SF=f-o] 7L 5181%]
A27H A6E, 2025
<AFEE>

HIO[E QIRZ[MA 7]

MEEMO| X|

’i) Check for updates

PISSN 1229-2060

eISSN 2287-5743

Korean Fashion & Text. Res. J.

Vol. 27, No. 6, pp.573-585(2025)
https://doi.org/10.5805/SFTI1.2025.27.6.573

2bel oIl

X&H AlgelE,

Toie| =0l DIXl= Het

BELE

Effects of Data Intelligence-Based Hyper-personalized Customized Information
Characteristics on Perceived Perception, Continuous Use Intention, and Purchase Intention

Hyun Ok Lee'
Dept. of Clothing & Textiles, Kyungpook National University; Daegu, Korea

Abstract: This study examines the effect of data intelligence-based hyper-personalized customized information char-
acteristics on perceived perception, continuous use intention, and purchase intention. Questionnaires were administered
to 250 women in their 20s and 30s who had used or were currently using a hyper-personalized customized rec-
ommendation service platform. SPSS software(version 29.0) was used for data analysis, including frequency analysis,
descriptive statistics, factor analysis, Cronbach’s?, and correlation analysis. Additionally, to verify the mediation effect,
multiple parallel mediation analysis and bootstrapping were performed using Process Macro 4. Three factors of hyper-
personalized customized information characteristics (reactivity, convenience, accuracy), three factors of perceived per-
ception (perceived usefulness, perceived ease of use, perceived playfulness) and a single factor of continuous use inten-
tion, purchase intention were used for the problem analysis. This study’s results were as follows. First, the hyper-
personalized customized information characteristics had a significant effect on perceived perception. Second, reactivity
and convenience did not significantly affect continuous use and purchase intentions. However, accuracy had a significant
effect on continuous use and purchase intentions. Third, all the perceived perception subvariables mediated the rela-
tionship between reactivity, convenience, and continuous use intention. Perceived usefulness and perceived playfulness
mediated the relationship between accuracy and continuous use intention. Fourth, perceived perception mediated the rela-
tionship between hyper-personalized customized information characteristics and purchase intention.

Key words : data intelligence(t] o1& $1¥2]% %), hyper-personalized customized information characteristics(Z71 <18}
ud] JHEA]), perceived perception(X1ZFE 214]), continuous use intention(X|€:4 AM8-2]%), purchase intention(7-7<] =)
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HAAE E3l F-&3 HolHE ERstaL Arshe o=, vo]
Hold Zad ARE FEsl dolg $49 ox A 3
ol tigt ARE sk 2l
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Mk 2Eq HRE HEg Aol
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(“Hyper—personahzed technology”, 2023). o]¢}zto] z7)3}
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W 71 =9 e 43HoR 25 9l

27015} WEY Au|ze] Bgold FHE ASE A A
Y} Abge] W T2l 2Ae] B wAe] AR 2
shat AAelth. Bad RS A& NerE ASAE
o] AR 7] Mok A (Tam & Ho, 2006) MES 7143
AB]2~0] Algo] HI|TFE AU A AR Lo FAA kS
H32m(Shin & Kim, 2022) 271918} AMu]ze tis)] 424
o] g w AAE Hue] F84L X7 Aulag A
el Aoz YERITHSung & Kim, 2019).

AL AR A FE A A0l SeaE
ofsfshz Zlo] Fasth, 71 g (TAM) o2& 847}
UAE Sl Ausle Sgaelr A1eEAel o 93
R0 s 438 ZHo|th(Kang, 2023; Kim, 2020a). 7|
ST8Ede] Azhd Y2 F8AlEe] ARIES woled
w ZLleA Ege] 2 Aolzha We ol o FE A
g AYshs /IR AAE o] 2E VI AR
of gk 44 B=g sl aT 71es ol&staLat sk
ARgolwol| JakS Wl A E(Jang & Noh 2017; Shin, 2016;
Um, 2014) 53] 7§14 5493 Mu|& B4o] =555 A7}
A Q14jo] ol A% AM§elwst FoM I (Kang, 2023) T
eleg Aslels A7E UeIthLim, 2018). X144 AL

T AATE S 71ee ASFHOR gt AR
A WF FFS VAL Fo 20l02H HASS AT 5
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o B AR BF ) b Fo Axe} T 5 9
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1. Zolols &Y HESY

Z7 %i} S AR ARSARA HA sk A9t A
=1 oHHL ARSAIA Aldhe G Ee}; ez
6@52‘0 Aol ook a1 (Park,
&3 B e A2 AT
]EF](Lee 2002; Nam, 2018) HH o]& A
AN, AR}, A A2 5 ARSEHE 9] H o)A (Nam, 2018)
= AlFEolof gt

WA AREA ks FRE AAdl A&sA AEH
£ 0 2 (Lee, 2004) 9 MU} Au] 2 o] 82} AtolA] F
g ARE W WhgAo] WETE ARAIES AAAIZ]
FE| 3 (Tam & Ho, 2006) ¥HAS A A= 71
o] f-g3la ol gsl7] W Aol AztE #F-843 &0
o F(+)e] P vHOM(Kim, 2020a) AH2 JHE W=
Al AFEFE A8 Mu2=E 1A AL FEsHL =A A
ZFE §-8790] 384 dFES VA th(Park, 2017). R AME-3F
739 Aoz Fojse Hede *Hi% 71&583 Anl
o ARg-elmel] 3 IS mZ 22 (Shin & Kim, 2022),
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ru& ko

S BUE 2EA B(Stich Fixs $& T2 o] 4
et 2918 BE PE SAN2E Assls 1 A3
AR 80% o14gol Aelst Aulze] Helgel] Mtk

(Seol, 2018). o= AH|X ARg-9] HFRE FujE o]ofd 4
USS ARSI TSk FE AH|2E A7) Ao §lo] AL
L3 2= 9l WL 7] AL %.sm;)r Lol x|7}5)
71] 3= A Z(Lee & Choi, 2012) S1FAF AH]29] HelA

A2hE golgde] T TS ‘/PE}"“‘:}(Wang, 2024). %
%E—J MAst Muj2=als} o] ges A Aelr FRE
AMgol AASFEFE o] 8t FREE F-83k Hriekla
ARgo] 43, FEERE FREE AEHHOE ALY oS
UEBTHMa & Kweon, 2020). H2Hd2 dlolH x| 4t
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3} FAAHEE =Yste] el A tH(Shin, 2024). ©]
= ARl #AREA gl IR FFelal, Bl gl &

s = 3 FEAo] mold F e Ble=
2 o) AL BE IHS BT R JlilstE
IR =8 Fall AREARe] A e AHe F5S 2E
T AEF sl | AHLS EolaAF o Z(Silveira et al,
2019) =718} |20 e EAo] 275 REAF T
e folst F3ES UEPATHLee, 2022). o] &H|XRE]
dao 8 REslet siQlsl AMu|ze] g Fel=y
A)ze]] tigk 2lE]e) 71 Ee] 84S AXB FHE
olojS & = Ath

o9} zho] NS} WEHY FREAS AMAEC] AV|E
T8 Al o] | oAREAe Fe PiXE WMo E X7t
A Qo] JEE Fo ol AH|xe] FYFH oo FIFS

Fe 0w dEH

A pie

2.2, 7|&8mHo| X[ZHE QI

71ErERde Frrle 8 A E8EE uig o
2O7 F8A) uRE 7k AR7)E FEAH0N 7EEA
o] ofEl g wR=Aol i3] EASHACE Al MFEE
A2 8433 A dE golde AASIAL ool A &
s14& Frtete g4 71edgrdo] A EATHKang,
2023; Kim, 2020a). 7|58 292] A 7HE Q142 AMEAE0]
NZL FR7ES FEslaat & uf FHo| gt
ulz} g 355 AAshe NEeE, AZE f
& Ao 8] AR A P =S F
71 gol e FRI|E ARgo] AHalA, AAHom
#go] §lar 43 WA A F e H=e
e ARIES Ao R e NS 4] AER
AolEth(Kang, 2023; Kim, 2020a; Lee, 2024; Park, 2017).
71 Rde o5l FrI|E 2 AlzHo] AERlA &
Sl A9 EnE ARE V)E58d) g 39 =Tt o
SO FHHoz FAE AWee 82 8ol it o]
A3t F4g Bl el TS F= 22 78S 7k
st FAlel Zh 9 WEEZRY] g o
Aol 2L 7Edd te & H=E Z g 5 3
(Kim, 2017).

AFAITE] A% 8o Ao AR A7HE Q14 S0t
= 71E78o 384 FEE A2 (Kim, 2019) 7113} F
Axuize] JREGS =] Qs AAYTE X7 <l
2o FAA QS W (Kim, 2020a) 71Eolt AH)2 )
g Are] 584 A zho] folek JFS wHTHSung & Kim,
2019). 71&g2de] xztE A2 7 FesH dd=EE
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X

MEL AR =R AFo|u AH|20] AP AHRRe] A&
o]gof|A] AlZ=H(Ma & Kweon, 2020) 7o HES
mXth(Kang & Ban, 2022). 7113} A0 20} e gy
AR7)Ed et AZE A2 T V&S ARESaAt e A
£& Ao 344 S mF e (Kang, 2022; Kang,
2023; Um, 2014) A u]) 20l thet F-84 Az Fujoe
of ¥ J¥HS W rH(Park, 2018).
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H|2o} 12 A7|go] 2dT o 7 Ert 7R 540 w2t
e o2 ZAsHL ol MRt T mel] JFE A=
HrER Jledr 543 F5ox AloldlM TAGEE she
Ao oSt

2.3. JHQls} FEMH|AS| X[EH ALZBo|E, FOie|=
ZNQ1sl B ARAEIEE AR BAE ofg] 71
gigEsolx XA Al Egol He A sk JRE AT
ZTH(Thirumalai & Sinha, 2009). °|& AEF0S 93 A&
Aol ARG A7k wE@S TAAA FEY] FElE 18]
3 AL HES Bl AEHQ] AR Ee] s vX= A
oF, FxAEIze AL F7F A3 A o] ARS
o) H& FFE PAE AR YEPITHPark, 2013).
AR T AR AR 71E8Als 788 o A=
AREALY] AlEl el R AAl ARGl B 93-S FM(Davis,
1989), 7194e] &H|ARete] A& A KRS 2 A4 g
o2H AEH Ag= A= A9 AEE ke s
AE 7|the]ee] Fa38k ke dtk(Dorsch et al., 2000). ©]
= A& Boplx a3 Mo HrU|e 78 T A%
Aoz o3z o] AEIIE ske] EFolct. 7|Is) AH]
27t AREARY] R &2 oo rof| wX= FF HAEA A
sl RS EYE Y Felxol ) FrAFo] sk
FE ARAE T ZElzd tigk XA AT} w2 Al
o2 YRt (Ma & Kweon, 2020) FHAH|20] AL §-&
g3} 8ol aglo] ARgowe] fog FEFS HIAHTHUm,
2014). JAFAS 71RF FA|ZF] Mu)2glo] A|&o]g-2]
o HAE G ATellA A, v, Heido] Afula
7RO A(H)e] G vF o Mu)E 7= A& o] g9
ol 2848 FFE Fh ol FAANIE PR FIds
AET A, AR A ARIE 7S Eo]al Yot A&
A3l 9] o8& olF & UL Aol sITHNam, 2018).
ZergRd e A7kE 7874, 8o, IR A=
of g X HALE 7|& AR UiSt 384 HE=E
Pt Al 7S olgstaat sk AR Rl BA(+) B
S BHomJang & Noh, 2017), 2Rl &3 slo] ox|=
o) A&H AMgoze] A JFE #1F L (Shin, 2016)
FAAEE A2 ARG GoldF) F-84 QRIE ARG R
A7 JeS YERItHUm, 2014). 71213} 23172 Mu)~
AREAL AAtellA] AZHE o), -84, F3d BT AEH
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AR G TIRET, WA A 542 Al
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o] =255 Azt 3L B AAsI] AEHF o]l
7} =9k, /\13])\ Exol AR EFo] =242 274 43

A3 Az F-848S = AR AEHH Olﬁ«l‘:‘ﬂl FF
< oy Al2E FHo] H35E A7H golda X7t

F38E A AA St A&F ol go|wrt Zobxth(Kang,
2023). Al A Felold Au|ze] oigh A ZHE 2123 ARE-C]
T AN A F-8AT AE {3 AR R A
A+ VIS "Rl AogE, Au|ze] g {833 EA%S
7 RIS AR RS s Frke A4S € T ATt
(Kang, 2022).

ZHR7E 71 Fufel] gk oR]91 FujelE= AH|RE At
Ao APA FFS A= A4 81 vz efad
g5 ol 7P =2 XEH F F UrhPark, 2018). Eu}
o g An|zellA o] siRIsE FAMHE ARRAL FIF T FE
AL AF FEe F2 FIHES mRl 2o, siRIskE H|
o[BI 7IRte R A4le] Holuh 2EtUS AHalA A
AFE FATOZ Fufo|wrt =4 et 22]al oo
Aol w2 FHAMu e AATARA Pl =r) &9kt o
Tl & Q1x] T g Tl HAaldAlE AR 935t
FES e dHolAY BEe BAEE 727 o9k o
of, AH|Rke] H g o} ﬁ—?-é g83] wAgE FaAH| 0] A
4L 284 s & F °l7ﬂ AZsFoZHN FHjow
& 4= dthKang & Ban, 2022).

05

o rlr rr

EE FAARZ 50 WE AR B7E 89lo] Abgelme}
TolelEe] HAE G BAAT BAH Fee] T4

JeS mAE AR YERSTH(Park, 2018). o]kt ARgA}
A wEslE Ry AF, A¥E 5 Aleete] %LUHE
L:ﬁ}l%} E=d Nl ﬁ} %“—ﬂ*ﬂﬂl*«l i Zéﬂ——** > 3

3. A7

3.1, 97PEN W HTey
A AT o] A ASES 99l o84 2AE EuE d
TEA 2% ATRHS AASAFg 1),

AR, ZARAsE 71 AR} THR1Y] 5 7] 50 2 %f‘&
ArAFeIM, AZHE Q1AL e AR o455 4
Al Mdozn 2HAE 2 e 714S 83 4% X7t
B 212¢] olair} BRI RO F(Kang, 2023; Kim, 2020a),
23} B AREALS A)7HE 1ol JFE v Fe
2 d3dn. B4, 7i0s) 71Ee P ET|ES ARSI
A BrEslE "1‘1 29} S AlFehe A E(Kim et al,
2020), FR71E A $ 7Idoledo] FEHE A AL AR
o= & 7FX=(Dorsch et al, 2000) A< & HH 227 ARR-
ool AL = o= SHH, /st vlolHE 7INte
2 A9 FHFot ekl Aje AlFS FRTFeEA T
vl =r} A vehd A& £ uj(Kang & Ban, 2022) Z7N
013} WEs HYREAS ujolro| S nF o7 o=
Hoh AlA, 225 212le da1Z0) 7)o o3t AlE AH)
2oA) X2 ARg-Ol e} ol e] Fuel oS 247
w3t SHE ASZ(Davis, 1989; Yang et al, 2013) #|Z}
 QHe] 555 7IeS ARSslaA) sk Eleo] 9 T

o (Jang & Noh, 2017). ME& Hr71&o] §-883} go
Sho]l AZEd 2 71es olfsEE et BoRle AS B
o (Kim, 2016) X171 1242 2718} sad AREA} A
&4 ARG, Fajelmsle] AANA mi JES & Zlem
o St}

AFEA 1. 270918} REF HHEAMo] A7kE 2A2e] w]
Ae = Felsitt

ATEA| 2. 203} wEE FREA o] XL ARgoxet
TFrjeeol] rAe IS ol

ATEA 3. 2HR18 B Zéi%‘éol A &HA AR,
TFrjelE 7ke] FAlelA A ZHE Q129 wiyl BHE wetdict.
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Fig. 1. Research model.



bljojE] QleelHA Tk Z7)Rls] HES FREYo] A2E ¢, MG ARl FeEe] rlAks 577

4 A SRESC] 20300 o AMARE F EPLOR S 8, A9 &5, 999 SUE e, 99 TilEelel
1o} (Kang, 2021) S7edom Agsiriar A=A A5 sl S8 skl

THE =S e Aerls T SEeloR A=

AR PR WA ZARE W A9 E= ARRET RIS 4. 4ot A =9

g HAS AL o] F o x}ZJ ZHE tdArEe

FE oG sid A FRES AA T Foll A 4.1. EANLHERE SY

?01
o= &4 FE] dubr 548 v gt AFE 20294 50.0%,
30-3941 50.0%= F2A BEEHAT, AP JAkdo] 46.0%

Hn
M r
oot |

L5 9ER P o} FBE SboT
o geles St § 25057} AEAE B4 o]

ﬁ
32
G}

A8 EAHPHS SPSS 29.05 ARSSIlem e dnhy 2 7P B, S 192%, AEZ 104%, AAFH 6.4%,
54 gk 98 RIERAS AAIs, 7 25 ] y) ZAA 6.0%, FFY 5.6%, 71EF 4.0%, AFEA 24%2] =
2 A EfE ASE 8l TIeTARA, A 891 2 Uepton, 4% o= t)E 752%, 71E 24.8%% H)EQ)
A, AR BAE Eele 1501 7re] AAAE 7EE] 9 27t B2 ZoR JEehdt sEe st £ 71.2%, thet
3 RS AAEIATE W kel vl 23 ASs) 9 A 16.0%, e A gt 84%, IZE o]8t 44%Z UERS
3k AFEA EMelE H ayes(2022)—4 SPSS Process Macro 4 o, ¥ A5 200-3009H0 HRE 224%2 =A JER
£ o|&3t] v EupNEAS siion wil Ee fel I 300-4007+ w|wE 20.0%, 400-500%+ w]wk 16.0%, 700
AL Jd HFEZE EH 4 (bootstrapingyS AA]3}A T T ol 14.8%, 500-6005Fd wITF 11.6%, 600-70059Hd H]

s Rde W 7k IAIE By sty g3 o 9 8.8%, 2009+ WYt 6.4% o2 et ¥ ZHUE

Aah7] 9jsk X}E‘ial WHOo R 53] Hayes(2022)7} Al HEZISE 63] o|4o] 312%E A UERE 2-33] 27.6%,
Alg iR S oW EmiEE shue] R F 4-53] 24.4%=2 FEEUI 13] o]3te}t 5-63]71 84%= VIERSE
o 107171 Ee] mil wQle SAlell E?Jo}@] Z}zte UH on, ¥ FrlFAL 109309 mho] 48.0%= 7MY
N &35 Z4T 4 A, ot viESE o2 iy A UERER 109R mInh 34.49%, 30-509+ m]EF 12.4%,

o QA FEFE HAA] U= BFPOR E]TUH7H A0 ﬂ?} 50-705+ w|RE 3.6%, 90FH o] 1.2%, 70-90%+d w|Rk
3 dPEo R ARE Y 9o|(Kim, 2021; Kim & Lee, 2019; 04%9°] ¢o2 EILAT)

Jung & Lee, 2019) ¥ A7e] EAubH o 2 ALg-3ict.
42 =X #Ho| Elgh I MENM 2M
3.3. Mo Holet £H =2 W] dukd EAF g5, U3 9ad BALS 9

=20 RN
A 274015t DEY PRERT AZE Q4 TR B

Aol AR o] 74 w32 58 Likert A=W oR 5 g
sk, vl Wit Aol vt Ak 20918 B URE 8R1FE M Varimax 28|y ARERH HAA 89l
JRE4L Nam(2018), Kim(2020a)°] ol st} B AABIAL 291FE0] I Ve AR 1.0 o
Al sl skt WA F Rt JHE S W 2 FEsilnh AEA Aol mel prjojre Ml 7 7
& T A M AlesE vl TR FEEN Ao ohs sl ZIEEARAE salth. S e A=A Al

o)

2 Aulz ARG gl gk 4720 R FAEHG e A = Cronbach’s o Al5E AM-313T

e Ay AR} Telzo] tigh B gk 4230 R

TAEJTE A2 <14 Kang(2022), Kang(2023), Kim(2022), 42.1. 2038} BE HJHEA

Park(2017)2] Aol |ste] 2 o] g skt zN0lsl B HHREA 1288S 99084 o Ad )

M Ed I 7H°J§} FAAEEE T3 8kl SHEe o] 99102 =EEQOM(Table 1) F MF T 61.7%2] A3
AEAR F50 B8-S Frie WE 4730F FAEUL A S veplth 891 12 HEoR AT FR} Fel=o of

ZHEl ol ISt TR ALge] el A Y go o WS WY, 71 vl tiv] A, JEek JE A

= - =70,

= suge] TANNOR A48 §IHE NS FAEs B2 drke Bgow 8279 B AHSES Uspien &

o 571 A Al §5] 9 4EROR YA A ) 28 HeJgOR Al A8l LT, Wi /1% A8

&2 AMgolEt Qs FANNLE ARG AENE BT T, ALS A BE A0 w2e] 2084 S ¥

ol ASHOE AHgT AFol T 4RFOE Kang2022), WA A A m2E e ks Bgoz 7769 vlwA
O

s bl
Lee(2020)°] Arelld st & 1ol Bl 4 sto] ARS- F2 AEFES B 29132

- whgg o= g Aulze] o
ek, ol olmi ARlS Aavt T ol A4 B @ 244 A9 AT, AeAe) 2% =9 3, wE o
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Table 1. Factor analysis of hyper-personalized customized information characteristics

Variable Fact.or Eigf':n value Cronbach’s
loading  (Variance %) o
Accuracy
The information and content provided by the personalized recommendation service are clear. .807
Personalized recommendation services are more accurate than existing services. 771 (252.(2(1186) .827
Personalized recommendation services deliver accurate information through the latest technology. .760 .
The information and content provided by the personalized recommendation service can be trusted. 717
Convenience
Personalized recommendation services are conveniently configured to view or use menus and functions. .865
Personalized recommendation services do not take much time and effort to use. 734 (210'.328114) 776
Personalized recommendation services are configured to be easy to use. 725
Personalized recommendation services can be easily helped in the event of a problem. 519
Reactivity
Personalized recommendation services are available in real time. 781
Personalized recommendation services provide the results immediately to the requested service. 755 ( 119'2)1697) 144
Personalized recommendation services help make quick decisions. .626
Personalized recommendation services reduce the user's decision effort. .583
Table 2. Factor analysis of perceived perception
Perceived ease of use
Personalized recommendation services make it easy to get the information you need. 873
It doesn't take much effort to use personalized recommendation services. .868 (255..264278) 898
It's not difficult to use a personalized recommendation service. .810
It is convenient to use a personalized recommendation service. .807
Perceived playfulness
Personalized recommendation services are fun and interesting to me. .867
The use of personalized recommendation services stimulates my curiosity. .833 (21 4949165) .842
It's fun to use personalized recommendation services. 7198
When 1 use personalized recommendation services, I lose track of time. .649
Perceived usefulness
Personalized recommendation services save time for shopping. 782
Personalized recommendation service helps me purchase what I want. 154 ( 118.,070295) .770
I can get the product information I need through personalized recommendation service 676
I can get useful and interesting product information through personalized recommendation services. 510

422. AZHE 14 A 2E Bl §-83810 SRS AEHRE 5T & dx
AZHE Q12 1288S 8908 3 A e ggleg = gt AlEe] JEES) S w2 ¥l Fasdh A7k
ZEFU O (Table 2) 5 WH T 68.8%2 AHES Yeplt Aoks) Fohe Fgo2 7709 HwE £ AFHFES Ue
22112 A7 gold o= JiQlsl FHMME AMgo] Hals Wk
3 a3t FRE A 4e F U o8] oFA gkor
A2 o] 8-S I3 o] Ho] FaskR] Yths Wlgos 423. A&A AR E, Fujex
8989] =& AEFES v oH 891 2= A7 e A&H ARG 4ol tigh(7iRlst FHMN=E A EE
2 s} FAMEE 3714 A Ave SRE 0 0] Az} AAFTE fl8 AL 0F AT oA} o, Xl
& A EAYM AT TR & RETRE BYoR 8429 Eo FHRINA FHT o, o a® AL AT FP) 71EF
Fe=

AFeES 1k 291 38 X 7E f-exo= st FH Al B4 A7 (Table 3) B 3.78(SD=65)= UEPGIL A e
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Table 3. Descriptive statistics and reliability analysis of continuous use intention and purchase intention

Variable N Min Max Mean SD Cronbach’s o
Continuous use intention 250 1.00 5.00 3.78 .65 .892
Purchase intention 250 1.00 5.00 3.71 .64 814

892F EL AFFES Bk oo 47l tigh(]<l
s} Mujart 3= ) 2R 284, ANl ARjzoA] 3
gk gl gk ol oA} R, RS gl gk 495
3 o, FHS el ok el 71R)°) #2417 Z(Table 3)
Het 3.71(SD=64)Z YEIo™ A= 8142 &2 AFF

274 W 9] BAYS stetsb] 91 Mg 2 TR A
Ao T ERA ABEE Hols ARASE o874

[¢)
A Asiint. 4] A3K(Table 4) W= 25 fol9t #
7} e Ao UEhkom(=383~.764, p<01), RE =4
E9] Wil= A-EANA AAGE ZF 7id 2F BAle] WEk
Aste AoR SAYEL] EfAo] R

44, AFEN HS

23t 95y AREA WEkAd, HeA, FE)e
A& AR, T olete] AAA A ZhE Q14 WA
74 -84, A7k SolAd, Azt R3)i)e vl &zt fet
S $13 Hayes(2022)9] SPSS Process Macro 45 A8-3}
R E RS AL, il 2 o ASS FE
EXEHYS ANt FEXEYY ZAor HEXE
HE FE 500032 A3l AP 95%2 A St
ASAT A= F7HEHEEL, ez Ateldl 00] R e
W o ZEF BAINCE folg Ao wdd 4 gl

4.4.1. WA A EHH ARG, ol AAA A]zhE
2] wi7f &

ASA¥H(Table 5) W73 A2He -89 (=574, p=.000),
A7 8014 (=597, p=000), A7+ 3] (=383, p=.000)

Table 4. Correlation analysis between measurement variables

of frolst F(hel BT WA ol FHAUZ ALE Al

=
Bag ANE NP B 5 e AHI2 ATEE WS
1

EEE FAMUA Ao R Q3 483, HEd, &
7§ molRle Zloz siaEn) ukeAdo] AzkE <l
S X ZA3KKim, 2020a)y= B AFAIAE XX
A2 Ql2]o] &2 AMgome} Fujolme mXE JY
M43 AzkE 5-84(=385, p=.000), AztE Lol (=
159, p=010), A124=E F314 (=333, p=000y =|&= A}&-2|
o fojg IS veRla, Fujolzdle AzkE {84
(5=304, p=000), XZtE &-o]’d(p=252, p=.000), AZtE 3
24(B=278, p=000)> Folgt FFS Yepdh 7elst 35
2 Au|ze] A7k 849, A2 golA, e 314 0]
A& olgolme] H(+)°] FIFE PH o™ (Kang, 2023)
s} AH|Z B tist A zkE f-8490] A= feldt
& "R (Park, 2017) A= AZPE Q12]o] A|&A AMg-o=
o o8 JFgS 1B B AFAAE X3}
w332 A &A ARE-O (=023, p=668)2 Tuiol%
(B=.066, p=232)° A=A FFg vX|A] k). dlofg] AL
2 7 A wAlE A vESAI o) Aol fol st
B MRAA e AFHKim, 2020a)= WOl A&H A}
golof A JIFS vHA] k2 B A7dzE A|X|g)
WA A &A Ao E, wHeAIH el 7ke] Ao
124 Ql2le] thgwdrlaste] feold ASS S8l FE=
EY EXA3KTable 6) A& ARz A7t 484
(BootLLCI=.151, BootULCI=392), X1ZHl -8-0]/d (BootLLCI=010,
BootULCI=.228), A7t 3] 4 (BootLLCI=.087, BootULCI
=239) 5 skt ek Alelell o] EFE|R] FUAL,
o] o= =)ZHe -84 (BootLLCI=.102, BootULCI=328), A|
Z}gl 8-0] A (BootLLCI=071, BootULCI=293), X1 Z+E fr3]4
(BootLLCI=057, BoofULCI=217) 25 33kt AFshzt Aleld)

=

R

N

1 2 4 5 6 7 8
1. Reactivity -
2. Convenience 586" -
3. Accuracy 495" 5397
4. Perceived usefulness 5747 5147 * -
5. Perceived ease of use 5977 619" . 6937 -
6. Perceived playfulness 383" 4547 . 5527 4387 -
7. Continuous use intention 467" 4437 " 693" 586 624" -
8. Purchase intention 497" 499 " 670" 624" 5817 764” -
#4p<.01
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Table 5. The mediating effect of perceived perception between reactivity and continuous use intention, purchase intention

2

Pathway B SE s tp) R Fp)

Reactivity—>Perceived usefulness 587 053 574 11.030" 329 121.669
Reactivity—Perceived ease of use 601 051 597 11.706™" 356 137.041°
Reactivity—>Perceived playfulness 527 081 383 6.522"" 146 42,540
Reactivity—Continuous use intention 028 .066 .023 429

Perceived usefulness—~Continuous use intention 459 .076 385 6‘013*:* 579 84152
Perceived ease of use—~Continuous use intention 193 .074 159 2.606

Perceived playfulness—>Continuous use intention 295 .044 333 6.647""

Reactivity—Purchase intention .080 .067 .066 1.199

Perceived usefulness—Purchase intention 356 077 304 4.612:: 555 26318
Perceived ease of use—>Purchase intention 301 075 252 4.003

Perceived playfulness—Purchase intention 242 .045 278 5393

£p<.05, ¥*p<.01, ***p<001

Table 6. The significance test for mediating effects of perceived perception between reactivity and continuous use intention, purchase intention

Pathway Effect BootSE % Cl
BootLLCI BootULCI
Reactivity—Perceived usefulness—Continuous use intention 269 .060 151 392
Reactivity—>Perceived ease of use—>Continuous use intention 116 .055 .010 228
Reactivity—>Perceived playfulness—Continuous use intention 155 .039 .087 239
Reactivity—>Perceived usefulness—Purchase intention 209 .058 .102 328
Reactivity—>Perceived ease of use—Purchase intention 181 .056 071 293
Reactivity—=>Perceived playfulness—Purchase intention 128 .041 057 217

0o] EFEA) eob AZ1E A49] vl Tt PFHAL. o]
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7k 914)e] ujr)
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_g_/\

4
)
Felst
Hojo] =orE AW 589 §-84, GolA,
12]0] o] EolA= Aoz s, Helxdo] Azt &
froldt 93-S vzl A3K(Shin &
Kim, 2022)= o) o] XzE 8435 x|zE Lol &

0

S 3H(Table 7) I Az {824 (=514, p=.000),
012 (B=597, p=000), A\ZHEl §814 (=454, p000)
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Table 7. The mediating effect of perceived perception between convenience and continuous use intention, purchase intention

#3199 A7k

Pathway B SE B 1) R F(p)
Convenience—Perceived usefulness .529 .056 514 9436 264 89.039"
Convenience—Perceived ease of use 626 .050 .597 12410 383 154.008™"
Convenience—Perceived playfulness 630 078 454 8.031"" 206 64.501™"
Convenience—Continuous use intention —-.030 .067 -.025 -453
Perceived usefulness—Continuous use intention 468 074 393 6-303:* 579 84,164
Perceived ease of use—>Continuous use intention 218 077 .180 2.836
Perceived playfulness—>Continuous use intention .300 .045 339 6.628™"

Convenience—Purchase intention 072 .068 .060 1.057

Perceived usefulness—Purchase intention 374 075 318 4-960:: 54 76.138™
Perceived ease of use—Purchase intention 296 078 248 3..796

Perceived playfulness—>Purchase intention 235 .046 270 5117

#rp< 01, *#%p<.001
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Table 8. The significance test for mediating effects of perceived perception between convenience and continuous use intention, purchase intention

Pathway Effect BootSE o A
BootLLCI BootULCI
Convenience—Perceived usefulness—>Continuous use intention 248 053 150 .356
Convenience—Perceived ease of use—Continuous use intention 137 059 022 255
Convenience—Perceived playfulness—Continuous use intention 189 041 114 276
Convenience—Perceived usefulness—Purchase intention .198 .051 .102 303
Convenience—Perceived ease of use—Purchase intention .186 056 075 296
Convenience—Perceived playfulness—Purchase intention 148 043 069 236
o3k YIS UEhd 2 d7AAE 4R AT FOMA|AL o] AHE ARGe|wet PujeeE STMITIE 1
A&7 Abg-o|wol| XzhE f-84 4(,/3= 393, p=000), *12+= EIE 7K Ao= gAEn.
B0 (=180, p=.005), AZlE 314 (=339, p=000y
oFh FFe v, Feielmele AzbE 844 (6=318, 4.43. AT} A&7 ARgow, e 7F AACA A
p=000), A2 OW(/? 248, p=.000), XZtE F-8]4 (=270, 7 Qlale] wislas)
p=000y o3t FFS Hepleh Hee A&4 Ao w AZHAI(Table 9) A2 AZHE {§-879(6=610, p=.000),
(=025, p=.651)2} :rLH Q= (5=.060, p=292)°l 2H= g A2 8014 (=568, p=.000), AZ+E 314 (p=427, p=.000)
WA 9k WA A%H AFgelE, Helds pulele o) flak B wATh ol AN A A Hehol
o] BAGAN A7 Ale] oEHEuETe] fold A 94 AW 8ol $84, Sold, #84el AzkE Qo]

4 SH bootstrapping
1 o
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BootULCI=303), A1 ZtE 8] (BootLLCI=.075, BootULCI
=296), A28 5314 (BootLLCI=.069, BootULCI=236) =5
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NEZT AFHAT. 20038} 95y FJREAR] AP A
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o
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Aol golxw
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sk Holele)] S NS Azt §8, Ak

Faelle Aol Fold TS viziod AzE golgel
= frolg 92 PIAA %okKim, 2019) & A7EAE A
Jge}. el eolls AZ2HE #5879 (=245, p=000), AZ+E
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Table 9. The mediating effect of perceived perception between accuracy and continuous use intention, purchase intention

Pathway B SE B ) )3 F(p)
Accuracy—Perceived usefulness 549 045 610 128727 372 146,977
Accuracy—Perceived ease of use 502 .046 568 10.868"" 323 118.115™"
Accuracy—Perceived playfulness 517 .070 427 7435 182 55279
Accuracy—Continuous use intention .260 .056 242 4638
Perceived usefulness—Continuous use intention .361 075 303 4835 -
612 96.797
Perceived ease of use—>Continuous use intention 125 069 103 1.807
Perceived playfulness—Continuous use intention 273 .043 .308 6387
Accuracy—Purchase intention 224 .058 212 3892
Perceived usefulness—Purchase intention 287 .077 245 37417 .
. 578 83.972
Perceived ease of use—Purchase intention 263 071 220 3.691
Perceived playfulness—Purchase intention 226 .044 259 5.146™"

*r¥p< 001
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Table 10. The significance test for mediating effects of perceived perception between accuracy and continuous use intention, purchase intention

Pathway Effect BootSE % Cl
BootLLCI BootULCI
Accuracy—Perceived usefulness—Continuous use intention 198 .063 .083 324
Accuracy—Perceived ease of use—Continuous use intention 063 048 -.027 .162
Accuracy—Perceived playfulness—Continuous use intention 141 035 079 217
Accuracy—Perceived usefulness—Purchase intention 158 .055 .055 271
Accuracy—Perceived ease of use—Purchase intention 132 044 .050 221
Accuracy—Perceived playfulness —Purchase intentionn 117 037 051 197
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