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ABSTRACT

The purpose of this study is to investigate the effects of consumers’ perceived informativeness and fashion
mvolvement on flow, telepresence, and intention to use when augmented reality (AR) technology is used in a
fashion store. As a stimulus, 438 female consumers in their 20s to 40s watched a video of a consumer try-
ing on clothes virtually through a smart mirror in a fashion store. After watching the video, the respondents
answered a questionnaire. Structural equation modeling was used to analyze the data, and the results are as
follows. First, perceived informativeness did not have a signmficant effect on flow, but had a significant effect
on telepresence. Conversely, fashion involvement did not affect telepresence, but had a significant effect on
flow. Second, it was found that telepresence directly affected the mtention to use AR technology, and also
indirectly affected it through flow. These results reveal the mmportance of consumers’ perceived experience
when using AR technology, and fashion retailers need to consider this factor when mtroducing AR technol-

ogy in the future. Based on the results, theoretical and managerial implications are presented.
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Table 1> Demographic Characteristics
Category Frequency (%)
Gender Female 322(100)
20~29 104(32.3)
Age 30~39 110(34.2)
40~49 108(33.5)
] Single 193(59.9)
Marital status -
Married 129(40.1)
Completed High School 48(14.9)
) College enrollment 35(10.9)
Education
Bachelor Degree 210(65.2)
Graduate school or above 29(9.0)
Below 1,000,000KRW 23(7.1)
1,000,000 - 2,000,000KRW 29(9.0)
2,000,000 - 3,000,000KRW 53(16.5)
Income 4,000,000 - 6,000,000KRW 77(23.9)
6,000,000 -8,000,000KRW 42(13.0)
8,000,000 -10,000,000KRW 30(9.3)
More than 10,000,000KRW 19(5.9)
Full-time homemaker 55(17.1)
Student 31(9.6)
Office worker 111(34.5)
Professional 24(7.5)
Occupation Business management 6(1.9)
Service staff 30(9.3)
Production 3(0.9)
Professional technical occupation 29(9.0)
Others 33(10.2)
Experience of AR Yes 34(10.6)
technology No 288(89.4)
Total 322(100)
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1. EX 2ol Efeta I} 2 Uy Ba A gEEnket A3 E A3
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2 ATAA AE THEE AT e A P2 T3 A5ErFd (Convergent Validity) 3 3
WA 13 BA o)A ATo|r ALRH 7} )

; 0:1 s ;;g]jg]o :’;Ljo ;Oz; jL e} 34 (Discriminant Validity) 2 #A 5+ T+A €

07H‘uoﬂ e AR gdAdS ASs] 9 94S WA AZEFAS BE Baje] @

& &ela QA8 (Confirmatory Factor Analysis, ol ® gleko] -o]s| ok Bhm, K23 golmsa

T s o _' xF Qolx 2}

CFA)& AA3I T 5719 FAES<F 19719 & o] 0.7 o|AFojolot ST} Bolm QolBA Az W

i | a

oF golBA e AR \?=816704(df=322), x>
/df=2536, CFI=944, TLI=934, RMSEA =069

{Table 2> The Results of Factor Analysis of Technology Readiness

0.677 o]l

SAEHT AR 2 pge pavsel 000l 2NN Feld
AFE ATEE A gk A% w3t i 5% (Average Variance Extracted:
i E‘E%LZFZJZZF%E _E:]l %%oa& AVE) % 05 o7, 7id A2 %= (Construct Reli-
A T?;] *“:“;é; ity 07 o14e] £, A4 20l 2

ow, AVE

Standardized
Factor Items factor AVE | CR | Cronbach’s «
loading
The application of AR technology in fashion stores 701
provides detailed information about clothes. ’
) The application of AR technology in a fashion store
Perceived . . . . 841
] provides information to help my purchase decision.
informa- — - - .585 | .756 805
tiveness The apph'catloln of AR technology in fashion stores 745
provides information to compare products.
The application of AR technology in fashion stores ~
provides complete information about clothes(DROPPED)
I like to gather information about the current trend in
. . 677
fashion fields.
If T get the chance. I would like to try the fashion 819
i activities in which the others are engaged o
_ Fashion : ' — 647 | 815 873
involvement | [ would pay attention to fashion trend in society. and 875
have the courage to present myself as fashion trend. ’
I would try the present myself as the most up-to-date 895
fashion trends. o
I was immersed in seeing AR technology being used in 944
fashion stores. )
I felt immersed in AR technology in fashion stores. 957
Flow AR technology in fashion stores made me immerse 956 878 1.929 .966
myself. ’
AR technology in fashion stores seems to have 890
captured my senses. ’
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Standardized
Factor Items factor AVE | CR | Cronbach’s «a
loading
AR technology in fashion stores provides accurate
. . . 900
sensory information about fashion products.
AR technology in fashion stores provides interaction
Tel 857 786 | .842 916
elepresence with products that I can get in a physical store.
AR technology in fashion stores provides the same 902
experience as shopping in a physical store. N
If given the opportunity, I will continue to use AR
. . 915
technology in fashion stores.
I want to use AR technology in fashion stores in the
Usage 914
) > near future. 853 | 918 959
intention - - -
I will often use AR technology in my fashion store. 923
I will continue to use AR technology in fashion stores
. 944
in the future.

y>= 32.926(df=125), x*/df= 2.599, GFI=.900, CFI=.967, TLI=.959, RMSEA =071

ol 0.585~0.878= vebski, CR# 0.759~0.929
2 Uy JFedd e SRaitKTable 2), %3
AVE ol zt 2119] AaAse] Aluptie 2
Aoz yeht dEetd/dol FHE AT Table 3).

HINA HIAA S AEE AZ8 99 3%
B olgolwe] 9 A 5 UE A FE

W AR 71& o1& A3e SANMTE TSt 7
B A

2 AASAT B4 23y = 363395(df

=142), x*/df=2559, SRMR=.032, GFI=.893,
{Table 3) The Results of Factor Analysis of Technology Readiness
Factors ?éegr; 1 2 3 1 5
Perceived 5.066 585
informativeness (.986) ’
Fashion 4.554 b
involvement (1.097) 102 47
4.903
Flow (1401) 391 124 878
4.857
Telepresence (1.345) 458 088 652 786
Usage 5.042
intention (1.358) 459 103 646 611 853

a: The diagonal line represents the AVE value.

b: Below the diagonal line is the squared value of the correlation coefficient between the two factors.
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R2=.745

Perceived
informativeness

.396*** RZ 760

T76% ~Usage
intention
--------- Telepresence 507 i
1 02
1
R2=.644 Control variable:
Usage
experience
<Fig. 3> SEM Results

CF1=.963, TLI=.956, RMSEA =070Z W€}t H|
LH REHINGE APES HelFdn P2

384 Axe Fig 3 veht ok

23
FZHA A =R R=S] Az 7= x%_u;_/ﬂo

A doArs (=090, 05l F2g
< VA 7H 12 714 M 2 AEEIT o

i=]
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{Table 4> Hypothesis Adoption Result

Result
Reject

Accept

Accept

Reject

Accept

Accept

Accept

t-value

.854
2.377*
11.050%**

1.250
10.422%**

5.539%%*

6.846"**

SE
117
057
111
074
075
.069
072

.063
.090
778
.061
776
.396
.507

Path
Perceived informativeness—Flow

Fashion involvement—Flow

Perceived informativeness—Telepresence

Fashion involvement—Telepresence

Telepresence — Flow

Flow — Usage intention

Telepresence—Usage intention

Hypothesis

H1

H2

H3

H4

H5

H6

H7

*X.05, X001
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