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A Study on the Consumer Use Effect of AR Fashion Retail Technology:
Moderating Effect of Technology Readiness

Hyun-Hee Park’
Dept. of Fashion Design, Kyungpook National University;, Sangju, Korea

Abstract: This study investigated the influence of the perceived characteristics of AR fashion retail technology on value
co-creation and continued use intention. This study also examines the moderating role of technology readiness in the
effects of the perceived characteristics of AR fashion retail technology on value co-creation. A total of 241 university stu-
dents who had experience using AR fashion retail technology completed the questionnaire. The results were as follows.
First, there were five factors in the perceived characteristics of AR fashion retail technology: presence, aesthetic attrac-
tiveness, ease of use, shopping usefulness, and perceived enjoyment. Second, aesthetic attractiveness, shopping use-
fulness, and perceived enjoyment had positive impacts on value co-creation. Third, value co-creation had a positive impact
on continued use intention of AR retail technology. Fourth, there were significant differences in the effect of aesthetic
attractiveness and shopping usefulness on value co-creation by the innovativeness dimension of technology readiness.
Fifth, there was a significant difference in the effect of ease of use on value co-creation by the optimism dimension of tech-
nology readiness. The results of this study should provide guidance for marketers or retailers interested in the application
of AR fashion retail technology in their stores.
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1. M = zZRl A AvliE dFeA S8 = AR S
71ER A B 7P AFES 3dsie] ele] 37 EA)
SE AP Anle] HA AE A8 Foke Fglel WA okt AFEAY MOlES sk B JMEA 2N e

gl

(Pantano & Timmermans, 2014). AS7HA] fEAde] F&&

]_OQ

Ro} 3 /M ol He 9o & Sk Adiglel o Zeuly dolz xejel

AR 7|Wke] 3D M I8 &4

AR BRI = (BINDY oAM=
o] A 2~n| 2| (FX Mirror)’

HAE A4} B vlolol2 7 2vRlAR ddshs o
& sk, a7l el JFor v fEAdS
Bzl tigh At s SR Wkl Aeolth(Lim,
2016). 211 d32HE mHjo] 7lze] xHo) thgstr] flal
afdAls ke Avs mds HaAd —’F ol e
(Blasco-Arcas et al., 2013), =L & sh7F 7484 s A
7] (Augmented Reality Fashion Retail Technology: ©]3}
‘AR 3 2mj7]e 2 FADelth AR A anfrled &2
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S AAZE 3D oA 2 BT FXGear, commercialization
of virtual fitting solution, FX mirror’, 2015). 3Pg% HA=
AzEh= ARZIS] “Ers|o]2(ModiFace) oA 7ldet AR
‘HFd O]-E]/\E(Vlnual artisty S £l 127 50] theksk g

g g £ $ g Bk ol vlge] = AES HiE
Al o) ‘:1'0} Fujgd 4= == 3t} Elizabeth Arden™

ANZEOE BHIS B3] Y2H, oeleel, vhevlel
o] wlo)|=%e st ARY “f78 (YouCam)S #3313l 3
TH(‘Enhancement of product experience using augmented reality
in cosmetic brand’, 2016). FALAA = ©]#3 AR 7I&=
ols] wAze] AAZE & ek A5 A8 7S Sl Ul
Fe on AEAE NS 5 A E30T
d2 A7 A7RALele] AfFUA NN F= =
AFEY Wy olFelle Tt nirjoiEe] AR
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Aol WgEoe| ARSEI Ut ARAA JozEde AR}
1 A7k lHM*Oﬂ e K= 7Pdelniz|eke] AAE AATst
Exolgl & 4= ) AXA B3 733
S A Fde AR i&kg o), AAA A 7P
S Ztoll 3xdd oz GBSt H3H(Regitstration)©] ©]F
oz AAIZEC R AT AT 7 U W ARAEA A
A9S AFE 4 Uck(Lombard & Snyder, 2001).

wWeh AR FEAE 7188 2R AAAES ZE
= 2HE SHCE RoFe BARI o|uA] ol lio}
] ZHRRe] AZR R E HeksEtial & ¢ Q)
& Prokopec, 2009). T3 AR A3 28 7|&e oA 24 3}
AoA ARAE A h3al MRl g Al 719
TH(Gregory, 2015). 22]u} ol2fst A4 AR HE2HE 71e
o 23 ZEY 4y 37 W= Bl AR AE A 7
<o BHE AmGA A AHZ HHoA AHE A=
HO 2 /\1Z-]O] ].

kA, AMu]2 X]ul] =2](Service-Dominant Logic)(Vargo &
Lusch, 2008y= 7FX|7} 243 3502 BHEAAH olz|gh &
BIRAAEL a5 AHAE AFske WS AAsta A
sl AR 719 E2 eAede I u, AHs A
v =ElE AR Anf7IER 3 B3-S Wrlste o o] 7]
F9] AE7 #HHe AF A =2](Good-Dominant Logic)=-
o} o] HAsiriar AzkEnh o] Anf &% Foll AR 713
A ) 7HXFEEEC] o|FAH AF EE HA=9)
A L =EF 0] ALR-S -rr‘}_%} = JtK(Vargo & Lusch, 2016).

2R A5G 71es AS AR A Qs
arjdAEe Tagt Tor?_l‘i < Al&3ioF sk (Rogers, 2003) 7]
%o] f9] o] TIXE AlFgsh=A] ERlslof stk e
oo} 72 AwfEge] sl e B-ekal AR 1%l gk &
H|2} AMg- g3, B8] AMuZ A =g 7|t 7S
AR AL ARSEAE AWske AEY dte A
o]FAR|A] Ut AR ek tiFte] AadAte AvlE
oA AR 71% ¥3 9 5 (Lee & Lee, 2011; Lim, 2016),
AR 7% AMEYE ZAKKim & Forsythe, 2008a), 7]&5T&
238 &8 AR avl7lgol tig 149 88 AA3s=
22EE Ik Fmoll X3 thHuang & Liao, 2015).
HIo] 7E BEE EFL5e 71eY o0 AXWA
(Breidbach & Maglio, 2016) 2814 AR &mj7]1& 2
2lo] gk AAZQ] AF7F oA oo tigk AT v
=S Agolrt. ulEha 2 AFE AH|E Auj=glE 7IEke
2 B2C WA AR A Aufjr]e EAQ] AH|A} vHeR3
< ATt 717N A vAE 2 &) Aol ois
9] o|2F ZAE AFslaat gk B AT FAHQ
528 goksiH o) 2t AA, AR HA &)
7S5 AEH AR HXe AT
o} =4, 7IAFsEEe] AEH AR R vRE o
Yol AlAl, AR A &ul7|e B4 Azt 7iX3-s
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Vargo and Lusch(2004)7} A|A]F 4
I el gk 28 HTdS A=, 220l oAt

o ARE T o B2 VKRE %% g & ok &1l
o ARl ) =ElellA] Au2ss o 7nkoln] A&
HZE 3% e Be Ao OME} 7HAZ I
zl—o:] 0}_4 .O—%xqo] z]-zx} r= 7}‘] %l%x]. E]-(Vargo &
Lusch, 2008). 7] g-5d=l A3 % avzEe]
s B3l 7Ide] WS BEHoE P 1%_ T Atk 7
Ade FAste At A A7t FE olFATh
(Dabholkar & Bagozzi, 2002). ©]%F ZAB|AZE 7|U3 LA|F
O 7 AL 2R 719e] £-89 AeR 28y
£ Ao] old 7]Y-AamA ARoA F3 77 FEE 5
UEE = FBIAE 7INkeE g AFEo] Y=t
Bl g AFARES SAND 719¢] o] 2HAeA B4
o] ARTRAIZE B & olfE
Vs FA 9L vk & 4 Ut

Payne et al. 2008y 7HXZEHA S 7= &HA; Ao
2 ek gd 5 AXBIIAL, F A o)L 3
AHem MEAA SEHA doH F Ale] 7he] Fo AA
% A E‘r PE}EW 7}74 P

E
I
X,
=
i
o rir

A

P

ﬂll

c>"

o} 7}21

de deagAelal ddHd Wi

= i"ﬂ’”ﬂ 0431 A2t 7l B A B
| =&Hc}. Vargo and

Lusch(2008)= 7|35 %4=0] 24 A+ 71 & th& 7] A

o] FeApgol sl Agerka Fek

vl =2o] FHE T ' B dFEo] 7k ]%‘%ZLZO]

€ "HI" &59] 7127} Hojoksitke g 7dEgh(Ranjan

& Read, 2016).

2 AFelMe AHlE Al =EE vl R aAo] i A&
wdelA fegske FgolM AR 71EHe] FEAES Sl
7HE AL AYETt AHAES wige] viee] o
Ak 27 9ol S T3 AR 9E HIAIA A

28 Zﬂﬁo Tha7] A AL AellA
7P Agow oEo] H 5 21T Uk =3 &
ZRlM = ZHE 7]7]'3— O]&O o] AR & AATIH =
do] AFE &3 BES HIRst AFe] P EE 3D

FAo 2 HolZETHLee, 2018). ©|9} Zo] AH|A}Eo] AR I
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AH LeA2g 6 AR AS7HE B2 AR
Aul7)ee ARSI AAAAG FHE 7MY

5 QA e 2R Releh Bl Szel] whe) Ajels)
a3 8 &% AP 7Fssbl @t meb AR 3
AEl71EE 77 BEEE dEe AHoE G v
A TERES] Aol 7Tt & S ek olo] &
AL AR M L4 B S tIE 44 S10] B
FARETH A%H AEolE G| FofeieA g AEsaA
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22. AR IiM 2047|& SM1 JIX3SEE
22.1. @74 7RIS 5=

dEge ARG 2 TR A Aol 94 Adeleta
& itk ZMEA B0 ol g 3R9e] AARiew

H-gahe QIEHO)AE il AsateS FisieiA =i o]
oA FAolA e} 2 AEDS XS Eck(Kye, 2007).
LAAEY, PSR 502 8 AAHE sh=d,
ol go7t 71eH B4 Axsle A %ﬂ ARAEe] AlE]
2 7RI ZylA| A Eofof gtk FeIA AEgte]
e 807t AaEo] Sth(Lee, 2004).

HE7 tist AJoje AFAbuith o], Heeter(1992)=
&S a3l YE =7 (Being there)©)Zkx A olsllom,
Slater and Usoh(1993)= #ES M8 AR} 71
AN AFsHE A= Ee G5 APsA BEFoR
ZRle] Sl A7t opfd 1Hzt7|de] WholEol i = AR
oJE3) tE el vk hlshe Arerekal Aol
gk, A AAtel wit vekaiAl AlEskE]o] A=A
Lombard and Ditton(1997)2 dE7e] 7IdS oedvfe] 214
oz Q5] Uvke =79 %\3]51 A&7 (Physical presence)
I A o= =Z9] A1Ed A< (Social presence)?] 23}
dog R, Heeter(1992)— AELS 7HIAA 9
b 27e Axel /e dE7H(Personal presence), E]“r:
EANEL FEIA AleAl dhgehs A= AR dF
(Social presence), T 373 2RA|7F Al EAE 7<]7—.Lo L
HhS3he =g Seohe 344 dE7(Environmental presence)
o] 3xRd e w BE3le] AASIAT

AR HA A2m7]ee ARSAE ARl B 7] AREe]
AT e FHE AT S I a2

3 AR 71719} o] MR A5 E-S A A 7
7 Zrl A&t % {,L(Reglstratlon)ol o] FoJAW FEFo] Fo}
AaL HAe] £387398E s Hrt. wEbA AR A anfrls
o] &) woH I AR A5G 7)7] 7k FAA =
EAEE B3 N2 ARRTEA] &) dgsH olFoid A
ozt %‘:]' ole] vhaat 2 7 1-15 ARSI

7Fd 1-1. AR A amf7]ee] @S TREs gl 4

(el B v Aot}
222, 93 W@z X353 E

uA g AR A A7) ANk QS Bl
W 7 e FAH SHs Le
(Moon et al,, 2015)°l W=, A2
ol AFE T BIE E—@lf‘&ﬂ}. AWNe Ag o
Qeisi et al.2014y> W) FZo] o] ) AlE &
o Q121S Folal MY F °1E% %F%}ﬂl HeRd S 1.

J

Sheng and Teo(2012)— ]?31 o] Zuid AH|2o) thsk 1
Hell 7h —iL °“£L€ wZkar sigick. 2mf L7é°ﬂ/\1, Lee et

el
2

T:]—E-.»]—ZE]'O 7]"H 125 A3t
7Hd 12, AR A 2wl 7]ee] U]’“ Ege 7SS
o el G 112 Rel.

223. AH8 Boldn AT EIE

ARE Bolde A22 7]ee] AMgo] a3 =8 Havt ¢l
o Ue Y25 YeRdT} (Davis, 1989). Hﬁg Aol w=w
MZL RS A=l 249 57)% A=Ay vgd &
ATFAL FHCH(Chiu et al., 2009). THA] H3ll, 7]EARECl digk 7]
d a3t 2RTEH g ol50% RAETH 142 AR
71&S AHSIES 5715 o] W "k B$o] X7k AL
ol olalE e = T AAEL] FEAS US EoE
t} (Molina-Castillo et al., 2012). 2wl #7394, Evanschitzky
et al.2015) ToT &wi7]1& AREe] X|zkg golglo] &5 7
o] AMgElE e ool Fong JeS H]ih:]H AL 1o
). wghA] 3o] AR FA Av7|Es AN 4 &
FelA] %2 o= e w AR A Av|e deaks
skl 1710 Algehe 01@:2: Sasle] AAA Z2AAE
g AN 7RIS Bo g4 AES 5 0 Aolgt Al
olol theat 7 7Hd 1-3& ARSI

7HFd 1-3. AR 3 anf7lee] ARE folde 7SS =
ol el IS vE Aol

_Vht

of

224. &% T84 TSRS

AYATFEolA A7he {87301 FEAZH(EE 7S
AFEER= Zlo] xpAle] BEAL gt 8-Sl X|zbE=
AER Aojsle] gom, et 71erg WetolM AZtE
840 WS} AbgelEe] HAE 9P AuHIITHNoh &
Park, 2011; Verkasalo et al., 2010; Youm, 2016). Verkasalo



FPHY A L] SH9] 23 S B e T FHES] =

et al. 2010y AUIEE ALSAE pio R g
Pg HEste] AzkE f-8790] oo Hlil%
ATEHNOH, Youn(2016y =rld €] 7|wk F3o] of
A7ME 8730 FHE F el vRe FEFS 4
Hodth &3 f8Adols Io] AR T4 Av7|&S AMSE)
L Ao] A AE &) f-83T X|7els AEE on|s
th IAES AR JJW Al 7lgo] &3 M-S AT
Aprle] ¢ oF— AFS Foehed] 23S Tl 4TS
AR 71&E ¢ HZLE Agslal g4-sluzt & Aot} u}
Z}4] AR *&Eﬁ% 7150l &80 2255 147 AR
1&g BAF ZRAXE 53 /A TEHES ¢ F o)F
od & g Aolgt AztEo] vhea e 7 145 HAE
ek

7Hd 1-4. AR 34 anf7lee] &9 {842 7SS EE
o el TS 73 Aot

225 AME EA%H 7HRTEE=E

A7tE EAEL dSEE AFe Fo4S wuA ARR
7t 1S AR A9I7F 222 SXU e RS 9
v 3k (Davis et al., 1992). 2] 37 &M Xzt &%
2 &g SHHA AHRE AR FaoA Hojuh 27
72 22 g A sk g2 FHE e F 9tk AR
AEAE 7ed WHARE Ve A8 ke A Yelx &
3 Ao EA%S AARIHKim & Forsythe, 2008b). AR

o AR 71l o3 AlEgeld ZAFelA TEolAE AHS)

= B EASS A TH(Tang et al, 2004). 223
olfd 452 3HAH A HES fdshks Ze®
EPJTHKim & Forsythe, 2008a). Wb AR I Arnfr|s
ARE-S B8 wA ] X7t 7% ADFE 2A4F AR B
328 7l o] TRFERE 384 S vE Aol
A7 Ee] vt e 7 158 ARSI

7Hd 1-5. AR #A i“ﬂ7]%9] A7 EARS TR
%oﬂ @(4.)9] Oﬁ-dl——— =1 2 0]1:].

23. 7 SSEEL XEF ABeE

Z1Egol Az A AFelA vt 7l oigk AREAL
59 FEYEE ATSAAT 7S T X&H ARge
3 A= BA ot} Davis(1989)= FHA| 2] 4=gof
gk AeA] AEHQ AR 78] AR HA jlorng
ARAIEE ARS-S Foole A dE @5 AN Rst
ATk Bhattacherjee, 2001). 7|28 A|A|$+ Bhattacherjee
(2001)= 71=r&% 7‘]—“1401 o] gAte]e] HEA ] dis
Oliver(1980)°] 7IthEAX[o| B8-S A3l 7o A&HQ] ALE-
S=E AWT T lom, ARALe] Zldle ARSARS] g AR
BREL Fote] 78 ool ¥ F JorFE £8 o]F9 7]
o7t AREARe] Eel B F88k o]Eol2kar ARbHT.

SHA, Payne et al. 2009y 7 FEdE Z2HAE T3l AL

ZFad 733

o] At AlFshs AMHIEE & ol & Akl 4
319921, Balaji and Roy(2017)= &M1&/} 8y 43} 711
TEEE B A= AR ani7)ES ARSIl Sisit
Mencarelli and Riviere(2014)= 32709] 7}x]Q12]o] &5 AfH]
25 ARSE o) 37491 FES wXITAL &t wEkA
Z2HZ7E AR A anfr|ede] 45Ag-s T3 FES &
77 E4E AR A Avfrlee] A&H AR Ee
obd Zlolg} ztEo] vt 2 7Hd 25 AA sk
W 2. TR ERES AEE AR =l A(hY B

"8 Zolck,

H OP

24. 7| FH|z
AR o] it AR 7|Ee] FEEE A
29| 7} sojupRiA o] AMH|A AR A HEE A4
o}, AR RS Akl oA 71E FHIETT PR 9
o] Z71at A TH(Liljander et al, 2006). 71& FH|E
(Technology readinessy= AH|Z}e] 7]<ol] gk SEo|zlr]|n
o= 7iR1S] AE e HEE Sske 20E Hod + 3
th 53] AFtEe] 7PAgeY AAeM BxRE FYs] 9
3lo] NZL 7S T8I ARgSlE Aol Hod
S TH(Parasuraman, 2000). Parasuraman(2000)2 Z:H]z}7}
7S 8T wd T 7lee] tg 34 & ¥94 7
A F FFol A dYedte AS AFsth =3
Parasuraman(2000)2 7% 8| =E 944 (Optimism), &41/d
(Innovativeness), =¥ 7H(Discomfort), &<FH(Insecurity)e] 47}

of Aes FEsiltt A A2 Al tiE T

A AL sl AF L A2 AL FA] T
1A W ¥ B A1 S A o

Hsieh, 2011). & 03_%01] e Y
U= &35 ARt g

2008) Roehrlch(2004)—— A9 HAE =l 8lEe
24 AT, AEE FT, P8R A2,
W, SRS ol UsE 5] 915
WelsalA S5l 1 25, 71%e] dhel HA8) LA
e e AES 2% glol AT & glow, Al
FEohe St v AR mEds S4S 7A |
Th(Parasuraman & Colby, 2001). B3k, 7|&3) HHE G
M) e Tl el T AlgEun 2 dw glo
A 7leg FruT 84 sttt s 4% 2
(Parasuraman, 2000) %2
o] MZ2 ITHF 9 AMuj=E
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S
weh gebd Zloleh Berslo] et 2 M 33t shelrb
31004 3-52 AAsia).

7M3 3. AR S Al B4o] ZHIEERE VAR

e 2l B4 wet B Rolt)

7Hd 3-1. @] TEXFEAE VA T AR Y
Ade met gk Zlolo
7V 32, WA wjg@agde] AFEHE mAE YT &
H|Z} YAl wet g2k Aol
7V 3-3. AME &olide] ZIAFEE MRl Y &
H|A} 2o we) gEpd Aol
7 3-4. 2% fF8790] MRS HE PR YT &
H|2} 2o we) gk Aol
7Hd 3-5. A7k EA%0] 7R ERE PIRlE 9% &
H|ZF 2 mat gk Aot
242 Ao 2da
71%dl] gk H$idol i% AFE 7)ol thall s 4A1 A
AE TR UL 7Ie0] WAL 2E5E, §58S Al
Fethal Wt B, 7|gl g Yol w2 ARk 4l
7|%o] Al E&HolH HFEE olgsh= o] HPF
Ho}h Aok Azkeb, 74521 Wdoﬂ 9 2348 952 49
=79l0] 71&o] Aol AR L 7]ES M) mjEe o

Ak o] TH(Parasuraman, 2000). WA AR 3|4 Avf7]<
o] 7 FEFE PIAE P LnRte] WA A=
up2}t depd Aol ddEo] vt h2 7Hd 49 shevkd
4-191A4 4-55 A3k

7 4. AR 1A Aanf71e B0 TAFEEE HA=
FE ARz g3l wet debd Aot

M 4-1. E0] 7T EEC riXe I AR

el w}a} gerdl Zolt.

7 4-2. WA mjggo] 7IRXFEFE MX= G &
HIZF Hadel wet gekd Aot
7V 4-3. AME Bolgo] AFEREE MAE AT &
HIZ} H3del] wet gEkd Aol
7Wd 4-4. &7 F-8790) TIAFEEE HRAE YT &
HIZF Hdel wet gEkd Aol
7 4-5. AZF EA80] 7RFEEE PXE S &
HZ} el weh gEkd Aol
3. oAy
E AfME AR HA Aufrlee] B4, 7RIEs3E, 1
3L AEH ARgowe] o2& AHH FAE Yofr A} &
Row, TS AR HA Avl7]E SAo] 7R EEE HIX|
= FEFIA 2nRE RISl & F AU Ve FHlETt
Z2A98S & Zolg} WA= Fig 13 2 AFEFHS A
- ipoi=y
4. AT
41. MEFE Y SAHHY
E A7 AEZALS 93 REO] F2o Ho|FHE F24
~/\P&6}%1E} 2} ’Sﬂﬁ% 2018 1€ 1¢5E 1€ 104

A e el A4 A2 AR A E911E A
sl SyEE Basle 38 s A7
Aol e, £
AL PO HES

r-1m£

AEAE 249 HES HHT aigleh. A Fejzke exe}
ol el M= 7}*& u%% Az"He AP RAY GF oluA]
£ JMElZ e 3 AR Ho|aPE A sHe Mux &

Characteristics of AR fashion retail

technology

’ Presence l

Technology readiness

I Aesthetic attractiveness

I Ease of use ‘ /{

Value co-creation H Continued use intention

‘ Shopping usefulness I

N Y,

Perceived enjoyment I

Fig. 1. Research model for this study.
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42. Mol ZRE Ho| Y HNYE ek A AZE 716S we) AgshaA she |
B Aol ASE AGES 241 POt bt Pk AFOE G s1Eel e $3H A2t gl A
g 2iBRNN JPge] WA ANEE AMgA] A4 B BASES R4, £84L FolFve wgoE Yo
243 AIeR BUUSRA ABA7 B AANY AL iwmurmon, 200) & SEA 489 B S

AEE AHeshe B 79 5

5P A|zksA she AE 9 2 71E AFA AREE F

n|&ict v)A ujEge alo] AR A An)7]eS njH o= by oA AMRE RE FEO 77 JE_ th —i—@s}sazwl %l
ol 348 e AoF A= HE(Harris & Goode, 3 282 adth=)elA e aZch=7)2 SHelEE sl
201002 g 4 Uk ARE 8o]4d2 AR A Am)7]Eo] B Aol ARES 27 9 BHEEAS Table 13 2th
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Fol Weo] Hrg Holslt) £ S84 solo] ol 43. EE9| 84

AR A &rfrles ARgete] & s TR T o5 2MAEL VR(Virtual Reality: 7Md& 4ot AR

Table 1. Measurement items

Variables

Items

Related studies

Presence

W N =

. By using AR technology, you get the feeling of actually using the product.
. By using AR technology, you get the feeling that you actually wear the product.
. By using AR technology, you can see how you actually used the product.

Hilken et al.(2017)
Huang & Liao(2015)

Aesthetic
attractiveness

W N =

. I think that AR technology appeals to my visual sense.
. The exhibition method of AR technology is attractive.
. I like the way the visual image of AR technology is seen.

Balaji & Roy(2017)
Huang & Liao(2015)

Characteristics

of AR fashion Ease of use

N =

. Using AR technology does not require much mental effort.
. I think AR technology is easy to use.

Balaji & Roy(2017)
Huang & Liao(2015)

retail technology

Shopping
usefulness

e S

. AR technology improves my shopping productivity.
. AR technology enhances shopping experience.

. AR technology helps me buy what I want.

. AR technology enhances shopping abilities.

Huang & Liao(2015)

Perceived
enjoyment

W N =

. Using AR technology was amazing.
. Using AR technology was fun.
. Using AR technology was interesting.

Kim(2012)

Value co-creation

W N =

. Using AR technology for shopping is worthwhile.
. Using AR technology for shopping offers value.
. Using AR technology for shopping is a good deal.

Balaji & Roy(2017)

Continued use intention

LN =

. Given the chance, I intent to continue using the AR technology in the future.
. My intentions are to use the AR technology in the near future.
. If T could, I would like to continue using AR technology in the future.

Balaji & Roy(2017)

Innovativeness

B

When a product introduces a new technology, I tend to try it before others.

I can use the latest products or services without the help of others.

. I am aware of the latest technological development trends related to my area of interest.
. I enjoy trying to use tools with advanced technology.

Technology
readiness

Optimism

N =

~

. Using technology can make our life more efficient.
. If you use latest information technology to do your work, you do not have to worry

about time.

. The use of new technologies increases the efficiency of life and work.
. Technology brings more freedom of movement.

Ok(2011)
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2
ez AES FdsIsom, AR A Anfrles
o] Akl $HI 2415 S Yo r HEZRA}
£ AAEI SAEAC ARSSISITE FEe] 5AS AT EE,
AHEZE 94(59.3%)°0] 94 40.7%)REF & H|5S X5
R, shAdL 33hdo] 403%E 7P & HFS ARFIL U
o, t&og 28hd(31.9%), 48Pd(15.1%), 18P (12.6%) <
o2 Yeigth 7Hge 998 A58 RET $E3 4o
523%% 7P = UEREC ™, 6007H o] 10.8%, 3007k
—4007F HITE 9.5%, 500-60057H] WTF 8.7% O 2 JERIT).
5 AEEYN

5.1. SHDEo| LIBMut EFEMEN

2 Ao 4R A=AES Brkeb] $13 Cronbach’s o
9} B3hIZ = (CR: Composite Reliability) 748 #4931tk o
HEH 0 2 Cronbach’s o 0.6 ), E3RIZE 7H2 0.7 o
ol W4=e] o] WHoz ddAe] rkal AAEth(Fomell
& Larcker, 1981). ¥4 A3}, ZE A4472] Cronbach’s ofk
o] 0.828 oo R UERton, EIMIFE e 71X 0.7

Table 2. The result of reliability analysis

Variables Initial items Deleted items Cronbach’s o
Presence 3 1 867
Aesthetic attractiveness 3 0 852
Ease of use 3 1 828
Shopping usefulness 4 0 923
Perceived enjoyment 4 0 931
Value co-creation 3 0 926
Continued use intention 3 0 956
Technology readiness 4 0 889

(Optimism)

oo 2 Yeldth(Table 2, 3). F917 9184 A= Table
37 Zrom AE A5 F=265.136, df=164, x/df=1617,
p=0.000, RMR=0.051, GFI=0.904, TLI=0.972, NFI=0.945,
CFI=0.978, RMSEA =0.0512 dAHL7|ES WEsle] 2
ZAmYo] A & 4 Aok £ A7) JITEGES]
e 291 HAFe] HES 53 o|FoRX|=u, B}t A
7F 0.5 oldold HFEFdEst Akl & F Qlck(Bagozzi &
Yi, 1988). Table 304 Hi= nje} o] BE AP 2F

Table 3. The result of confirmatory factor analysis for measurement items

Variables Items Stand. factor loading t CR AVE
Presencel 900" -
Presence . 0.761 0.614
Presence2 851 13.878
Aesthetic attractivenessl 814" -
Aesthetic attractiveness ~ Aesthetic attractiveness2 789 13341 0.769 0.525
Aesthetic attractiveness3 .832 14258
Ease of usel 757" -
Ease of use - 0.753 0.607
Ease of use2 937 8.358
Shopping usefulnessl 844 17970
) Shopping usefulness2 870 19.960°"
Shopping usefulness . . 0.895 0.680
Shopping usefulness3 905 21.085
Shopping usefulness4 896" -
Perceived enjoymentl .899 16386
. . Perceived enjoyment2 913 168327
Perceived enjoyment . . . 0.913 0.725
Perceived enjoyment3 926 17.090
Perceived enjoyment4 793" -
Value co-creationl .876 20416
Value co-creation Value co-creation2 912 22446 0.854 0.755
Value co-creation3 908" -
Continued use intentionl 904 259147
Continued use intention Continued use intention2 964 33.535°" 0.928 0.811
Continued use intention3 948" -

“fixed at 1 to standardize

sk

p<.001



Average Variance Extracted)®]
EFgAdo] itk #7130k (Formell & Larcker, 1981).
o] YhaEfde izt 3719 7} W49 AVEZe] L
o] &3} shetel #7197+ FAA T Al
uf] ZA3cHFomell & Larcker, 1981) EX45}, Table 337 72+
o] mE A7) AVEZF 05 oS & 4 9o, AVE
7re] Vg 2 ABAS Al F Hu 2 Hez

Ueh} shdelgAde] Exehs & 5= AUTH(Table 4).

1‘3
-+
E
A

7ol %

Fhol 7} W

5.2. 7Kd#HE
2 AR ARl xRS 7He s pds A4
a1, AARP ] HPE A5 (=274.073, df=169, y/df

=1.622, p=0.000, RMR =0.059, GFI=0.901, TLI=0.972, CFI=
0.977, NFI=0.943, RMSEA = 0.0512 Auzel A3} v
28 FFOE YT AR S| Anj7)E Ao 7HXF

=

T Lrfe Y] £HIR} AREAHO] A A e FH[ES

ZFad 737

= A= ATH(Table 5).

NI
rJ
o,
A

i Mayx

Eo e

S g = R

o
o,
=

gkwi}
71& FHIEEAE, Gy B JEe R BRI

L
(Multi-group analysisys AAI817] Aol 7128700 SH =
QolAA A T A 7} 2fo|7}t YRS Felslr] Y3l
= 54 75 (Full-metric invariance testyS AAISFATE

B )% FUEEAE, R R T 90

ZAYE AR Jol7k gl Zo YERFEAIA AX(14)
=22.668, p>.05; I AX(14) 20342, p>05), At 7+ o

2EFFA o) FrEo] o] RS 2A)E9 T

SEE MAE YT AT A, vF g, &3 7& BEAT 7L7L°ﬂ sl Ak 7+ 27t Se7kE Sl 9
4, 2L A7 EAFE 7THEEEE0 SR8AA dFE sl X° WslEe ALtEiginh. X Wslgo] SAHos fo)F
MAE AOR Ueior), AEUT A gl JNTE  olbAMX> 384, p<.05), T 2o ol WS 7k Kol
A2 fFoldt S vAA e FeE vt M 12, UeS UHFE Zo|th(Bae, 2009).
7Hd 14, 2R 7 15 AEEAA 7K 1, 7 13 7% e A Apdol whe 2E g A8 ARs Table 6
< 7A=Y TR e S AEA AREd S840 B I o, Salidel wet v wiEgdat o9 F-870] 7
Table 4. The squared correlations and average variance extracted of constructs
Constructs Presence Aesthetic Ease of use Shopping Perceived Value Continued
[@)) attractiveness (2) 3) usefulness (4) enjoyment (5) co-creation (6) use intention (7)
) 0.525
@) 0351 0.607
3) 0.128" 0.122" 0.680
@) 0278 0.481" 0.156 0.725
®) 0251" 0.309" 0.173" 0221" 0.614
©) 0.189™ 0396 0.173" 0.506" 0265 0.755
%) 0.175" 0.351" 0.129" 0439 0.223" 0.622" 0.811
p<.01
Notes: Bold diagonal elements are the AVE for each construct and off-diagonal elements are the squared correlations
Table 5. The results of hypothesis testing
Path coefficient
Hypothesis Path between variables SE t Result
Non stand. coeff. Stand. coeff.
HI1-1 Presnece — Value co-creation —-.096 -115 062 —-1.559 Rejected
H1-2  Aesthetic attractiveness — Value co-creation 287 292 101 2.836" Accepted
HI-3  Ease of use — Value co-creation .055 .053 057 .963 Rejected
H1-4  Shopping usefulness — Value co-creation 462 505 077 6.042"" Accepted
H1-5  Perceived enjoyment — Value co-creation 184 171 071 2.594" Accepted
H2 Value co-creation — Continued use intention 973 839 058 169127 Accepted

Tp<01, T p<.001
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Table 6. The difference between high and low innovativeness groups in path coefficients

) High innovativeness group (#=131) Low innovativeness group (n=110) )
Hypothesis Path - AX
Stand. coefficient t Stand. coefficient t
H3-1  Presence — Value co-creation —0.118 ~1.204 —0.176 —1.6537  AXY(1)=1.985
H3-2  Aesthetic attractiveness — Value co-creation 0.105 756 0.403 26677 AX*(1)=6.606
H3-3  Ease of use — Value co-creation 0.207 2.814" -0.039 —0435™"  AX*(1)=1.420
H3-4  Shopping usefulness — Value co-creation 0.537 4.803"" 0.554 45917 AX’(1)=5325"
H3-5  Perceived enjoyment — Value co-creation 0.246 2.849" 0.128 125777 AX*(1)=0.01
p<.05, p<.01, " p<.001
Table 7. The difference between high and low optimism groups in path coefficients
Hypothesis Path High optimism group (n=134) Low optimism group (n=107) AR
Stand. coefficient t Stand. coefficient t
H3-1  Presence — Value co-creation —-0.061 -0.615 -0.077 -0.576 AXZ(I):O.OOS
H3-2  Aesthetic attractiveness — Value co-creation 0.249 1.571 0.192 1.442 AX*(1)=0.174
H3-3  Ease of use — Value co-creation ~0.082 ~1.098 0.166 1.722 AXA(1)=5.622"
H3-4  Shopping usefulness — Value co-creation 0.544 42377 0.582 507177 AXP(1)=0.664
H3-5  Perceived enjoyment — Value co-creation 0.131 1.444 0.140 1.305 AX’(1)=0.906

p<.05, " p<.001
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