105 2874 .004 1.423

R=.767, R*=.588, Adjusted R’=.583, F=104.266

* p<05, 7 p<01, T p<.001
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B2} ot ES WY fEo=2A HEH 5
717F AH&-Qloll FAHR TS iy
AUk

4, 74 oprtery 7HY o AH| A9 AREOlE
of T vXE 8902 FoI7bol et Aot
theat Ak Ao, ASlE gt o] ofulet
3 7Md w1 AElA AR Yo fo3t JAS 1A
£ 82191 Ao= yehyrt oid W82 UTAUT2 &
S o] &7t AP AT Ahn(2022) A-9] ATt 4
o]ttt Ahn(2022) 9] Ao = AxZ oy
£ fHlo|AE AMgote IRt 532 A9
Tofl foJgt FFFS vA AR, Jr et AHE A g
F2 AT o3t FFE HAA] G AR
UeRgtth of2igt Ane] Aol= F 7HA| 9] £AH 9 A
ojoAl 2ttil FFT 4= Ut} Ax= fJojHE tHt
O|A9] AREO L= HZJo] L-5RIRtE ALS]A gFgFo]
Fou|et B4R 2ok ggtoy, optery 71
g AH|AE 248 HEYT AHAE 7|HECRE o]
Folx]7] wjiol AMEA JIFAFT} AR ol P
< A ¥R AE5eS ¢ & A%

£ A= AR opbtery 7Y m" AHIAE
o] £42 Xgstgict. weba {0l wet A
7F oIzt HEEo] oA Aats HlwsiEH tha
I g} AR 7 B AHIAY] AR Yol A
I, =879, ASE 9T, #HFH 5717 /9
g YFS AL, EAZRAT ST G IFS
U X]A] ok ACE Ueyith oftety 7MY WY A
H|A9] A9 Ja7|df, AHs]E JF} F3o] A
Zo] o3t FFE vAE= AOoE YERTh whEka
F 39 AMYro] B JIFS vAe 2992 4
7 el ALSA JFFQl AR Yepyith ERH O
2 ARG 7 f"g AHAY AMR o= =7
et = F717F A FFS vH L, ofutE
3 7MY H" AHAQ] ARk ol= Fito] G A
Ql S H|Hth= Mol EFHo|9tt. F 13 A
{9ko] BF JFE vAA g 2202 1=
O = UEpyith

weba] 2 o] 422 t33t 2ot AIE Tt
g WY Au|AQ} oprtEry MY m Y AH| A9 AME
9z JFE vAE F5HU 8202 ZIr et
AS] A ggFolrt. ol AIr|te] Aol wtet o]-§

= 501

A - AR - A2 91

A7} 7Hg W A AE Al B8 ago]
A gf 2HE Jlhsha Ueks Aow B
A, Ea A84 Qggo] ALgolEo] e A
ol§ 087 FHETO A1EH JEAE I
2 3] g A4 MY AuAS A48 @
o BAEch Eak A0 7ME 9 AulAek obt
e 7bg 1R Al AgolEe] Gare WA
891 T 49 297t Aolshet. W ol 47
7149 FRol wet b4 wR A2 E4do] det
A7) whgo] ol84r] AFgolme] AFS AL &
Q1] Fol7} rka BAHErt,

£ 7o) AAge et Ak WA A A
AR R AR, 7120 49 A75el Mg M A
Hl20 71 @ el FRstche anjze) 7}
A S5 A2 ARG OIEet olo] Qe mAE a9l
of that ATHE AARFORA FEHATY 7| 2R
A8 4 9tk AR A 1Y AE A §9s)
st} AHIYI oblerg o Liro] £ W2 ¢
S FAR 23S 2SS o5 Fotol 9]
B2 AL AE B FEHATA APssitn
Qe B a7l ARA AEe thedt g
A, Y M 1) AE st ofukery 7hg e
Au|zo) Agolzo] FgS vAE FEAL 2l
7ok AFEI A gpolch. wreb Fha 3w A
2N A AvREe] ATek AHElH AR o
HAAZ % e PO AuAS Aol & A
ofc. A, 7MW Auls A A, Y THE
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