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Consumer Acceptance of Cashierless Fashion Stores
-Effect of Store Attributes and the Moderating Role of Consumer Technical Readiness-
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Abstract: With the proliferation of the “Untact” culture (non-face-to-face society), advanced technologies have accelerated
the cashierless systems in the retail context. Cashierless fashion stores are expected to grow rapidly in the same way auto-
mated convenience stores grew in popularity. Applying the extended technology acceptance theory, this study aims to
investigate how the attributes of cashierless fashion store influence consumers’ acceptance of it and to examine how con-
sumer’s technology readiness moderates the model. Two online surveys—preliminary and secondary-were conducted to
collect data from consumers in their 20s and 30s who had experienced cashierless stores over the past year. To analyze
a total of 423 responses, this study conducted a confirmatory factor analysis, a multi-group factor analysis, a multi-group
structure equation modeling, and a descriptive analysis. The results demonstrate that convenience, trustworthiness, and
price had a positive impact on perceived ease of use, while service quality had a negative one. Enjoyment, convenience,
trustworthiness, and price positively influenced perceived usefulness. Both perceived ease of use and usefulness increased
the intention to use. Furthermore, the multi-group comparison confirmed that the positive dimensions of consumer’s tech-
nology readiness played a moderating role in the model. This study provides a research foundation for consumer acceptance
of technologically advanced stores and offers practical implications to companies planning cashierless fashion stores.
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Geistfeld, 2003), ZA/HHE 9JAHChae et al., 2012), 77} 2] % (Park
& Kim, 2015), 3 21Z](Kwon & Hong, 2006; Park & Park,
2005), T (Park & Park, 2005), EA= ZHE(Kim & Lee,
2016), 222 dd HA Y (Wang & Ha, 2011) 5 AH|=}
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Table 1. Store attributes by types of store
Types of store Attributes Sources

Merchandise assortment/ display
Store location

Store atmospherics

Price

Service by salespeople

In-store promotion

Offline store

Chae et al.(2012)
Chung and Jang(2012)
Kim and Lee(2016)
Kwon and Hong(2006)
Lee and Lee(2013)
Sakong and Park(2000)
Wu & Kim(2014)

Convenience/ ease of search/ time saving
Price
Security/ safety
Online store Customer service
Product quality
Website attractiveness
Entertainment

Chai et al.(2018)
Jun and Lee(2004)
Jung and Kim(2020)
Kim(2018)
Kyung(2019)

Oh et al.(2018)
Park and Park(2005)
Song(2018)

Convenience of check-out/ time saving

Cheon(2018)
Choi and Yun(2021)
Kang et al.(2018)

Self-service .
Ease of use(procedure) 22 ang 21ng((22002211))
Cashierless convenient store Service(ease of return and change) anc Sang
. Lee(2021a)

Entertainment

Price Lee(2021b)

Trustworthi Lee and Kim(2019)

fustworthness Lee and Park(2021)

Lee and Ryu(2019)
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I Sl I A AlFEE /‘13] F4ol & o Jod AR AXE &4 & F dojof &AM}
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o142} A27 Jl= QRIE T nlE] =28 AASHS
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oioll= sHAR, 71923 AlZEE Fel SLjH| o} S
ZEol ASTIE Arel vIWErE fE% 77U (Han et al,

2020), 4 2 ZA Ao {7} HAE &
O

F 7HAAL Qlom, Anlale ARl R A3RA Fr
HAY AGEZ o]eol ojmd FERE AREHA B7]E 7]
thal7] w2l b Avrte] HEddel] IS nAe=
83k 291d & ¥l gitkKim, 2018; Kim & Ahn, 2007;
Song, 2018). Featherman et al.(2010) £&}21 ZH]|z}Eo0] Al
A =807 olojd F U= MAFR] IAH golt &4
I AEE A ZetoliA], SARTEH RIS F e Al
2ol thek BekS FaAls e, exH] 28] AlFA7L o]
23 S EoE F vk AZETE LHR] eAHA
o] 87 sl T/ Ads FsIh olE Tk, ¥
JAFEL o]& Al HMIFEY AAP R o] RIS F S
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7]€~8-524 (Technology Acceptance Model, TAM) <17F
9] 32X 850 E(Theory of Reasoned Action)Z} 7¥ 35|
E(Theory of Planned Behaviour)S 7|HWFO.Z 7|&o] tgh o]
|20 AR A wkgo] F8Ate] Bxe} PFel JIFS mX|=
HHE B3 7% 7LATS AHshs o|82=E, Davis(1989)
7t As AT e R mER, Foixl Tlgout
Alzdo] thk ZAH o]gAte] ARl HEe o852
Fod AR aclelH, & 7K Fa Add Azt gold
(perceived ease of use) X ZHEl §-8-d(perceived usefulness)
o Q&S WH=Th(Davis, 1989). A|Z}E golde 71&S o1&
st Zlo] ofgA Frial Adske A=E deim, A7E &
832 71&9] o]8o] Al AR ERo] E Zlol2pa A7}

2 o9& F7]% FTH(Venkatesh & Davis, 2000). 2L 7]
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% 71eo] AEE gl tig nrle] 8 HEE FRIEke
o fgsl7] wio] FA™E(Kim & Kang, 2021; Kim &
Shim, 2018; Lee & Ryu, 2019; Seo, 2019} F-<1A4)](Jung
& Park, 2019; Kang, 2018)9} HH AFIA = AME-=IL Q
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2L 71ES APl ARk 9] AEE ouleh, ol
B3l A7es 8 7 HAEA] AFE SHE ¢ UL
™(Chang & Chen, 2021; Parasuraman, 2000), ©] &<=°] =
S5 Al 71E9 AgEo] molklth(Parasuraman & Colby,
2015). 71Ew]ee 2BRke] Vo] tidt 8o/ nnt
= 79 Ao} Bl=o]H(Chung et al., 2020), 7]l of
g 2ER) WhEF 8ol Qo] Fad Wavt 2 ¢ Jere
(Jung et al., 2021), FRISAEE 583 AHE LH|=Re] 7Y
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AT-2A 1. Az FRISAHE S4o] Azt o), A
o

B A= H2 197 FRIAEES o]83F AFo] U= 2~30
o Yy MRS gPde R St ol vl gadd F

2]
ANAE Fo] shiel AAHNAES Y] AA WEA F 85%7}
300 o8k (Yoon, 2022), HxE el A, A4 52
Q8 s tAE 7171 ol8sllof stk M-S Elste 20~
300) AHIRE tde g AASIITh AEE Awle] HE 71
S Ea 20223 39 1593 20223 3¥ 259 F Xl 4
2 28Rl ARZARE AAEI] T8I AR RAE B
T3 2039 ARE vEOE HAEAE 74, Haslson,

H « Service quality
i Attributes of + Convenience
cashierless  * Enjoyment RQ.1
i | fashion store * Trustworthiness
i « Security
* Price

Acceptance of * Perceived ease of use i
Cashierless « Perceived usefulness
fashion store  * Intention to use

T RQ.2

* Optimism
Technology readiness * Innovativeness

« Discomfort

« Insecurity

Fig. 1. Research framework.
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Jang, 2012; Lee & Lee, 2013), T2 (Kang et al, 2018; Oh
et al, 2018; Song, 2018), Z 71 (Lee, 2021c; Moon & Kim,
2001), 21Z]/d(Han et al., 2020; Lee, 2021b), $FJ (Featherman
et al, 2010; Kim & Ahn, 2007; Kim & Moon, 2018; Ryou
& Ahn, 2019), 7F8Jun & Lee, 2004; Wu & Kim, 2014)2]
238}, 7l&sHE 218 (Kim & Kang, 2021; Parasuraman
& Colby, 2015), 1212 7]&5~85d (Davis, 1989; Venkatesh
& Davis, 2000)2] Az} &o)Ad3} R)zkd 584 7+ 383,
ARG 4tgto® AT FRIME o] 874 s
AH AES Ag BE 2 [ 28X GrpRE )
§ 279 53 HAE HER SH5Ih
AgiAolle WFEe] dAAE AFs] S AMOS
23.09] 1% QA FRUAARE A4S, 2Rt Tle
FH =S 2ddsF 9EE ki)
M T TR RY 242 olgsisith 3,
Al dAre] QIEAA S FRAME o84S vfetst
7] S8l SPSS 26.09] 71EFAEA S o83t

3.3 EEel EY

S 42399 Hg AHE 29974 F 20007 2051
(48.5%), 3007} 218H(51.5%)°1e™, 1 5 HAde] 2109
(49.6%), ©14d°] 2139 (50.4%)°1Att. AP AFEZ (n= 181,
42.8%), MY (n =284, 19.9%), A&7 =L AE 7]1€Z(n=57,
13.5%)°] =02 vERton, 8 £ tigha £ (=267,
63.1%), 53 Z(n=69, 163%), FEH Z (=56, 13.2%)
o] o)tk YHF A5S 200~400%F H(n=148, 35.0%)°]
7P BekoH| 400~600%F H(n=111, 262%), 8005+ & o]*}n=
69, 163%)2] =02 Wolkth A+ HHAFE A& 257 4
H¥Hn =272, 64.3%)°] 7§ BUL, =2 2] £PENn=
247, 572%)% B3l HAAES Fulsidon, ezl A
A 221l A 13] B Al HMEEE A7k 10~30%
(n=189, 44.7%), 30~60%-(n= 1569, 36.9%) =2 W},

F 2ol WhEe FRAMZAA Fulldt JES &, AEF (=415,

98.1%)°] 717 Bekom, AL-EF(n=100, 23.6%)°] L Th
o2 Yeith oF 2 HAAES elek A= 239(5.4%)
olom ool 5108+ (n= 14, 60.9%)2 A=3+ A7} 7%
2okl A SHAF 4239 F 3287 (77.5%)°0] FRAHE o]&-
o] MEFAY mi$- w3 Ao w Yehgt)

41. FMHYel MEE W EMM HE

ZHE3] g ASS flstd gR1F aEAS A4
SIATHTable 2). 7+ £3¢] EFstd aQFskde 50 o]
AL o] gk a1l o5k (t-value > 1.96) 2=
o] FFEFFA o] ERIEATE. BAFEA T 513014 7289]
SIE .50 ool MNEAF == 676014 887 0|3t X
2 Yt Ezke] WA dBEE BT Haas
EA o] AFg2 LIAAR #E Has dy RE S
7] HFEAEEAG] Alge] 2 AeE Ve 7t
TAMNEETR] el o] e ASE Yt S RY
RHATTE 42=1808.796(df= 457, p=.000, x¥df=1.770),
NFI=.910, CFI=.959, RMSEA = 0432 A2 ¢33 4=
S eI

P

r.l

o

|

o]

At TR RYHFTE 42 =827.876(df= 464, p=.000;
x¥df=1.784), NFI= 910, CFI=.958, RMSEA = 0442 7]%%&
FESIAL, T 1400 AR T 100e] BRI FAHCE F
o3t 2o 2 UepdthFig 2). THHCE, FRIAXE &4 F
HeJA (B =287, p<.000), A= (B= 460, p<.000), 7+ (B
=.125, p<.05)y2 AZtE goldol| Aol YIS FAUL, A=
FAPB=-166, p<.01y Fo] FIS F= 7202 e
T B (B= 313, p<.000), E71(B= 387, p<.000), Al
A (B=.166, p<.05), 7FA(B=.135, p<.0D) AZHE F&
gol el FFe FAULh ool sl A2 ol FH FFL
HxA] Fahs ZeR et AzkE ol (=259, p<
000)7 5-824(8=.658, p<.000x> Ztz} olgewe] folst
Aol S F= ZoZ Yt

of

2 SATE 4 SHA 2RI S 4149 Hit(mean
=359 7|2l E 344 Tl =2 JAtn=204,
482%; Mean=4.11)2} & AT (n=219, 51.8%; mean=3.11)

2 wReglon, 44 A0 BU B Ha
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Table 2. Result of measurement model testing (n=423)
Constructs Measurement Items SFL* SE t-value CO.nSt.rl.l ct AVE®
reliability
It will be easy to exchange the items in this store 852 - -
It will be easy to return the items in this store when I am not 814 056 17253
satisfied with it
Service quali i .848 584
quality  The storfi will r‘e.spond accurately and promptly to the 71 052 15.198
customer’s 1nquiries.
gthls store will provide an alteration service if the size does not 654 056 13.456
This store will make shopping faster and easier. .636 - -
It would be good to shop without the help of salespeople. .807 102 13.022
Convenience It would be efficient to shop and purchase by myself. 775 .093 12.686 830 552
Shopping will be convenient without interference of 743 094 12323
salespeople.
This store looks fun with high-tech equipment and attractions 727 - -
Using self-checkout kiosk in this store stimulates my curiosity. 873 .072 17.364
Enjoyment  Using self-checkout kiosk in this store arouses my imagination .846 075 16.855 887 663
Using this store gives enjoyment to me for my shopping and 204 068 16.039
purchase.
This store can be trustful .803 - -
. The self-checkout system in this store is reliable. 816 .057 17.404
Trustworthiness . N . 832 .555
The items purchase from this store is reliable 677 .060 14.310
The information provided from this store can be reliable .660 057 13.605
Products in this stores would be affordable. 774 - -
Price It would be a reasonable price for the quality. 667 .088 11.393 759 S13
Products in this stores would be reasonably priced 703 .079 11.748
My privacy or payment information provided for using this
. . . .885 - -
store will not be shared with third parties
My privacy or payment 1nf01jmat101'1 will not be used for any 884 040 25.007
. other purpose except for using this store
Security My ori 6 ided f ine th 758 728
y privacy or payment information provided for using this 845 040 23.100
store will not be used illegally.
Cr.edlt card information will not be exposed when paying at 708 043 20.845
this store.
) Learning to use this store would be easy for me. 779 - -
e};esfeézejse I would find it easy to get this store to do what [ want it to do. 784 063 15.852 676 622
How to use this store would be clear and understandable .803 .064 16.207
) This store will help me make better purchase decisions 759 - -
E:;E;:::S Using this store would enhance my effectiveness in shopping .846 .059 17.875 728 .690
I would find this store useful in my shopping .882 .060 18.632
I have intention to use this store in the future. 852 - -
. I will try to use this store in the future .850 .045 21.818
Intention to use . . 727 .689
I am very likely to use this store in the future .862 .050 22.340
I will continue shopping at this store. 751 .054 18.022
Standardized factor loading, the first item for each construct was set to 1
Average extracted variance
AR PRt B A9m= A9 1] aoPze] $A4L WISk PHFAYS 27
-2. Y AFS 9 OEAS HAH 9wy dAs
HAE 7IAREY] ATEE 2= 1304.056(df= 914, p=.000;
s3]0l LA %/df=1427), NFI= 854, CFI=.950, RMSEA = 0322 <3Z3F

AsFS
==

(mean=3.05)% 7|02
204, 482%; mean=358) S-S FTHn=219, 518%; mean=2.56)
o] 2HWs |

E'_

ER3AT
IR EFE
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Service
quality

Fig. 2. Result of structural model testing.

FEoler, QAR AE F A Bl Folste] F 3
0]

W] 4 FUgel AU et W

=]
7ol Fd3 2

JQAFE 7H3te AYGRFH 7ARF S vt 2
AP =40.599 (Adf=24, p=.018)2 F2Jgt zlo|7} Y ort th
£ Agwe] 79 ATLI=.001, ACFI=.002, ARMSEA=02%&
Cheung and Rensvold(2002)7} #|AISH AIXIS1 01HT} 2o}
T AT ko] 24 Aol FRHUL. oo T
Z2RFYA B8 B3l A et 22 I

S Fehg Hlwd Axk(Table 3), L o)t Fold Aoz

Perceived
ease of use

usefulness

Intention to
use

Perceived

YER (A2 =38.381, Adf=24, p=.032) 334 71&=0%L9
A8t ARIFAT 38A TeFH =y
-, A (B= 238, p<.05)F AFA (B=.723, p<.001) A

wo Hve 4

Zhe golAdoll Ao FFE FUAL, Ml FEH(B=-.266,
o
b

p< 001y Fo] I Fom, A (B=252, p<.01), &
Aw(B= 482, p<.001), 7FA(B=181, p< .05y AZHd &
gef el FFS FAUL ool Hls) TAF JEEHETt #
2 ko] A, WA (B= 437, p<.05), ABA(B= 266, p<
01), 7FA(B=.110, p < .05y A Z}E goldel Ao dFS F

Table 3. Result of multigroup comparison according to positive technology readiness

Estimate
Paths Group with high positive technology Group with low positive technology A
readiness(n = 204) readiness(n = 219)
Service quality — perceived ease of use —.266%** - 56.999*
Convenience — perceived ease of use .238* A3THRE 57.132%
Enjoyment — perceived ease of use - - -
Trustworthiness — perceived ease of use T23%¥* 266%%* 53.594*
Security — perceived ease of use - - -
Price — perceived ease of use - 170% 56.953*
Service quality — perceived usefulness - - -
Convenience — perceived usefulness 252%% 379 k% 58.463*
Enjoyment — perceived usefulness A2k 327%* 55.737*
Trustworthiness — perceived usefulness - .206* 58.189*
Security — perceived usefulness - - -
Price — perceived usefulness 181* - 57.932*
Perceived ease of use — intention to use 282k 218%* 58.403*
Perceived usefulness — intention to use .648%%x* LT1*H* 55.131%*
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Table 4. Result of multigroup comparison according to negative technology readiness

Estimate
Paths Group with high negative technology Group with low negative technology A
readiness(n=204) readiness(n=219)

Service quality — perceived ease of use —213* —137* .000
Convenience — perceived ease of use - ALTHREE 1.926
Enjoyment — perceived ease of use - - -
Trustworthiness — perceived ease of use SOT7HEE ALLHR* .001
Security — perceived ease of use - - -
Price — perceived ease of use - 170% 297
Service quality — perceived usefulness - - -
Convenience — perceived usefulness 288%* 337k .001
Enjoyment — perceived usefulness AB4xx* .300%* 2.727
Trustworthiness — perceived usefulness - 272%* 2.551
Security — perceived usefulness - - -
Price — perceived usefulness - - -
Perceived ease of use — intention to use 193* 304%* 1272
Perceived usefulness — intention to use 24 616%** 235

A3, XzHE Aol A (B =379, p<.001), a1 (B=
327, p<.001), AZA(B= 206, p<.05) 2| F&S FUT}
T A BFA 44 gold &2 Ao =282, p<.001;

ZNEEhee] Aol FYe dalel wet 2dW
= ATsliinh dasdd 2R1F aEAS Arlsie
HIAISF 7A R e] S5st 2] AU (2= 1458.085, df=
914, p=.000; y¥df=1595, NFI=.851, CFI=.938, RMSEA=
038)9F fFolgk @A AE ERlete] FAHTUEE SR
ok g S SRS sl AlRd ) IARES vl
St A3} A =31.454Adf=24, p=.141)2 L =o|7} F-2]351A]
ook 7 e 7k SATUgo] ERIFHJ. T TR
FEA S B A e 22 Y W
o] T2 Wl AK(Table 4), 2 A}o]7} F2]51]
1S 2102 VERITHAR =29.394, Adf=24, p=206). 744
STHETE =& e A, Az gl ABAEB=
567, p<.001y> ] FEE, Mul= FE(B=-213, p< .05
o] Y FeH, AE 8 A (B=288, p
<.01), 7 (B= 484, p<.001)°] 2| F&FS FA}. o9
Hlal FAA T1eEnert W ko] A, Ao (= 417,
p<.05)2 A B =411, p<.01)y& X7k Goliol Ae]
e AL, AHIE FAB=-137, p< .05 Ho] JFE F
lom, Azt 870l AP (B = 337, p<.001), 7158
=300, p<.001), AZAHB= 272, p<.0DS B TS 39
ok T Y Bl Az goldEe A f=.193, p<
001; $+& Hek: p= 304, p<.001)3 F-84(B=.724, p<.001;

o N

N g

S A f=.616, p<.001) 27} o] g-2]rel] fo]gh Ao
&S F= 2= Yeuth

5 = 9
B A7 39 7|erends Hgsle] ZAMEE 5
gof] 2ol HAHE] &40 JFH 2u|A s)eEEE
ZAWFEA ) JPHS PEs)) e e AdE Aok
A, Az BAAFE TS| oAl 7 &4 F B, A
24, 7HAe Az golAel, Mo, e, NN, 7HEe
A7 5830l Aol L FUT. =, 2uart Flsad
Fole] 7o) Helslw agAoln, AT AFo A

B, Algske AlaE Fol AEE vhelal, 7H A 9L
I AAEEE I AR o] 8ol Hi &l Efo] €
Tl 2718 7FsAdo] Bk A o). gk FRIjax
¥} 371AE AFslal vtk =2FE o] &gl
A3 A7 FFeAe] Beg Wl o)k FlNAHE
o] M, N, 7H, E7%°] A28 #-E3 &
o} F-890 FIFS mXe T8 £499L ovlsi, He
A(Kang et al, 2018; Kim & Jung, 2021; Lee & Kim, 2019),
AZd(Lee & Park, 2021), Z3#12& ©]5(Cheon, 2018), &7
+(Lee & Ryu, 2021)°0] ZAHNSoY HA A AL o A
FRIME o] gl IS HAe 4F8%

I FHEg 7 : F-a9lo)eh
£ ol A 1 ke ol Wk 53], A7 ol
o e, M2E f8Aele EAgel M 2 FRHL
Uehiighet] ol MR EANE 71E0] A el A
BalAG BEeT 4R AFS F2 dsad dgzisle)
BA Q8 WAY F e B D 5 o e
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