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ABSTRACT

This study examines differences in consumer characteristics, including consumer nnovativeness and involve-
ment, as well as perceived usefulness and acceptance intention for smart washing machines, after categorizing
consumer groups according to their perceived risk of the machines. An online survey of female consumers
aged i their 30s to 50s was conducted. A total of 380 responses were analyzed through exploratory factor
analysis, cluster analysis, ANOVA test, and descriptive analysis. We identified four risk factors (i.e., social-psy-
chological, functional, resource-loss, and financial), and classified four consumer groups based on these risk
factors: resource loss high-risk group, overall low-risk group, social-psychological high-risk group, and func-
tional high-risk group. Significant differences were notable among the groups in terms of perceived usefulness
and acceptance intention for smart washing machines, as well as in terms of customer innovativeness and
washing machine mvolvement. However, no significant difference in washing involvement was confirmed.
These findings imply that it is vital to mitigate the socio-psychological risk for overcoming the delay of the
machines' spread. Additionally, we found that perceived risk, consumer innovativeness, and washing machine
mvolvement are major criteria for segmenting the smart washing machine market.

Key words: acceptance intention(3=2. 2] &), consumer innovativeness(ZAH] 2k &A1 A4),
involvement(Z+ ), perceived risk($1 @ A2}, smart appliance(Z=FFE. 7}HA),

smart washing machine (X=VFE A €H7])
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A3 A5 (ADF AHE AEU(loT) 3 22 JK
il AFo] &BAFe] A w]x
gaFego] At AA, Al AFS] An F&
of tgh 4ol F7kskal Ath(Henkens, Verleye,
& Lariviere, 2021: Rijsdijk & Hultink, 2009). 2
HtE 7 S sl AnE g7 (SWM: smart
washing machine) = 4AY|Ae] AMS 53 Mg
s 2R AL AL FOEN, 7]EY
A5H A7 &5 Astd A 284, He
g PAAS A g3 Griffin, 2015: Kwon, 2020:
Ozkuzey, 2021: Samsung Newsroom, 2021: Wu
& Choi, 2018). ©]¢} 7Fo] AvlE Agr]e] Azhd
Yal 7lEE ARREA 71€4 £ % (technical
AeE 7 Hr,
I AFY FER V=R A
, g2l AFo] 7€ A
P83 F skl th(Henkens
et al, 2021: Kool & Agrawal, 2016). 53], oJ&
THE 2 FAAME A SA4 =¥y 524
AlZko] H| A fo] AQ I AEe] JMAF B H]
go] 7P doe 28 I#H T #(Godin, Laakso,
& Sahakian, 2020: Mylan & Southerton, 2018),
2utE A7) 7R digh BEE =73 e
2B A AR A EAES ATTLEA 714
A BEH} EALS T AFees A AFL
2 A" F A& Aotk
2utE g7 At ook 2 Fal Al
F9] olfdx EF3I, 20069 AL AlAel
EAE 2nE Ag7lE obF YA ke 27
Al MEY AtH(Choi, 2006: Kim & Moon,
2022). Av|AlE AEH Ag7E AF 7154
EAo] ZxEe dEHd WA PR 14
3t A+ (LaPlaca, Punj, & Randazzo, 1985),
olf g A AutE AE7|e] FikE AAA]T]

Yol & sytelt(Kim & Moon,
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2022: Korea Trade Insurance Corporation [KTIC],
2018). &g IE 7MF e S AsFE 284
AFolete 7158 AFA Ag7)el te 14 3
HOoR e, AuAE AnE AEYIE 7EF
5 AFdte AFHA AFLE QX
= 7497F 2t(Kim & Moon, 2022). ©]& s
H 2= SAl AlFRl AntE A7}
Aol FHgHQl o|HRTpE AntE
o7 Q& FRtEE fds v A

9]
7} (risk perceptlon) ojgt oW PFo 4
stAl 2 E£4d9] TheAel dal At
AA 8= 919 2 = (Bauver, 1960: Peter
yan, 1976), AlE ol 2 AR F d53HA
A4 A dis] =7le Bt AR
(Yeung & Morris, 2006). &3], g4 A
e A9 AL At AEFS FYse
o 2 el 247 Heol, A AlF <]
ANTIAY FulE 3 FAT= dTs
?'&UP(I-hrunyampada & Paswan, 2006: Hong, Chae,
& Han, 2006). &PtE Ag7]lE AF A AME
el 22 Ao R FA 7]ge] Agd Al
A F ol B2 (Griffin, 2015: Kwon, 2020: Ozkuzey,
2021: Samsung Newsroom, 2021: Wu & Choi,
2018), MEE 715 F7IE gk A5 oy ol
w F7EARL B ] W)g 3ol g e
. A AF Aol wE ARAE A f1Fel U
. 53, 710 AR Al gl 7]
e Atode 7€ AgrlE AFE
o7 d3 e Sl v
It wEbA, AHAbE ARE A
719 Y2l AFEA F
o v3] AP o=w t] A3 thekst
128 = Stk o] g o] E, AujAEC] &
ntE Ag7ldl tiste] A ztetE AR AdE A
T o] g A wikto] Yy
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2ulE Ag7)e] 919 Azte] hE 2uR 54T 2nlE AP 28 %

il AF FEAA LA 9F A7 F8
ol &l wel, 9Fd Aol & gk
(acceptance intention)W 24 A ZH(perceived
usefulness) 3 7+ theket Az wclo) X 4
< ARERE dAFE°] T UK Cocosila, Archer,
& Yuan, 2009; Featherman & Pavlou, 2003: Li
& Huang, 2009: Luo, Li, Zhang, & Shim, 2010).
T3 AU A4 (consumer innovativeness) 3}
AF FAZ(involvement) = 2l AlFoly AR
71% 789 A7 Az G WA dxEH

M2 B4 HE4E 7HEEY] stk (Bettman, 1973:

Foxall, 1983: Shim & Yoon, 2018). ool ¥ A+
= 2FE A"E 7S AE7ee AEFY] ¥4
AFSE ZFFsta, HA AF 58 ke T
< WA= AYAY F A7 F§ %, gE
z &

re
-
B
3
b
i
oL
ol
s
re
-4
i
4
o
QL

ol wolg FHsel, L AT FA AF
Q1 zvhe Aglel el A7t Azkshs 919
2912 W%, o5 9% 290 e auE
FASHLA B0 T, A Azl mE A
A AW gl 2vkE MG A% G848 A4
% 58 omel Folrt YA AR, 4 HG
M 2ulAe] B4 FRLA A 59, A
A G4 BAEES A0lE Age AE g
2 oY A £ GFE BAE Avg 5
Hom FRIL, 98 Aol WE 2ug Au
of weh olE B4 Aelrt YA AvnuH
Aok B84 A 2vkE AL AN A
Fa7 SlanE 2nRe) 98 Ao Aw

W A gkl Tl A, ol 33E Fol= Aol
F2.8tHJu & Lee, 2020), olol, & A7 #4
AE el 27 WA e 2nkE AEIE
BOE 2uA A8 Azt Lo B2 Avg
g JEE AR W AT HA A
Fo dal Agsts R 98 A4 2052

shegroma, 2HAEY 98 A4S Bk

29 A% R AR AR
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1. AOE MIEHD|

9 E (Whirlpool) ©] 200610l 02  AlF ]
MEQ AutE A8 HdE3H AE7)d AntE
7] (smartness function)©] F2¥ AulE 7pd o]
THChoi, 2006). 2FIE AE7|= AEA Agr]|7)
AFPA A7) 2A9 715 284 459 4
ste} tlEo], dEAH AErie AgsA 4
Az 2782 A9 AFH Moon & Kim,
2020; Kim & Moon, 2022). &¥|A= ARLE A
€718 A8 w7 (connectedness), # %3}
(optimization), 5284 (interaction) ] & &3
&9 (utilitarian benefit) & V& F JeH, ol
o 584 mole AstE s f
F 9 (hedonic benefit) = &7 +2 F ATh(Kim
& Moon, 2022: Kool & Agrawal, 2016).

2HtE Ag7]8] E84 5o FolA AR
< AHE JIHUE T3 AvtEZEOY AHE
2ulE 7)7]e} AutE AgY|E AAs)
oJu] gth(Karlson, Meyers, Jacobs, Johns,
& Kane, 2009: Kwon, 2020), &H|A}E AnlEE
< B3 &vE Ag7IE 974 Aol A3}

+9E 9T HEE gAY, e AnE 7}
3} 2nlE Ag71E AAGtE ARE & Al&E
S 7% & A (Griffin, 2015: HelloTech, 2019:

Yang, 2018). ol &3, &nlats AlE7ke] Aok

)

[e]
=
=
.

7k

N

12
Is<

=1
=
[¢}

N

2

=

of ol glo] Al oJyMy AmtE AMEIIE X
28k = th(Traxler, 2011). 2=vlE A7) ‘F
A3} 752 UHdEH drgEd AdF Ase &
3 AHIE A7 228 HAY AY Ass
W3sty A s FA BFste JlEeldt
(Porter & Heppelmann, 2014). AvlE A €7 9]
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ZH[Abe] AvE AE®7] 7hE
olEl, TY 7IFE AHEdtE &HA 159 2wt
| 7k "dHleold, eX st =9 =9 7
BE, g7l By AgE 7%
S} o] AmtE Alg)et AEE thkd HlolH
7t ZBAHOE EE&HTH(Bae, 20205 Ok, 2016:
Yang, 2018). “de -84 AWtE Ag7]9 AR
& QEF o] X (interface) & #AHH 7|Fo 8, An}
E Ag7|et &Rz 7k A #AE 5 fA,
Sgste A4S ofugth(Porter & Heppelmann,
2014: Shin, Hwang, & Choo, 2013: Wu & Choi,
2018). &HARE &4 A, AvE EEE St
22 N2 dHTo|AE E3 ~nlE Agr)9}
A5 A-8-311 (Yang, 2018), 2=vlE AE7]E E3F
o O AHE BHAE Ad 4
olAH ZtE P4l Ve AuE Mg 3
g4 595 Zsule S 98-S gtk AnE
| FHtslE Ay 2os dATske Ve
A3 (positive  technology)el  ¢)&bd, Hals}
FHA oIy AAHFRl AHA AHE
HE 7)e ZH[AA AFEE
SHAIR I FAl AR =
3 Henkens et al, 2021; Kool &
2016). wg H2l AwE V&9 TH5T AR
2HAE] AR ASA7lE A e A
g AT AFE TEEdes W, AHE AEY)
o] THT AHE GAl AREAHY] Apol B 57 (self-
efficacy) & Zslete &7 A& ZC=E 434
th(Henkens et al, 2021: Khalid & Helander,
2006). wEtr, 2utE AE7lo] FF A AHz}
= st 7154 E8% ugeE A4 gt
A4 |2 A H] 2}
ARg-ol] ]
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2. fI& A=

Ag Azold AlFolt AMuj2=e] Fojut AR

o Qe AsHA 2 £49 sl e &

Hzb7b FaAHor Qe 39S vy
(Bauer, 1960: Peter & Ryan, 1976), #¥&olu}
Auj e tiek AR B Ao 7FEe 74
3¢S vHtH(Kang & Jin, 2008). Bettman &
Park(1980) o] ¢)ab4, Amzte A E ik o
Aol e AF, AFd g Zrr

o, ol
e
_O|L
D)

U A, HA9 Tlse] gAE AFA A, Al
o MEA EAE AAFYA A, AF S
Aol Hag AFRA A, A7 AFD AF
o A¥E © AA AZete] Fujy AREE TA
olAl Htk AmE ME|E 7Y xS EF
FEAN7] Wz, ARV AF Ay AR
AR 9 gL A ALE 7tgAel Atk ®
g, el W] AR WA A AL Abg-ehe
284 54 A WrAlges A=l g 3
A Pd2(LaPlaca et al, 1985), 2vlE M E7]7}
Agste galdd 7iAd disk vzt ZgE
AL 98 Azt SHAYIE AFdE =Y
g F Ak ol T oK E, AHE MY EA

o] 100 EoF WiEAd Flo] wAE
(Doshi & Sharma, 2018). ~WlE A €7]d)
2 A8 A7) FAA e wAE

FYL YPHOR P2 ATE Fotus] of

38 e Be
ot S

of

ul

g
k)
_C:L
N
2
[
i)

PO T
N
o rlo

5] % tH(Hirunyawipada

Lee, 2012).

2Hze] 9F A7ty #HEE A8 Aqe d
[e]

e 99 A7

R ¥ @ mo N &

A ATEE vF TP AtH(Featherman &
Pavlou, 2003: Horsky, 1990: Jacoby & Kaplan,
1972: Kang & Jin, 2008: Lim, 2003: Luo et al.,
2010: Naiyi, 2004: Prasad, 1975). °ol& dT+E9



2nkE A1) 99 Azl WE 4w

1A 4% 2nE Al 4 ol

A AAE A8 A7 89 A AT A3
(performance risk), #4124 ¢ & (economical risk),
412]% 919 (psychological risk), A}3]% €€ (social
risk), A17H &4 $18 (time-loss risk), Z2to]HA|
¥ (privacy risk) Fol itk “Hed A2 &
HIZF7E Al Foluh MUl 29 s sl AlF
A ZatAY, FF 7l1se] HAYsE Tl FHol
dE Aolgte A4S 9n stk (Horsky, 1990).
719 W gl e YA AFY] g, &
A7 Aed AdE A AT JHsAel °%
2@ th(Kang & Jin, 2008). ‘AAZ 947
Folv Aul A Fufo] FutEE A EAE
"] &t} (Featherman & Pavlou, 2003: Jacoby &
Kaplan, 1972: Lim, 2003: Luo et al, 2010:
Prasad, 1975). 84l AFS AHE o, 7|E AF
qrE 242349 Aol FHHL 71+ oF
2 sl AAA Hgo] FIHER 7] dHo
2 F5F AF 7Hel &5 & doe vt F
o Eth(Bass, 1969: Holak, Lehmann, & Sultan,
1987 Horsky, 1990). ‘A&4d A8’ AFolut
Ao Fuf b ARgo] RIS F 7EX| & At
g Aolgtes $HE v grh(Featherman &
Pavlou, 2003; Lim, 2003; Luo et al, 2010). ¥4
AF AHE Al 7l tigh 2E# AV fdd 5
At ol A Al Adeld el & FH oh(Hirun-
yawipada & Paswan, 2006). ‘A134 913’ AE
ojuf Mu|2e] Fuj7h &H|AE A%H AT LH 3
7keb AFS1A A9l JEE mRivkE &HAE <

< ou|gth(Featherman & Pavlou, 2003: Jacoby
& Kaplan, 1972: Lim, 2003: Luo et al, 2010:
Prasad, 1975). &H]A7F #}2le] A7} AFS| A S
2 #8457 48 FE AT AAEA HE A
A2 5tA  #th(Prasad, 1975).
AT EA AR AFOIY MR AT AFsiA &
ot Fe W AHATE s B AIZE g
o} 713 ¥]&-& <Ju]dth(Featherman & Pavlou,
2003; Jacoby & Kaplan, 1972: Lim, 2003; Luo

et al, 2010). HA AEY Lol ARE %
N T
Aol 289 5 71 W, 2uAe) A &

7} °l§4°§ *‘ﬂ
A Foluh A&
o]-& Al <l 4E7} FE22 F dde 998 2
2134 B th(Featherman & Pavlou, 2003; Lim,
2003; Luo et al, 2010). 2vlE Ag7|E 71E£9
A5H Ag7ldl A 7lso] AstE AFOBE,
TheFet 2k el 9 Azl &R HE A
degS vE o= o FHH(Hirunyawipada &

Paswan, 2006: Hong et al., 2006).

3. 2H[A S AH[AF UMD 2=

AR A ztol ek
zZto] ’\H]Z}/] MAE Sl

Hze] A Q1E S4
Ape] whgo] 244
Huh, Park, & Shin, 2018: Rogers, 2003: Sheth,
1981). &3] 4&H|AF &4l (consumer innovative-
ness)# ¥l = (involvement) = AlAIE Fulo] wh
H 2] 919 A ztely Al AlFe 7= B
ol tigt A% Azl fFod JFE A
FL AHA 54 HFE OFoA o
(Hong, Kim, & Cha, 2013: Park & Chung,
2016: Roh & Choy, 2018: Shim & Yoon, 2018).
A YRS AR AAH B4 F 3
2 (Goldsmith & Hofacker, 1991), Z&H|A7}F 43
A A Yol dAE ddiEer o we] F
£33l ATE 9n 3t (Rogers & Shoemaker,
1971; Vandecasteele & Geuens, 2010). A4 o]
=& 2HAE MEZFH FAee A5E o Bol
w7] w)Zol (Hirunyawipada & Paswan, 2006:
Midgley & Dowling, 1978), AlA|&EojL} Al |
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tH(Midgley & Dowling, 1978: Midgley & Dowling, I o7t died 3l M3}

1993). ol#fdt o=, Auat FHAAL Azt

2 AF 783 PG FHel Avk(Midgley 1. AT EH|

& Dowling, 1993). AlAdo] £ LHARl= ANZE

NEE 213 BHAA AP ek wl e S AE ged 271 @l )

Aee o)ead e Ad AWHelr] wE 2utE Ag7] Fojeh #EE Aute] 9% Azt
I 58 s gAHoZ AWHya sEY B
_Z’_

Zol Atk ol & 9 AntE Ag7e] Al F

(Berkowitz, Walton, & Walker Jr, 1979: Hirschman,
1980: Midgley & Dowling, 1978), 41 A|&¢]
ol A SIS O A AZeln AE wgd o L TAACIA P AEARRL 30504 o

j zuAe AuE A 3 9e 7o
224 o] th (Bettman, 1973 Lambert, 1972). 4] g aFiRte] ZptE ABZI A A9 A%

2 HAgel wS aWAE AHYH ge gz JIESE SR VL ALY £ olg AU
+ 71&e] HEE MuE FEor FHAo|g= ° :t}a}of\_ﬂ]z} Qﬂ_@j} et 01:[1%;}0]1}
Aol WEHHKang & Sung, 2014). ol o ijﬂajﬁlf ji] ;}ji :f iﬂ qu;
. iﬁ]x}_ e E}Fi} Al AERD s 2p0)17F YEA L ° a7 A8t A} 6:—1:} o]aﬁ;
Aol B 2uzte] 97 Azl zto) 7} 9 g T o -
o Jole] BAAe] B AvlA4ArE AvtE A A7 BAY GAS 98], TheH LS AT EA
S o UL WA AaE Aoz dang,  F LEEA

ol ool WE NQle] QXA HAA e N o e
S e, hlel B4 el o 298 Al L vhe A7)t s Sl
BT L3 BAS AN B8 5ze A4S 1090 SHE RS e g,
27 Q= ALE oustthH(Barki & Hartwick, E ARl g L% A A
1989: Engle & Blackwell, 1982: Mittal & Lee, el E_L}E} &FlA Ade fIRA
1950). vl ES] AN BoS @ vl ATEA 2. §¥3tE AD 7 2uA B4 (&
b oQAss AFEe FLEY AE HolE M A elm) e Al 2
(product involvement) 3ol whal s AlF ﬁ%%ﬂr_'
de suAe 99 Az #§ dwdl Aopp  GTEA S FRAE YW & avhs A9
Atk A, 2¥AE Byt =L HEL ) %f}*é A S e Al
g W Belst v AF e 98E o B s
A 243k 7 dko]l lth(Venkatraman, 1989). wHA
o, 84 ABIAL AF U 2] B 2 FEET HAE T
=9 Falgol BF =2 A9 AF Ul ¥ A8 23S 98 wAE 2AF dae] Lol
& WA AZsE A2 e tH(Foxall, 1988). g9 = ~nfe e 7u AR gakHe] 2
olgg olfE, B A+e AF BALEA AE7] Aoz dEE= 74H U = AExel 30~500)
HAE7E 2utE Ag7] £ mAE ¢ ka% 4 2HAE gaoa gkl ARl AdHY
Aoy gty tiEe], ke gl wet t} ARtE Ao gig Avzte] Az 9%
dep e de 54H 24 B *1 A% 2 280 g9 @A Sl 2AHe] g
FEe] g3 £ A AFE Aot AutE B 29 N15S TA A A 9
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5oty &uAls AREZO|LY ARLE
e 7 W ARE 7P AutE AE
Aste] AntE AgrIE 94 EUEF S
A Ao 4 AtH(Griffin, 2015: HelloTech,
2019: Yang, 2018). & WA 7152 Alg717F Al

N
TN
)

re

R

ggo) 2y AEEe dotee] H49) A 4
52 WY 5 YuE Gt HAH 5o
A A s 59 e

& AEEY A 1A )%

B2 2vtE AEIL AASE AHBE A
el W) Aelaty ey BEAoR A
g5 & 4 Slth(Bae, 2020: Ok, 2016: Yang,
2018). AT 5 ARZe A% WA 2 A5
A5 Ao g
MAE S Q4% e AZE A

 2nkE AR ALY 5 9

N
o

o

o dl, o]
ol AEA XY MEE AH] B 3
23t} (Yang, 2018).

B A7 F2 HFES 437 g8 A
AFeA BFEe A=V AFH TIEC] 2
Aol A g HeE o] AR EHICH, BE &
g2 53 YAE A2 FHHAT ARFHRE
=, 20E A8l gk AR 943 A7t 15
3} (Featherman & Pavlou, 2003: Jeong, Choi,

Xiang, Moon, & Kim, 2013), &R A} 54 #H<=l
2R YAIA 578 (Agarwal & Prasad, 1998:
Han, Kang, & Moon, 2013), A& FHoJ=o} AE
7] #HE 7z} 4E3(Childers, Carr, Peck, &
Carson, 2001), 2~RlE A7) 71& &84 Xz 5
w3, 2HE A" £§ % 623 5 F 67
of M7t AU FIHHOR, AuREY

E 9 FEES 2E Jbd g AR, F
=]
5

o
L

22m}

do Mo
£ ojo o 2

=z

ol ZRANUE 2E AY % fE4 53
KR

S 8 AgE 24 2A N A Py e
A AF 4 AF sekst B

PEgon, AnE Al
R I E A

bt
:O{;I‘
ofl
QL
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o
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N
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=
X
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3
A tHEngle & Blackwell, 1982: Wakefield &
Baker, 1998). 4H]#} A2 24l GH gt
=22 B4, M2 Jlsolu AF, oleltolE

S0t WA Wololt Ay ARS AL AE

e ARE S4se Y BdoE SHEHAL
m BATE A7t AgH AEsd fE =
e T2E W, &7, B85S v V9 2
goz AU AvE 7 AL AR dA)
K-S ntE 79 5 SAsHeH

H H =2
ARG o EE & MY 3ol A
7 SHS Aty & 38079 sHol A
= A

o 13678 (35.79%), 50t 1657 (4342%) 2.2 /3=
em, 7 e 107 26%(6.84%), 290 7F
T 597 (15.53%)., 391 71 10878 (28.42%), 431 7}
T 16078 (42.11%), 5%1 °1¢ 717} 2778(7.11%)
oigitt. HAl SuA T AULE A FEA b
AHe Hdlste Ae7h AA SHEAS 66.58%
(253%) SleH, 7Hred 252 9 A5 2009
n ¥k 247 (6.3%), 200~4005H =%t 78+ (20.5%),
400~600%F  m|RF 1459 (38.2%), 600~800%+¢
w5k 7578(19.7%), 800~1,000%+4 mI7t 437 (11.3%),
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1.0002H) o)A} 159(39%) 02 vrebgth Swka}
o A ool WA £ MBS AHERT 9
A (57.37%), -2l -SHA7HE8.16%) 10~19Kg
$30) AENE A3 99l

1) ZntE Ag7] 93 A7 39 AL

2utE Mg 99 A7k sk Ads AT
H7) 98 gaA 89 BAS e A9 F 4
el 3hel 8qlel EEHAT A WAl 890 A
2l A-Ab8 4 S 918 Q) ZEtolwAl 9
o] shte] APoR TEHY A ¥
(socio-psychological risk)' 2.2 HHEATH ofF

A3 ATl A AF ARGl Hag A7k kgo
EHE Adez =¥ A uhs| (Featherman
& Pavlou, 2003: Jacoby & Kaplan, 1972: Lim,
2003: Luo et al., 2010), &

E719] Atgo R Qs EFQS A7k kEo] 8
7 F dve H =29 A4 29y 13
o7|stEE ARs|AlE ] 919 WFel =FHU
oh zeto]HA] 93 A 7te]
7] 2 AH EA J)go] WA
of gt 27t ZoX A YO (Featherman &
Pavlou, 2003; Lim, 2003; Luo et al, 2010), &
Ao E A A f@e] WFed EdEE
A#dE li@l AE7] AR BEE ZEto]A] ¢

g2 =949 PJOE EEE A5 e

9 —h~

__orl

E AEY Mg Qe dE Adng A
A5 9 P BaE %0 A8 o 54 A
et AL du@n. 1, o¥e Aze
A 1% e wAel s 84 AEd o)
) w

7]

£

Kang & Jin, 2008). °]& =
719 HA A Ag 7ed e AuHke] A7t
2utE Ag7)o] dig 99S AT vE S
Athe A & F Ak

Al A Q91 AIZE BH] 913 (time-loss risk)
o] W7} gh = o) (Featherman & Pavlou, 2003:
Jacoby & Kaplan, 1972: Lim, 2003: Luo et al.,
2010) A7k E, AUAE ZFI3 AT AL

°ﬂL1X]7} l‘:’”] 7}501] 29 5& T8 Agol7] o
ol vehd 2342 s ch(Laitala, Klepp, &
Boks, 2012). %3 7 Hosot A "3k 59
7 z8H4 gho|ZAEtd S A& ThHedE AlEl
g #ilo] F7hetell weh(Wee, Lee, & Jung,
2021), 2PtE AEZ|E o] of #HEE AMjze] Y=
o F3& dart ke A Alrtete Aol
upA e 89l AWtE /‘1]5‘7]” A q9gs X

&

i

dojut 713 H&

AFE Fullsts A ] ]‘6H ’17‘“—11_ FEs =
4 Wl ¢lth(Featherman & Pavlou, 2003: Jacoby
& Kaplan, 1972: Lim, 2003: Luo et al., 2010:
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Prasad, 1975). 53], 841 AF] 71270 F714 44 988 A4
QL gol & HAE A9, 2HAE FAH £ T AlE7e] o
oyt 713 vl && sl "k A Tl & 98 FHsE
H AL 7120 AEH AYNE 7AE gl Dol AAls 71
LA A7A A7 AEE WEAE 914

{Table 1> Exploratory Factor Analysis of Consumers’ SWM Risk Perception

2) 2nkE A A9 Azl @

sviE A 98 A7 496 B A7)

el
X,

Variance
Factor Ttem Factor FEigen Explained % Cronbach's
Name Loading Value (Cumulative a
Variance %)
Using SWM will negatively affect the way others think of me. 844
Thinking of SWM would lead to unnecessary psychological 839
burden for me.
I am afraid that purchasing and using SWM would lead to a 835
social loss for me because my friends and relatives would
Socio- ‘ think lessl highly 4Of. me. ‘
Psycho- Using SWM will not fit in Wel.l Wlth me. ‘ 805 7957 48.382 914
logical Risk I am concerned about the possible time loss from having to 655 (48.382)
set-up and learn how to use SWM.
Using SWM would not be safe for me because my personal 654
information would be used without my knowledge.
My purchasing and using SWM would lead to a loss of 640
convenience of me because 1 would have to waste a lot
of time learning how to use SWM.
Using SWM would cause more repair cost than conventional 758.
washing machine due to new technology used for SWM.
Functional SWM would be out of order easily more than conventional 736 1912 12.748 788
Risk washing machine due to new technology used for SWM. ’ (61.130) ’
I am concerned that SWM might not perform well and work 634
properly.
I am concerned that using SWM would cause waste a lot of 826
water comparing to using conventional sashing machine.
Resource- 1 am concerned that using SWM would cause waste of time 824 1168 7.789 816
Loss Risk comparing to using conventional sashing machine. ’ (68.920) ’
I am concerned that using SWM would cause waste of energy 701
comparing to using conventional sashing machine.
. . I am worried that using SWM may involve financial losses. 829
Financial . 6.131
) I am concerned that if I purchase SWM, I may not get my 811 920 792
Risk . (75.051)
money's worth.
There are chances that using SWM will cause me to lose
Dropped control over the privacy.
Items SWM might not perform well and create problems with my

clothes.
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AHEAE F3gtety] Slete EEstE 89 A gHTE fFosHA EA vt AEAE A 19
€ 7IHeZ K-dHF +F F4o] HdiHglen, A7+ Ak (socio-psychological high) &2 W5 <)
I A3 A0 Fodo] EEHAY #RE +F oowARe R, Jo A AR 989 A
o] 2utE Mg 97 A7 291 &ate] £4 98 v B2 9 V1A A9 AR A
WOREAS Adgs A, e Jd Ao F A W =A A7t AYH 199 A7
99.2%7F &utE EFE ASZ YEhd #3 £4 Het(practical high)'©2 HHEHAT. [ 4= 9]
o] gtgAdel FAE Ul HHe] zolE el 3 A7ke] 59 Apdel wEt 919 Azbe] Azt
3171 %‘H Ak Ao A= 9en, Duncan T BEAE BAth AP 198 A7 ol
tests 83 ALS HAAS B9 24 J9e 54 AA SHAY 40%(151%) 2 7P HlFe] E%e
o] @%El‘iit} I A JAE 1S A9 =4 9 o, 109 A £4 19 A7 Je809), A
Azte] v HeHth oA =A deht A A9F A7 JH77), Ak ANE A7
4 &4 199 A7 FeH(Resource-loss high)’e] AH(727) 0] SRS 20% WAZ A vFS
g} gyEAt o] Fue ANHoR 2nE A A 89tk Tl (Table )& 2vtE Al€7]9)
Et7lel tigt 19 Azte] @& HolAwh {5 &, ah9l 2pgel sk Ul Hee] 23 AS ool &
A7), AuA S} 2 Ad &40 TS =4 AR R fojugt aol7t e AFd B4 &
A THE Aol EAelth Jok 25 AFE4lE 213} Duncan test®] 35 7]%3 Aeolth

A A9 Azte] Hek 13 Hu 48k 2o

3ERTE dom 1 9 BE 938 Autxgom 2. ADIE MIEF| 9|3 X|ZHo| 2 AH|X}
A At A AE A zh F e (overall- 7ad 54 4

Risk low) 8.2 BT 1 58 2E HA9 D ZwhE A 99 A4 92 AFEAA
AP M F2b oo tah ¥E A FES X 24 90 AnlE 7)7] AL E4 Wz

Ao, 53] A4l A 97 Azl tE Al {

2ntE Ag7) 99 A7) BE A M= o

{Table 2> Cluster Analysis of Consumers’ SWM Risk Perception

Group 1 Group 2 . Group 3 . Group 4
SWM Risk Resogicge};Loss Oveiali;Rlsk Soao—PIs{sifgc}Illologmal Pr:lilgal F P
(n=280) (n=72) (n=151) (n=77)
Socio-Psychological Risk _'222 _’51)393 '91;19 _'7(:44 19?;;76 000%**
Functional Risk 'OSO 71'(%69 ‘lég ‘8110 83(;)7 9 ooores
Resource-Loss Risk 1'262 _'231 'OEZS _'SCGS 86(‘;31 000%**
Financial Risk 7'202 7‘5&49 '0];52 ‘820 352;12 000"

*HEp< 01
Duncan test results(A > B > C)
All variables were measured on a 5-point Likert scale(5=strongly agree, 1=strongly disagree).
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2003). AP AR AL AunlE AE7|Y
AAR e g 3A Rztsls Ad &4 7938 A7+
Az Aukd A9d A7 Hol
o] AiiHoR E2 Wi, AntE
HZA =7 Rztete AlEAE A
Akt “E]—l a9y A7 @‘;}Oﬂ

& Mason,

93

H]

)
tlo of

N

01’“501 7 Zﬂ
ghe s A9 ﬁJJrQP SRl
(Bellante & Foster, 1984: Kim & Moon,
2022). 2HtE Alg7] 918 A ztel| wE
A 574]24 54 ZelE AFe wa 4

e o] (Table 39 71& 5

oo
op
_);I_‘

s

{Table 3> Differences of Demographic Characteristics According to Consumers’ SWM Risk Perception Groups

Group 1 Group 2 Group 3 Group 4
Variables Resourge—Loss Overall-Risk Socio—Psychological Pra(?tical Total 2
High Low High High
(n=80) (n=72) (n=151) (n=77)
30's 24%(23.5") 13(11.6) 26(28.1) 16(15.8) 79
Age 40's 41(40.4) 17(20.0) 53(48.3) 25(27.2) 136 (CI;EZ)
50's 48(49.1) 26(24.3) 56(58.6) 35(33.0) 165
b Hilille;izr 22°(26.7°) 16(24.1) 58(50.0) 31(257) 127 8826%
Employed 58(53.3) 56(47.9) 93(100.5) 46(51.3) 253 (dr=3)
Less than 2,000 5(5.1) 2(4.5) 14(9.5) 3(4.9) 24
2,000-4,000 12(16.4) 8(14.8) 34(31.0) 24(15.8) 78
Monthly 4 400-6,000 27(30.5) 39(27.5) 57(57.6) 22(294) 145 96991
Household
Income 6,000-8,000 19(15.8) 13(14.2) 24(29.8) 19(15.2) 75 (df=15)
8,000-10,000 13(9.1) 7(8.1) 15(17.1) 8(8.7) 43
More than 10,000 4(3.2) 3(2.8) 7(6.0) 1(3.0) 15
¢ 05

a: observed frequency, b: expected frequency
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(Table 4> Exploratory Factor Analysis of Proficiency in Using Smartphone Apps

Variance
Factor Item Factor Eigen Explained % Cronbach’s
Name Loading Value (Cumulative a
Variance %)
I tend to use smartphone apps well. 934
Proficiency It is not difficult for me to install and use 926
in Using smartphone apps that I need on my 9579 85.955 918
Smartphone smartphone. ’ (85.955) ’
Apps It is not difficult for me to use smartphone apps 922
that I need.
2UhE AR A8 Azl mE P9 v E QS FE5HT A A0® et of
E 717] Abgo Apolrt AEA HFsr] Hsl, 21 AdE B &AnE 7718 s AR
A ZMEE @ A8 SEEd U@ B8 29 Ao AnE Agre 99 A7 as o)
BAol AdHgdt ZPEE @ A FEEE 9SS GAWT M 0 2RE Ak Bg A%
=438 A E3o] @Y 2oz TEHJSH, o] A, 2HE Mgl tid 917 A zto] HAL
AHE AS A 71EA o AT Rl A E2 o &t AHYyd 199 A7 I
AtH(Table 4 =), #4F £43 Duncan® AR (M=162)°] 919 A7z o] vl w2 A4
ARE 53 o HIE Algste] ARE AEY] &4 3998 A7 Ad(M= H)Et o g2 ~
AP AL &t HE AutE 7)7] AR zpol7t nE 7bAE ARSI AATHF=2.956, df=3, p
QA Fols Ak AvHEE Mg BEE 4 <05). oEF A% 2rE A4S HAZ 3Y
@ ZF folgt apolzt IRIEATHF=5114, df=3, p g 2 &HRHEC] 2388 AFE Mg S
<0D). Z°tE AEg7]9] 8L Ao E U =A Az Aog, AnlE JpAe dA Je F
Aztsfe Awd ANY A7 AvM=409)0]  Fo| Aue] AU e FEA7A Baiw
ZUHE Ag71Y A8 MELA A A4 A 9SS WEAT AvEE A FEES 2
A 199 A7 JH(M=371) Lt} AntE E 7 AR JRe] Je E Abolg ASS 4t
{Table 5> Differences of Smart Appliances Usages According to Consumers’ SWM Risk Perception Groups
Group 1 Group 2 Group 3 Group 4
. Resource-Loss Overall-Risk  Socio-Psychological Practical
Variables High Low High High F(df) P
(n=80) (n=72) (n=151) (n=77)
Smartphone App 3.99 4.09 3.71 3.84 5.114 002%%*
Proficiency AB A B AB (3) ’
Number of Smart .95 1.35 1.35 1.62 2.956 030%%
Appliance at Home B AB AB A (3) ’

Duncan test results(A > B)
Smartphone app proficiency was measured on a 5-point Likert scale(5 = strongly agree, 1 = strongly disagree).
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A Ads o9 (Table 5°ll 7<= AUtk

M

2) 2"E A7) 98 A7e wE &nlA
247 R E v
ZutE A7) 99 Az mE Jo EHE A
vz HAAS A dox 9 AEs] FoEd
apol7h AEA AHRT) g8t g 9
A= A, F4 #4, Duncan® AM- HA
o

H] z}
o

Ad &
al

o o)

2vhE AE7)

o A9e Mzd WA A4
o

A2k A (M=352)0] o2 el Ha &nz

iAol =/ dEsth oled e LR
Aol wers 9 AF Ades WA A4
O A Ao Adket A (Bettman, 1973:

Lambert, 1972: Park & Chung, 2016). Al&7]
HALe] 75, AutE A7) S AukH e
2 WA A AHtE AET] ANE A7 J

H(M=421)2 2vlE AE7]Y 99E vnF
=A A ste ASIAE A 298 A JAEH (M=
400) Bt Ag7)el o g TRt o
T8y Hesity s ASE Yeyth o
g s g4 AFY AF 7€ AFA o
FAETE =2 Az He A Al AFY] 99
= WA Azede A9 A3 AARE AAsE
Zlo)tH(Foxall, 1988). ®WkHol|, ~nlE ME7] 93
A7t 73 A 7k A #HALE Aol Fol3)
A YA JERH(F=2018, df=3), A7 AR
7b =7e Algd tid FRE, A, %ﬂl e

=

flo -

Lo} AvtE AT 919 A 7ate] &
= Aol FAHU webs, AvtE Hl%‘ Tl o

A7) AREARS] 19 A 72 Al e doH o
A7) dol Aol ot gy & 5 gtk
(Table TH& 2VIE Alg7]e] 919 Azbo] mE
Aol whet 2HA A4, A7) dox, A=

ol o] ofw @ Aol7l YA AFH A B4

k)

O

rl

rl

(Table 6> Exploratory Factor Analysis of Consumer Innovativeness, Washing Involvement, and Washing Machine Involvement

Variance
Factor Item Factor Eigen Explained % Cronbach's
Name Loading Value (Cumulative a
Variance %)
I accept new ideas or knowledge before others. 859
I am very interested in the latest information on new 835
Consumer .
Innova- technologies and products. 3411 68.220 883
Hiveness I try new things relatively often. 820 (68.220)
I try new ideas or methods in solving problems. 816
I use new technologies or products before others. 799
Washing does not catch interest / catch interest. .809
Washing  Washing is not important / important. 742 9094 52.338 688
Involvement Washing is boring / interesting. 742 ’ (52.338) ’
Washing is unnecessary / necessary. 580
Washing Washilng machir}e d(?es notlcatch interes‘F / catch interest. 822
Machine Washing machine is not important / important. 797 9316 57.912 755
Washing machine is boring / interesting. 771 ’ (57.912) ’
Involvement . .
Washing machine is unnecessary / necessary. 641
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(Table 7» Differences of Consumer Characteristics According to Consumers’ SWM Risk Perception Groups

Group 1 Group 2 Group 3 Group 4
. Resource-Loss Overall-Risk  Socio-Psychological Practical
Variables High Low High High F(df) P
(n=80) (n=72) (n=151) (n=77)
Consumer 3.21 3.52 3.24 3.23 3.917 009%**
Innovativeness B A B B (3) ’
Washing 3.97 410 3.93 403 2018 111
Involvement (3)
Washing Machine 413 4.21 4.00 4.10 3.689 012%*
Involvement AB A B AB (3) '

*# 05, F**p 01
Duncan test results(A > B)

All variables were measured on a 5-point Likert scale(5 = strongly agree, 1 = strongly disagree).
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2009; Featherman & Pavlou, 2003; Li & Huang,
2009: Luo et al., 2010).
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(Table 8 Exploratory Factor Analysis of SWM Usefulness Perception

Variance
Factor Item Factor Eigen Explained % Cronbach's
Name Loading Value (Cumulative a
Variance %)
I think it would be useful that the automatic washing 800
method identification technology is applied to
smart washing machines.
Smart I think it would be useful that the automatic detergent 776 56.638
Washing injection technology, is applied to smart washing 2.266 ’ 725
. (56.638)
Technology machines.
I think it would be useful that automatic identification 748
of rinsing level is applied to smart washing
machines.
I think it would be useful that washing machine .885
hygiene diagnosis and problem-solving techno-
Smart . . . .
Maintenance logies are applied to smart washing machines. 1565 21.626 77
I think it would be useful that machine condition .885 'J (78.264)
Technology . . . .
diagnosis and problem- solving technologies are
applied to smart washing machines.
cEl Aol AnlE Al 54 owsk b AZbET B8 A A" A7 Aud 6w
ARt A dAET B, AR AT R e W, A9 &4 299 Az gue 7o)
AR A9 A7 FJek B9 ol Y &4 = (M=379)9 HH AT J=(M=383)drx=
T9Y A7 FRM=38)EE fA WA Aok gou FA YE(M=342) AAE F9
el =, ol JRd HE =Fd g 93 A A 22 we Bt AEA 199 A4 Jd
zhol A3 AP @3 #HAgol 7] HEoE S AR AF 9=EM=371)9 FA J=(M=
{Table 9> Exploratory Factor Analysis of SWM Acceptance
Variance
Factor Ttem Factor Eigen Explained % Cronbach's
Name Loading Value (Cumulative a
Variance %)
I think I will recommend a smart washing machine to 858
‘Word-of- my friends in the future. 1.962 32.685 935
Mouse I think I'll tell my friends to try washing with a 830 ’ (32.685) o9
smart washing machine in the future.
.. I am willing to provide the information needed to use 829
Provision . .
of a smart washing machine. 1736 28.927 824
. I'm willing to install the app I need to use a smart 792 ’ (61.622) ’
Information . .
washing machine.
Purchase [ want to buy a smart washing machine. 780 1679 27.980 868
Intention I plan to use a smart washing machine in the future. 766 o (89.602) ’
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(Table 10y Differences of SWM Usefulness Perception and Acceptance According to Consumers’ SWM Risk Perception

Groups
Group 1 Group 2 Group 3 Group 4
. Resource-Loss Overall-Risk Socio-Psychological Practical
Variables High Low High High F(df) P
(n=280) (n=72) (n=151) (n=77)
Smart Washing 4.06 4.22 3.94 4.05 3.93 .
SWM Technology B A B B (3) 009
Usefulness
Perception SmaArt Washer 4.10 4.32 3.96 4.12 6.26 000+
Maintenance B A B B (3)
Purchase 3.79 3.91 3.57 3.73 4.09 007+
Intention AB A B AB (3) ’
SWM Provision of 3.83 3.98 3.54 3.71 747 000%**
Acceptance Information AB A C BC (3) ’
. 3.42 3.81 3.48 3.42 482 s
WOM Intention B A B B (3) .003
Duncan test results(A > B > C)
All variables were measured on a 5-point Likert scale(5 = strongly agree, 1 = strongly disagree).
Q)lA AA AW A7 dond de gF 9F Azd 9 A9 4w 2ug 2445 2
—% Gepith g, 2nE g 98 A7 & dee 2 aw 546 ojm e 2jol7k e
Fol weh 20kE AEY] £8 ome] Aolsk go AWBOEM, 2vkE ATl tal 2HA7} <
B, 2nkE AEY) AHGOE s AZL B oA HekE A8S PN § dE RS s
5o AQE P Yol Atk AASAY A A Stk ot 99 Aol mE P9 7 &
E2EF 7R A% A" #29 oFEoly AA vz 545 WCEN Fal it 7] gl
A &4 g H8S =A Adee AR A AT 2RE AE] Ao AlEst 71EE AlAle
WA A Az adlAsh Mmsel £3He £ I 99 Azl BE 2uA P 47 5
& OEE VI s & F Utk AvE AE Ae Al A E 2ES dHS Adstaa &
7] 919 Azt Mg AutE Ag7)¢ 7lE 84 Aok B Ao AAE /NieR REH HAES
A7t 54 oL E vwd ¥4 A3 Duncan o3t 2k
teste] ZAdl= thg<] (Table 10> 71€% o] Ut 2utE A7)tk AHjAbe] ARSAE A 9
@ Aztol avlAe] §84 A7 F8e HAE
v. 8= QAo e F2F 40w vEyT. 29 B
4 s A8 AeA 99 A% A 1 2o
2 ATes Al AFEA 2nE Agrid gis) TEHReH, AF4E A < =A AZse
2HAZE A 7ZPekeE 919 A S el o9 7 2MzF Jb AnE g7 84 At EE
o 9% Aol W2 24 AW W 20E AT & ARME Awgozn ke £2S nyd
7 e HEA A% W S dEd Aozt 9l oAl B, AvkE A AgOR A8 87
A AMRTA S fEel, 2nE A"yl H: BRed A% kel A4 BUH 1
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o gt $-27F AntE A7 e g AAA T = AAes =4 e, 4 AJFE AnjREe] §
7HE 2 9 8clolgke o] FERIFHAY. Ve 2 AF Aol g AEE A AAsdes A
of W Al e Al AF] Ae MRt 8 A9 At AA At Hirunyawipada &
458 A8s A AT 7HsAel =ue AY Paswan, 2006).

A7 Ade= e (Kang & Jin, 2008), ©]# A AH|Re] ol AEtY Wt wWE gH
o Ayte AvE AE7Y g A8 A A S7ke] WHElZ Qs AvtE AEv|e AlzhE A
4 FAME AN 99 Azt #Este A < 7FES gAY A7 Aak S8 AL
o] AmtE AMEg7|9 tFT3 FikS S8 mg FL (Ozkuzey, 2021: Samsung Newsroom, 2021). ©]&]
stths AE AlAMETE AR H 7RAIAd o] W AFE o A, 719 A AFdAE AlFEA
o7 gl Ao el ALEA 9 A7+ o A
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