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Abstract The cashierless store, which is rapidly spreading with the development of Al, is providing new
shopping experiences to customers. However, the existing retail service research mainly focused on evaluation
based on employees (people). This study was initiated to evaluate services by reorganizing these service
evaluations according to the characteristics of cashierless store. In addition, the effect of the service experience
characteristics of Al cashierless store on customers' positive or negative emotions was identified, and the effect
on revisit intention was verified. As a result of this study, it was confirmed that the service experience
characteristics of Al cashierless store had some effect on emotional response. In addition, it was confirmed that
the positive emotional response caused by the characteristics of the AI cashierless store service experience
induces revisiting, but the negative emotional response hinders revisiting. The results of this study are expected
to contribute to the research and development of Al cashierless store services.
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2 FYE=o dlEydnt BEY

Table 2. Reliability and validity of measurement items

~ _ 8994 | =4 |Cronba| .

AR e A% | o3 | eh's CR | AVE
$344 | 0721 | 0263

N fr843 | 0813 | 021

e gjéﬁ 0673 | 0346 082 | 0834 | 0638
f3A1 | 076 | 0331
ALA3 | 0829 | 0272

A | HPA2 | 0746 | 0385 | 0840 | 0868 | 0687
AYAL | 0831 | 0224
A=A3 | 0805 | 0361

A | A2 | 0679 | 0447 | 0775 | 0769 | 0528
A=A | 0708 | 0633
A3 | 075 | 02

8 | R8A2 | 069 | 0357 | 0776 | 0872 | 06%
A1 | 0806 | 017
344 | 072 | 0393

4 343 | 0792 | 034

ukS- 342 | 0875 | 0178 0881 | 0908 | 0713
3741 | 088 | 0131

o BA3 | 0809 | 0425

;ﬁ . 242 | 0824 | 043 | 08% | 0871 | 0693

Ce 241 | 0942 | 0129
AE4 | 0846 | 0136

A | A3 | 0837 | 013

Bk ALE2 | 0815 | 019% 0906 | 052 | 0832
AEL | 0875 | 0113

93221050.252(df:231), p:0.000, CMIN/DF:4.547, GF1:0.824, NFI:0.835,
CF1:0.865, RMR:0.046, AGFI:0.772, TLI:0.839, IFl(Delta2):0.866

MRS B 5L flon, A HSe Be

Cronbach’s a 2 #AF2(07 o4 ooz =4 ¥

3

E 3 TANHS A, B, ZEEA

[uLi e

Table 3. Correlations among Constructs

E 4 7HHE 2y

Table 4. Result of Research Model

A Estimate | SE. CR. | =5
34 o 3AYS | 06317 | 0092 | 7430 e
AGA o AN | 03007 | 0.082 | 3656 | ()
A o 3N | 019%™ | 0074 | 2667 A
84 o 3V | 05687 | 0119 | 4758 A
34 o Rk | 0191 0114 | 1676 717t
A | FAS | 018 0.108 | -1.708 717t
AEA b FAS- | 02337 | 0101 | 2306 A
84 o FANS | 06427 | 0163 | -3930 | (9)AlE)
S-S AR =] 04937 | 0037 | 13489 A
AN AR =] 01937 | 0026 | 754 | (9)AlE)
=+ p<0.01, * p<0.05
w ol 77 819 FHRAGTET AA YET o]
£ B3 4 7 2o s el o] dRE T
3. 4T M HEEY

% 39871¢] dlolE|R SARYS B HE F
ATFEGN A AAG Mg 7k JeFS HTE] 93
AMOSE Agate} T A(SEM)S Al3sk9ith
WA PR AREdE HAFseth ATEF o
o Adw AT x2 =1115861 (df=236), p=0.000,
CMIN/DF=4728, RMR =004, NFI =0824, CFI
=085, GFI =0813, AGFI =0762, TLI =0.83l,
[FI(Delta2) =0.856°2.% WERSITE o= EA18]e] AT
(2000)[18)7F EHARE 7]Eo 2 AAS CFL TLIL
RMRE H|%E3 A% A5 AHEGS o, d7E
g APEE F5d Aoz st

MRS Ade <F 49 o] vtk AA,
Al &8 ¥l w|F An|2 A2 AR5 F F34
34 WSl B=0681% e} AH(+)e] FFgFS v
v Ao 7P 1-12 XA FHAck 2 HelA
T

A ol B=-032.% e} F(-)9 Je&FS v
Ao 71 1-2& AA7F HAh 2z Al

20l 0l 7+ A=
1 2 3 4 5 6 7
514 (0.811)
A4 0472 (0.829)
RER 0.298" 0.488" (0.727)
84 0.387" 0.387" 0425 (0.834)
<A kg 0522 0.218"~ 0.306™ 0462 (0.844)
54 9k -0.023 -0.087 -0.001 -0.157" 0.037 (0.832)
AT 9= 0450 0320 0.330™ 0.608" 0.626™ -0.265" (0.912)
it 3.9% 3.906 3619 4271 3.834 219 4217
ETHA 0.653 0.790 0.848 0.607 0.770 1.013 0.622
= p<0.01 number at the diagonal line is average variance extracted (AVE).
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