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ABSTRACT

This study aims to examine the effects of consumers’ innovativeness as intrinsic motivation on
the intention to use unmanned fashion store by applying a technology acceptance model. An on-
line survey was conducted from March 13 to 19, 2018, which was participated by 644 consumers.
Results of the study are as follows. The reliability and the validity of the variables and the meas-
urement items used in this study were verified through exploratory and confirmatory factor
analysis. Furthermore, a covariance structure analysis using the maximum likelihood was con-
ducted for hypothesis testing. The result showed that fashion innovativeness affects perceived use-
fulness, which thereby affects the usage intention of unmanned fashion stores through attitude.
Moreover, technological innovativeness affects perceived ease of use, which thereby affects per-
ceived usefulness. Consequently, the perceived usefulness affects the usage intention of unmanned
fashion stores through attitude. The results of this study suggest that the consumers’ innovative-
ness is an intrinsic motivation affecting the usage intention of unmanned fashion stores, and fash-
ion innovativesness and technological innovativeness can affect this intention in different ways.
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1. ME S AlFsts HoH SolA AMALRE YHL
Atk AlELHEE ATIYA, ontE24 A=z CU
HAaste] AUy F9 8 dhe FAMUEA) A HpolAdl = FZo] T A<l AtEl ot -Eluete
A'7F Ak T gl A EGANA AMEE FolE FRAFEE obF g3t dAe otvARt 7&Y
7] P& AnE Pl g58t don, FHo o] ntgto]l HE AfolE HFESE FFo] oid
= AHA AFAAME RISt =40l AMTHY SEY AMMIAE AlFetes FHE steta Slth
D. Kim, 2018). 599 B2 AMu|~ 79ES St gelutukel el ut oA AH <l €97}y
T@H L] S7et Tl HEE Qe a7 S0l (Tao Cafe):= RFID ] o]9]d] Q¥gAT 71&
22E T)EE olddte olEu eIk A = &&ate] Avjd i glo] AHAelA A
H)2(Self Service Technology: SST, Han & o FES st AAZMA Jhssioh e &
Park, 2009: Technology-Based Self-Service: TBSS, ¥z 833 Ay = gFE HAstes AXE H[$
Jeon, Kim, & Kim, 2018)& #l&3t3 9tk 71& (Sports Biu) Al AR&Fe] Fujo]gg 4] 3}o]
7Igb A ZMu| e Ao AskE Yz e, AR FA MEAE AFs dEA94S B8 MY
o, ARlA Algateke] v, A7 "ok A7k d3t ZAE AA glel 7FsstA el hvk(Fadi,
9 g FAE F44 vy 5 240A § 2018).
< oS AlFdth(Meuter, Ostrom, Roundtree, & oj¢g} Zo] FAAMEE A FAEHIL Qo
Bitner, 2000). %3k 7113 A2 A g2l Al = AeHoz wjdel Jddo] g F3 HAH
=44 AEE Asty A H 2eds =4 EIx o9l & qlvh APz A A
T Atk olF S AlFdth(Jeon et al, 2018). A7F Aztete AL F2 Y HX ™ (Cho
FRAFEE ol 7|&7|wh Axxjuxe] g 2012), 3%, A o= 9 & BAFA
Folth FAAEE F IU=E AFge] gle & o fod 9FE "AE F(Chun & Hwang,
T2 AU 2 AZAYY 7|20 FAujdo] EA) 5} 2001: Shin & Lim, 2003) HE AMuj2e 8
A v s vttt FRAME WelA A 9o w FAE gtvh Iy Ao AN e
A= A AT AR S AFEFH HFo] of 71e718 Az AU AT & A S AT
d 71Aske] JE5S T3 FsA Aok Feud &t (Jeon et al, 2018), A7|E5HE EAdF=
XE 20189 1€ 19 7+e] AR E9E vl of % (Yeo, Son, & Choi, 2018) A%2& AH]2 o]
npE 9] olmlE I (Amazon Go)'7h Yubell ¥l o] 357t yepdths 78 (Dabholkar, 2000) ]
A AIZEE QAT A At o] e ok o veb L Aok whebA 717 RE AT AjE| ] o
7 A7 A5 dE HE Fes Z7e & TR FRAFEA gk o] E ARG ¥
HZE ] Aeld Aol stEgA HHA FAA A2m2p Aol el & a7t ok
E9 2L FRAANAH Y B2 wE S22 A FAREE ok Ao Zlee] 149 a3
S W7 Ak ZEPH A Abeldl o C2A AEL 79 FEARE Hotetr] fs) A
U g 719499 72e 7kt A AE R L5l g 71&48 28 (Technology Acceptance
H #HIde vdE 9329 Jd9E (un+contact) Model: TAM)& &835to] o] &9 & Hr7ted &
71zl WEA HFEWA g e FAH Atk AL 7EFEEYP S 2HAY gAA F7
27 578t dth(Fadi, 2018). AFZ FAE %7 ¥ 2B WA F7]
SEvere] FAHEE vad ZEskE AFE g F7kste] AgEE FolxA &3 UtH(Choo,
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{Fig. 1> Research Model

Hi F382048 A48 AbEEol el 3Ad dFE = Aot
Hio FA A A48 f8400 A0 4TS & Folth
Hyr 71582 A48 g8l FA 43S & Aoltt
Hyo 71284 A48 F8400 A0 4TS & Folth
Hyp AZHE AMEE01AdE A7 {840 BH0 935 F Zlolth
Hio AZHE AMEE0lAdS FANAZE st el FHA 9IS & Zlolth
Hy AZE f8A42 FARAA =z ok =] FAH20 9 = Aotk
Hs, TRl g 2ol et Ee FRAMAHE ooz Al J&s & Aot
A7l & AAEEY] AHAEE HA Hls) & 199714 A=A, F 64489 A5E FF
oz Z/gon, 02 ARZug ARe 48 a9t B avd zdE 945 ATEA
o aujol B3Holz & & UrHKim, Chae, & A SAS WA 194%. A4 506%2 FAR &
Oh, 2009). W& & Aol 100 &HVAE Follen, d#d wWE ERAAME 7+ AP
Edaol A7 AYAAT. ARRAE Lol @ $AD NES B SRASY A7EA
AT AR 71 # F ke 20189 39 13YF-H 2 EAL (Table 1)oll 71&¥ ule} 7o}
(Table 1) Descriptive Analysis of Respondents’ Characteristics
Variable N(%) Variable N(%)
Sex Male 318(49.4) 10~19 105(16.3)
Female 326(50.6) 20~29 109(16.9)
Under 2 Million 59(9.2) Age 30~39 107(16.6)
N 40~49 106(16.5)
Household 2~4 Million 221(34.3) S0=%9 105(16.9)
I\I/E’Cﬁg 4~6 Million | 202(31.4) Over 60 Years Old 108(16.8)
(KRW) 6~8 Million 84(13.0) Under High School 171(26.6)
8~10 Million 40(6.2) ) College Enrollment or Graduation 72(11.2)
— Education - - -
Over 10 Million 38(5.9) Level University Enrollment or Graduation 339(52.6)
Graduate School Enrollment or 62(9.6)
Graduation
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(Table 2> The Results of Reliability Test and Confirmatory Factor Analysis

Standardized ,
I-;\Iaac;ioer Item Regression | SE.[AVE| CR Cronk;achs
Weight
I like innovative and unusual fashions. .696 .063
1 visit newly opened shop. Nuws 055
I often purchase new styles never heard of and/or 809 043
seen before.
Fashlon Alway 1 tried to wear something new. 840 041 995 | 988 991
Innovativeness|y purchase new fashion items immediately when I got
. . 872 036
information on them.
I arg interested in future fashion rather than present 756 055
fashion.
I liked to shop in stores that have unique things. 772 063
I know a lot about high-tech products compared to 846 032
others.
Technological |Compared with friends I own a lot of high-tech products. 925 023 953 | 990 633
Innovativeness|In general, I am the first in my circle of friends to 868 035 ' ’ ’
know the names of the latest high-tech products. ’ ’
I tend to purchase high-tech products faster than friends. 891 032
It is not difficult to learn how to use unmanned
i 794 045
Perceived fashion stores. 937 | 967 808
Ease of Use - -
It will be easy to use unmanned fashion stores. 853 047
Unmanned fashion stores will provide me more
. 887 028
advantages than disadvantages.
Perceived - ; ; -
I think unmanned fashion stores will satisfy my need. 867 033 | .953 | .984 864
Usefulness
Unmanned fashion stores will offer efficient system in
. 740 041
purchasing products.
I have good feeling toward unmanned fashion stores. 843 034
Attitude It W'lll be an exciting experience to use unmanned 899 023 | 966 | 989 911
fashion stores.
It will be fun to use unmanned fashion stores. 913 025
I have a intention to visit when the unmanned stores 891 026
are opened.
Usage I have a intention to try on using unmanned fashion 974 | 991 937
Intention v & 924 o207 :
stores.
I have a intention to use unmanned stores. 926 022
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(Table 3> The AVE and Squared Correlations of Variables

Fashion Technological Perceived Perceived Attitude Usage
Innovativeness | Innovativeness | Ease of Use | Usefulness Intention
Fashion Innovativeness 925a
Technological Innovativeness A37b 953
Perceived Ease of Use .033 076 937
Perceived Usefulness .100 108 465 953
Attitude 071 .068 A12 769 966
Usage Intention 073 057 332 642 764 974

a: Average Variance Extracted(AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal are squared correlation estimates of two variables.
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{Table 4> The Results of Structural Equation Modeling
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Path Re;zzgdg]i?ght SE. | Critical Ratio
Hi-; |Fashion Innovativeness — Perceived Ease of Use .000 .055 .000
Hi» |Fashion Innovativeness — Perceived Usefulness 184 .053 3.800%**
Hs1  |Technological Innovativeness — Perceived Ease of Use 275 051 4 385%**
Hy» |Technological Innovativeness — Perceived Usefulness 021 049 428
Hiq |Perceived Ease of Use — Perceived Usefulness 643 057 13.912%**
Hs» |Perceived Ease of Use — Attitude 048 054 1.126
Hy Perceived Usefulness — Attitude 854 052 16.688***
Hs Attitude — Usage Intention 882 038 24.6027%**

*pC 05, ** 01, < 001
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{Fig. 2> The Results of Research Model Analysis
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