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ABSTRACT

The purpose of this study was to investigate the effect of augmented reality technology perception accord-
ing to consumers’ technology readiness on fashion product purchase intention. We presented a video of a
fashion product being virtually worn through an augmented reality app as a stmulus. After watching the vid-
eo, respondents answered a questionnaire. Data collected from 507 male and female consumers in their 20s
to 40s were used for the final analysis. As a result of exploratory factor analysis, technology readiness was
extracted as four factors: innovativeness, optimism, discomfort, and insecurity. Cluster analysis was conducted
using the technology readiness factor. As a result, the respondents were classified into four clusters according
to their technology readiness: pioneers, skeptics, laggards, and explorers. As a result of examining the demo-
graphic differences according to technology readiness cluster, there was a significant difference only in gender.
Also, the findings revealed a difference in the influence of perceived enjoyment and perceived usefulness on
fashion product purchase intention according to the technology readiness cluster. These results can be helpful

in establishing a marketing strategy for fashion retailers that want to introduce augmented reality technology.

Key words: augmented reality(5- 743 4), perceived enjoyment(A 218 & A ),
F84), purchase intention(7-f & =),
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& da Silva, 2014), Z127] w7 ﬁ\_H]X}ﬂ A=
+ 7led AYILEE fFEde 29ds osste
AL v2Y2L AFI AR e g A+
#d BFoA Qs (Ferreira et al., 2014). w
2 71z gk AnRte ARk LdRl VleE
H o] mel ARAEe] e SHAEA 7sl
gk 1ol Az dFo MAE G AHE
J olE uAY Hgo® g AuAE9
F7dEA 7l F&o U ofEeS FE=T
Tee F F I

TAEA 7S 2Ekloly EupdeA 4]
A5 &Y AAS FINA FFHLE FE
=d F A& 7IEoAN dEg 7&es WolEo]
T &HAe A wE 71e 7§ ol E
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1. ZZ&A(Augmented Reality)

= 74*1 io]ﬂ] 6H AH&-A ol A 6:]\__/}_:']_2:}% A 53t
= 7oy, AA #AAM Y AAE
A #E=HSon et al, 2019). & =434
A7) AA NS BE Azl AF9 3D Azt
TH= HFH g e 7]

= 0 =1

g & 4 th(Azuma, 1997). A& 9, S7d
AE AN AA oW (o ALEA dE)E
AFE A oA (e 7 AFeks) ok Witsl
F= 71ES T3t (Azuma, 1997). °lET 7|&
= AFAA HYolet vwa s W w2 e
S AYEE AFsF3(Javornik, 2016), L
Zglel mjgol N AAR aFsE A e &Y
AEE =AY SAILE JMFEAR FEH
oot gt 7PFAAL o|uA, WA, FH A,
AHE 5ol BEF 7MY AAll EAste 9, 57
AT olFe wigely FH 37, AlE T
E5 AR EAsHE Zlelw, ozl 74te] AET7L

Z7}t¥= ZoltHRauschnabel et al, 2016). Daponte,
De Vito, Picariello, & Riccio (2014)°] WE2W =
7HAA 7eS APAHANA AR AR $A
zrom, AHzt 75}‘%‘% Sakls ’\U}E mEy 7
il %E 883 AL Ve FHY EoklA
= 885y 3 E}(Rese Baier, Geyer- Schulz, &
Schreiber, 2017). ZmtE wlgy 7pdelg 22
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qo] A FH Y FANME B FHE 7HAL AHEstE e AR Ve NAAVE HEEe P
Ath(Lee & Ku, 2020). o]z} & 4 tHChang & Kannan, 2006: Lai

ol fel Al BE FAAAM g #4 FUhet 2008). ol wra] FAZA 249l EH7H(discom-
A A EElY #Este] SR ed o fort)2 71&d thE EA7 B3 71ES 9
ATF7F trFatA ol FolA L Utk WA FAAA FAA 248y e A4S e, B4t
Z7] A+= FEAYAA dA L Je THE (insecurity) & 71&el dis] £41& 7= Blo
Az 7gEd Ayl B AF(Jung & A9 & T F e 5 da oA A
Song, 2017)7F B}oH, olF 7& &Y = S zt= 7S W3 TH(Taylor, Celuch, & Goodwin
A& ASs 8 NeFERd S o) gd AF 2002). oA MY 7EFHEE Vles A
7} ohkskAl RE = AT Son et al.(2019) o w2 SFal AMESIE SR HXse 3849 Ade] 7]
A SAAA M 9" Ve A7E 84 ES Agstr AMEshe AS oe A8l =
ghEo] ARgolkel] folgh YIS WA= AR oz A EH Westjohn et al, 2009).
Yeh o™, Huang & Liao(2015)2] ATy = 7543 AEdtY 7L Ed(TAM) # 7]
7P FeE slE e SAEA Vs g EFHEE T8l A7% 3ty Y 71ET
AZE F8A4% AgE EA0l NEF A 9 HEE 548 7| Folv ARz AA Azt
sl o JIFE MAE AR Dyt H EAo] oivEt Zle AEFFH Auze dig o
Rese et al.(2017)9] AFoME IS ZE3) 2 ARl Aldo® AHoaly] Wi Jesd R
T AdE SAEA 71ed did AzE 84 + t=2vx & 4 dvh(Ratchford & Barnhart,
AZtE AgEolde HEE AA AMSEd & 2012). 7leE&RdY A" F&4% A"
ok JEFE vAE AoE eyt AHE EolAde HArE B4 Jsd wE gE2AR

NeTHEE 71E AF 9 AN 2 gl gy
2. 7|&Z&H|=(Technology Readiness) o AEE 7o @ 7] wliEol (Ferreira et al,
2014), Au¥A7F dAH o7 A E <l2elg} g

Z1eFH=(TR) = 7H 3 AAddA a5 2o = J)eZHEE 2o 7)1 het A
EE AFE] 8 NEE 71ES T3 AHE ole] AWA HEE ehn, Aole A¥e 7)
stele AMEES AdFelgt & 4 th(Parasu- So] WE B @AY O]—E AEose B
raman & Colby, 2015: Son & Han, 2011). Pa- qatel Ax NS

rasuraman(2000) & M2 71&L AYsA AL

A ShE A SPGB FE ALLE Lo g ga sug HL;TJr S8 slo] %
2 NETIRE AIHTOIA NEENEE T ou win g & qu e csd slel Sl2
A Parasuraman(2000) o wEW 7]%FH] ZHEE o83 A7 Awpw AZguA 7|
wE IS RS TR, SEAUL SE 0 pop equz 2w, 2vE Ae3 Bde
S OTRAR] SA7E TES AT AL L ggs) o) gen. AzAN s e BaE
2e 93 (optimism) 3 A1 (innovativeness) o NeFWEE (7" 92T A74E ALL
o, JEgS gl WA FTAAE ANHE 0 2o wgs 0E s s gEE &
BH0R sl%o] AREolA AT HolN FA
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ol AoZ T tH(Ferreira et al, 2014: Lin,
Shih, & Sher, 2007). =3 AZMu|X 7|7 &
dste] ZeFrles Z1eAkgel A3E 9= A
A 71% 39 tH(Gelderman, Paul, & Van Diemen,
2011: Lin & Hsieh, 2006). 13y =iAd S

S8 AT TleFEEe o]gol A
=T Park(2019) 8] AFolM = 7eFr S
S48 NeEAH FENANFERY IAAA =
AUSFE 8ty s Wt oA
S4dd o199 Tle FRAME JleFHIETH
Z1zoll tigk <14, 71 FEHE, 7le AR
o] MR FEEov HaHE FtEA
Ned e 71EFa e AF7t o] o]FojA]|
okt
7)1€F 8| =& Parasuraman(2000) e <3 =z

2 o] HIYX olF 7EFHIE AF 1.0 (TRI
L0)olet goh 1™ Alzke] AuE A TRI 1.0

B2 AgelA e Ados FRlEA ¥y A
T Zolo] digt TA7} A7IHAEA At vk
3 FAEAHCelik & Kocaman, 2017). ©]oll TRI
2.0 fﬁ.Eﬂ Parasuraman & Colby (2015) <3|

A T4 2 A,

2=
Az S FAEOZA ¥

¢

& gl @%
o Hdsk, 84 e ARR FAHEHUT ol
£ AFoME TRI 20 WFE AHSStLA} g,

w

CAZHE ARZE0lY, AZE REY, AZ4E

EN=

7148 2d (TAM: Technology Acceptance
Model) & 71589 AR2AE Fotatr] s
g2 AHE-H AT (Chal & Kim, 2016). <{Fig. 1>°lA
A E 7]5-’?%‘:’“£ AuEH 7]se] A
(Actual System Use) 5 9= (BIo| <3 2
AH L, PF s EHE A), Azt F&24U)l
osf A=, HEs A7 843 U0) 3 Azka
ARSI A(E)dl 98] A4 HH(Davis, Bagozzi, &
Warshaw, 1989). | Z}E 842 Fo7 7]&9]

Folxl AYoAl Aol F5s FIANE F
Atk Aole] W A E yeldth(Davis et al.,
1989). &mM[APAA A7t FE8ALE 71E AHEY
715 Aot AAEY Vel AYE Fshe
g Egol 2 & Jde A4" g8 Y F
AtH Ferreira et al, 2014). A zt€ A& .
71E AHEE WE Aol drhd AeA EE
A7 olFAXEA e ek <AAe T3t (Davis,
1989), 7l&elv AFo] AHEsl717F drke Q14
o] ES4E Ve 82 ¢ =oldd(Hwang,

Chung, & Sanders, 2016).

(Ferreira et al, 2014). & 4
£ F sle ’\Hi AH] 2~ AL (Childers, Carr,
Peck, & Carson, 2001), EHld Qe AN ~E
3 43l= AE A (Bruner & Kumar, 2005) %
= 7P A" AR (Oh et al, 2009), APFE 9)F
(Hwang et al, 2016), =14 =uld 23 (Ko,
Kim, & Lee, 2009) < A-7dA AzE &
o] 7l& A& kY AF ko AFHOE o

FE At Zlsd dig A7E ARESold ®
P A7E ARl tidE BTl A TS
X3, ol IFIFHoE FLIEE =t
(Childers et al., 2001: Davis et al., 1989).

J8y 7lE 8 o8 %7 R4 AR 7]

ol

P

o

2o AeA oy BAE oA Er)our 2HS
T AeZ 7H_EY(Choi & Kim, 2016). 71& &
gl Aol 9F Friute] opd A7t AL
< YA e 3% 958 =Y F Jde e
84o] WA HA (Davis, Bagozzi, & Warshaw,
1992), 71 & dol A7E EAFE T3
Meoclog ZhrEY o AZtE EAS A
23 72 HriEo] Bkl Fe mEA § gl
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& Choi & Kim(2016) ¢
ol 71& AR Hkel
Az R84l

A Ak

Perceived
Usefulness —
P [19))] N
E // AN Attitude Behavioral Actual
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{Fig. 1) Technology Acceptance Model (TAM)
(Davis et al.,1989, p. 985)
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o A olale 4 AH(Lam, Chiang, & Para-
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35 A TH(Celik & Kocaman, 2017: Chen & Li,
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ZledEH o e FAEA 71E QAo HAAE Fulex |X& g3
Tl == Plotkina & Saurel(2019) 9] ool A 3 AR+ & BE9 EY
AgE 3ERS olgald SHdY. BE By
o 74 YAE HAxz =Agon o TEA 2 Axe Ay 20219 1€ 199+ 25
A gl FhEd TR S4EA Qe o)g 2 TIL AT AEUIAS AGL iges
A9 2L FAAAL, ot w4 gae) g TR T LEGT SHE AW AL Al
%2 2+ ol BAUSE Ba, Sl REHARSA, 4F Y2 T SN
AME ARIA B SHA 4E R A
{Table 1> Demographic Characteristics
Category Frequency (%)
Gender Male 250(49.3)
Female 257(50.7)
20~29 168(33.1)
Age 30~39 168(33.1)
40~49 171(33.7)
Single 204(40.2)
Marital status Married 297(58.6)
Others 6(1.2)
Completed High School 35(6.9)
College enrollment 55(10.8)
Education Bachelor Degree 352(69.4)
Graduate school or above 64(12.6)
Others 1(.2)
Below 1,000,000KRW 21(4 1)
1,000,000 - 2,000,000KRW 38(7.5)
2,000,000 - 3,000,000KRW 109(21.5)
Income 4,000,000 -6,000,000KRW 127(25.0)
6,000,000 - 8,000,000KRW 55(10.8)
8,000,000 -10,000,000KRW 47(9.3)
More than 10,000,000KRW 20(3.9)
Full-time homemaker 50(9.9)
Student 55(10.8)
Office worker 178('3’3 1)
Professional 36(7.1)
Occupation Business management 16(3.2)
Service staff 36(7.1)
Production 15(3.0)
Professional technical occupation 50(9.9)
Others 71(14.0)
Below 100,000KRW 121(23.9)
100,000-200,000KRW 189(37.3)
200,000-300,000KR W 109(2 5)
Average monthly 300,000KR W-400,000KRW 48(9.5)
fashion product 400,000-600,000KR W 27(5.3)
purchase amount 600,000-800,000KR W 8(1.6)
800,000-1,000,000KRW 4(.8)
More than 1,000,000KRW 1(.2)
Total 507(100)
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ZA ALY QIS ASY A <Tab1e i)
o A= Atk BFA 49.3%, 44 50.7%, 20T
33.1%., 30q1 331%, 400 337%% E3 A=
b 22A 9401 dok. HE 402%, 71E
58.6%°] ™, i 2 gty :%ﬂcﬂ 694%=% 7}
2, sty xﬂzﬂ o] Aol 12.6%, et A sto]
108%9] =22 ettt 9592 4009H o
600THY muke] 250%% 7b¢ E=okom 2009H
o] 4 300%H wWwFo] 215%, 600%H ] 800w
2 mEke] 108%9¢ <o 2 Yehygth J9S Ay
Htrq /\}Dmo] 3B1%=E 7}%1— u}gkou:] 7]1;}
14.0%., A 108%, AQFH<F AE71€4 o] 9.9%
o] £o2 yetgth €34 HAAF FuH g
109H oA 209+ mIgte] 373%2 7Hd Bke
o, 109 mwko] 239%, 209HelAt 307k m)
gho] 215%9 o2 JEsTh

Colby(2015)7F #lgkek ti2 7|&e st A,
S, BEY Eqbe] 4 81e® FEHUG
(Table 2). L& 4‘1‘3_19] A E A7 07 olde
2 YHdAgo] FRHJY £ HolE7 FA A
LRJAENE AN A AEJAAE H7ts)
71 98 wERe] #3844 HAFH KMO(Kaiser-
Meyer-Olkin) #4<& AAg A3 0.0015F A
F9Fom, KMO #= 05 o422 Jehy) g4

L
S °o]&39 K-means wHEA

AT
Parasuraman & Colby(2015)E w= 4AH|RZ
Ao AFE APste] 579 FHOE EFIA
I, Tsikriktsis(2000) & G= ABAE LR

AFE st 49 PR EFse A
o Adsitty HrtekAdry. Tsikriktsis(2004)
Parasuraman & Colby(2015)7} Akt E 7]
o th3t 3 A(avoiders) F@F FAI}E= A
(hesitators) & ¥ F@2}(laggards) Ao Z
Ttk ol B dAfdME F A
A +HS 49 5% X]ﬂ@}oq A AAS AT
4 A3 F9 FE 42 AHYE

zpol 7t TR ew, Tsikriktsis(2004) 7F H7
A3} FAE ARE Hol 479 #HE S
Jog Mdsiitt, 7leFHEd wE
Ade (F 3 7“:} 7t'JJrE' Ay B

7N 2 2} (pioneers) 3
ek °]”er LR 01“3_ HAFE 545 7t

o

P eiA r:L Wy rr

i)
— AL

:[7_
<o e BE Q299 %% E‘J% 8
om A FHAS 323%E AA| ST}
T oA AL 7lsel Uik 3922k (skeptics)
THORE 7z & @ gAY, @ 78
A AHE 7 dFY FEHQ Hdolth(Para-
suraman & Colby, 2015). ¥ AFNME= 229%5
AR g, 3] 32 7l Wi ERbd Bkt
o] ¥, AT FH ol W JAHoE Tz
sl F8HA AHE 7H Akolnh Tsikriktsis
(2004) 7} A etet 71% FoAl(laggards) FHO=Z
wHstAoH, 294%E AA G, wpAHoR

)
A 4= HE7Hexplorers) FATOoZ 7]&o] et
HAAF d#AAo] o0, EATIE Eobzte] b
< JAEoZ e 8o dl =2 539 F71
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{Table 2> The Results of Factor Analysis of Technology Readiness
Varience
Factor | Eigen | explained % | Cronbach's
Factor Items . .
loading | value | (Cumulative a
variance %)
In general, I am among the first in my circle of friends 88
to acquire new technology when it appears ’
I keep up with the latest technological developments in
Innovati- . 84 27.58
my areas of interest 4.14 87
veness - - (27.58)
I can usually figure out new high-tech products and 82
services without help from others ’
Other people come to me for advice on new technologies 81
New technologies contribute to a better quality of life .85
o Technology gives me more freedom of mobility 81 20.20
Optimism - - — 3.03 81
Technology gives people more control over their daily lives 79 (47.78)
Technology makes me more productive in my personal life 70
Technical support lines are not helpful because they 84
don't explain things in terms I understand ’
Sometimes, I think that technology systems are not
. . 78
designed for use by ordinary people
i i 13.23
Discomfort Sometlmes. I think that.technology systems are not 65 198 77
designed for use by ordinary people (61.01)
When I get technical support from a provider of a
high-tech product or service, I sometimes feel as if | 64
am being taken advantage of by someone who knows '
more than I do
Too much technology distracts people to a point that is 80
harmful ’
Insecurity People are too dependent on technology to do things for 76 1.00 6.59 76
them (67.60)
Technology lowers the quality of relationships by 7
reducing personal interaction ’
Bartlett’s test of sphericity =3209.67*** KMO =.81
001
g AT gon A FF g 54S Bl 3 J|SFH|T 2O 02 AITEH A S
tH(Parasuraman & Colby, 2015). €7} Ag x}0|
14.8%9] vjZzo2 $& A 7B He FE le2uE 2o BE ATEATE S0
- - 7l=H s - | of& =749l
& AA BT Table 3). CoR e
A, A%, A4, %Y 5 A5 57 9Uw
oJEH] &9 xolE AE7] il FholAlFE
A& AABIGT 3 Ay AT fefg A
olF Yetdon, {8 Aolg Holg AI}E
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{Table 3> The Results of Cluster Analysis according to Technology Readiness

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Fvalue
(n=167) (n=116) (n=149) (n=75) -
[~ [~
Innovativeness 51 361 368 545 212.38%**
a b b a
Optimism 6.00 586 479 6.16 95.07*%*
ab b ¢ a
Discomfort 427 3.22 4.26 231 160.97%**
a b a ¢
Insecurity 4.78 3.94 479 2.46 164,947
a b a c
Segments pioneers skeptics laggards explorers
g (32.9%) (22.9%) (29.4%) (14.8%)
Duncan test: a>bye, ***p<.001
{Table 4> The Results of Chi-square Analysis
Cluster Pioneers Skeptics Laggards Explorers 2(df)
Variable (n=167) (n=116) (n=149) (n=75) X
Mal 93 45 65 47
e (82.3) (57.2) (735) (37.0) 15.13%*
Gender j
P | 74 71 84 28 (3)
cmae (84.7) (58.8) (75.5) (38.0)
( ): Expected frequency, **p<.01
(Table 4>l AAFFAT ZIE APEHA 4 S 5HUSE, GAAFE s E FEHUFE
2MRE ANHASY F@7F Fde] folaA =% st AT S ANt I A3 VIF ol
om oA AHAE FoEAet TR F95 BF 108T Yol ta3iddol #AEHA Ges
A =& 5AS BoFAh B3} (Table 59 A& AHEH 7|2}
Jeoll X AZtE A4S A48 F84¢] =
4. 7|=&HI= Z&o| mE SLHA| st AAE Fofo o] Fo8 JaFS mzen, Azt
olAlo| WMMZE Foiel=0| 0|xl= & H A% 9 2 JFE A A2 Yy
. 524 AR A8 2783 Azte
NeFTHE +Zo met FEAdd digk 14 . _ . —
o S elmol e dae mumy | TEE0] FUR JBE vlRen A%a 2e
o - Coeee T o Jgol o Atk T WS A4E f44
s z 2 S BAO AAsETE WX
A3 7+ HEE IJAEHES AAEGT WA o AAE Pl se] 8o 033(}% n g o,
7484 A9 olg Aol HAAEF Tojelwol ‘ .
Gere win o sene 2ua qel ang | TOH AEAE AdE 2Agel AaAE
jzwf;:;; o ij o TSIESl feR gue mAT Aom may
—— Z B = _—
= STV T RO et R S g mgwge) dueEe 49~65%2 Uepdth
AZtE A%, AZE AREEolA, A7E &4



.07
A7

-.04
56
23.717%%*
.55

M2(B)

75)

(n=

M1(B)
-.02

Explorers

.04
-.01

M2(B)
.05
A1
.06

BT

69.847**
.65

149)

Laggards

(n
M1(B)
-.08

.87
-.00

-.06
447
.09
25%

28.327%%*
49

M2(B)

116)

Skeptics

(n
MI1(B)
-01

SAEL 7€ dHo] HAAE Tl mAE
.01

M2(B)
-.06
A0
.06
32
49.77**
54

167)

Pioneers

(n
ML(B)
-12
2.42
.01

PE
PEU
PU

F-value

UE
Adjusted R

Cluster
Variables
CcVv
v

M: Model, CV: Control Variable, IV: Independent Variable, UE: Use Experience, PE: Perceived Enjoyment,

PEU: Perceived Ease of Use, PU: Perceived Usefulness

*X.05, ** <01, *** K001

{Table 5> Regression Analysis Result by Technology Readiness Segments
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