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Abstract

Digital signage in a smart store would engage and invoke responses from consumers
because good in-store experiences are more important than ever. Thus, the present
study investigates consumer perceptions of interactive digital signage integrating
technology acceptance model. Specifically, the current study examined 1) the effects
of personal and fashion innovativeness on interactivity; 2) the effect of interactivity
on perceived usefulness, ease of use, and enjoyment; and 3) the effects of perceived
usefulness, ease of use, and enjoyment on intentions to use the products and the store,
visit the store, and engage in word-of-mouth. As a pre-study, two researchers visited
the smart stores of six brands in Seoul, all of which integrate various technologies
in the fashion field. A video clip was developed as a stimulus to the study. A total
of 214 responses were gathered and analyzed. The results were as follows. Personal
innovativeness has a significantly positive effect on interactivity, whereas fashion
innovativeness has no significant effect. Interactivity had positive effects on the per-
ceived usefulness, ease of use, and enjoyment. Consumer responses (i.e., intentions
to use, visit, and engage in word-of-mouth) were predicted by usefulness and enjoy-
ment, but not by ease of use. The findings of this study could provide the fashion
industry and retailers practical and valuable insights into enhancing consumers’

in-store experiences through the use of interactive digital signage.

Keywords: interactive digital signage( 9/E/ZE[H C]X]E AJOJL]X)) smart store(TFE
AEO0), technology acceptance model(7]&5-82H), consumers’ perception
(£8]3 912)
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l. Introduction

N

BA|&9] dE2 AR LujPFo] F&
Shalkst W3S of7|3ith(Hong & Shin, 2018). AH]=}
Fe FeAdE &8st AFS AAst &

= =2 0

pul

Ashe, ZFAQl FHi= o]ojAl= A 4BE
SHA = AIL(Kim, 2018), FoiTFNA S FEES F
Alet= Aol Z715Ft(Jung, 2018; Kim et al.,

2017). ojuff Il AEol= 7|AF} AH|AF 71
Az JHo s We=n, AnRofA Z531aL 714
= AILS AZst Yth(Jung, 2018; Kim et al.,
2017). 39 ZHY VY o=, FIZZ#(Ralph
Lauren)®] QE|HE|E HEEojAL ARlE n|gyE
ol AlFe] AEE &2l 7 FHo| H&EH = Q=
7]42(The International Textile-Fashion News, 2017)&
Agstar glom, sl 7149 AEEe FoF
FnC7} A E FAAE Yo A|FX, F&2, H7|4F
o 3719] ujgolA thE HAEHClE B3 AT
250k AUE&H WS FESHATHM. H. Kim,
2015). A 7|4 ofy 2} R HYE ojyAzg]o
A= #oFHER T AH 1S AAIste] & ATt U
o Au|Ate] WEAHE AAst HE FEES F
Ast= Au|AE AFSEE Uthd. H. Lee, 2018). 0]
Ad 7ol 29% 2zl wigo] §59 524
o7 7zHo] ut GPS(Global positioning system),
AR(Augmented reality), €=<914](facial recognition),
tAE Aoy A (Digital signage) 59 Tt 71ES
Agtslo] ‘AUE AEO|(smart store) 2 FOJEE= Q
uzlel A AEo7F 545 th(Hwangbo, Kim &
Cha, 2017). AHIE AE0]9] 471K AL A & T A]
2 Aol HEREE ARl $A7 A o
A gAEYolE HA FRAoIY A5k 5o

T A T2 AAAA St AR AS 9] 0}“1,
34 845 AL 5 AL, FA9 4T E
Ely 7}60}4(/& R. Lee, 2017). F|Zoll= AMEARR}E &
W ARy Ael o] 7hst JAEHEE HAE Afo]
UA7F Aok, WY, et ofyel, AntE of
E 59 ot Yoz Frjjxo 1 L& 7}
BolA 3L Slth(Hwang, 2018). o] 3t A[Fo]lA <IH
HE|H fAE A|YAF 7|FIO R Sl WA AE
oo AR ESE X &H 08 JHT A0R S

opd

O

- o]&ls}t 15

=1 JthRyu, 2018).

ES AN E YA Aoy A 7]Hke] A A
Eolo] tjstol= B2 A7 A= o] Lo (Jung,
2018; Kim, 2014; Kim 2018; Lim, 2011), o]& A+
= FE A RARE B3 VMD A-8HRKKim, 2014),
VMD T4 847} 41 ol =] u A FF(ung,
2018), QACIAHE @lo] HAE £QI7 Hzo] vl
A o (Han, 2018) 5.2 eI olHH T
g Ao} BeE ATt exakel o )
gt et AFolAY FL5HSE HAE e
4 290] 488 A75L FUOE AYHLT E
o 220 54T Qe AEH8o] e HAY
AjoluA|o] 24€ e AT} obd Qe Fehel
A" AoluAe] T Aol AL FE2S] 75
o :3He A ApoluiAo] Bt Aol 7
AAQ A7} obd BEAQ WA A8 H97}
dgolct, w3t WA Axolo] H85 71EH 2
47 ZAHSONE BTk, sulRho} A5 Bol

Rt HAE A7k A WA 2Eole] &
e B, ojafe HAE AfolR|e] e
A 7144 Eo] ok 2%} QL3 PR A7
o v1ET Aol e 2 d7e F gAY
AIAE 2T T A el /83
4g BBk, 28R} oj2iet B4E olgA <l
sheztol vstel 2Abstat gtk pAH o % 2
P U AoluAe] 5491 JoagAol Fu
A, §84 5O 2917 AAo] DAL G} oleiat
20l0] FojoEL} ROl AL GRS T
A} S}

w3 ] AvkE ARolo] HgHT Yk oI
delB A AU dfat 281A19] 48 JES
TH357] Yol 71&-S 2D (Technology Acceptance
Model)& 2-g3t314 3t} 7|&4-gndolst A
EEE FE7E0] it HAHUES] 80l IFS
t2= 2SS R o] &0|th(Davis, 1989). A0}
E AEojoe &H[REEC] EA QlAlshH= 71&E0]
HEHAAL, ol HAE 7esS FIF AR
Aolido] 7kssithe §4& AW7] dlizol AFA+
(Heo, Cho, & Kim, 2015; Tak & Park, 2005)E& H}&
O % sjo] 7|gr gAY Faclor QA E4
Q1 7iQle} 4l ¥ 53 T4, HAE Aoy ] <]

_P“ _IIFH
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16 Aol e e s PAY Aol o] et )zt Q14 R e

g AoluAe 5491 4EA8A] WAL G

= 9 YR, 2Awe) At G Wolk o
ek olel £ 9] Foe TAE Aol Ty
3t F240] ANT U WA Y JHAN 4F
Ho2 249 g4 @7k 1 o7t Ut
I Er}

Il. Background

1. Smart store and digital signage

AOE AEO0j0] T3] Gwak(2017) ARERIE Y
(0T)E =8 SF@AAR), 7HIFHVR) 52 4
d7lES ol8e &4 FHES AFc= WA FH
AEO|E Ao o, Hwangbo et al.(2017)] Ao
A Qo] ZAMY(IPS), S H(AR), D=4,
AEUE R HAY Ao A7t AFE emel A8
o= olgict. ol QlEo] EAAU(PS)olEt o)
B4, GPS 58 B3 2L AulAe] XHRE 7]
sog thpst AHlAg AFsHE AL olRacks.
S. Kim, 2013). &7 Ao|&t AvAV £o08 HE=
AAAARNA 7S] EAIE BA HolF= 7I&(Lee
& Sohn, 2016)2 A Og &= glom, 7HFEA(VR)Z}
Hlste] B8 AMIAQ] LAL 23, B BE AW
Au|A9] A|lZo] 7Fsdttk(J. K. Lee, 2018). E=914]
o2 AR UAE olelAL} Gy meg oy
 AH|A] dZ2& QlA5k= Zl(Hwangbo et al., 2017)
o, HIol U ABALE Hol FAA4 R
7 7 AMge] W97t sl 9ltkChoi, 2018).
upxeto s QIEUE R BAg AolUAe T AR
AZl St ofd 9% Fuet AFIE HAY A
olYR|E 9Ju|stc}(Baek, 2016).

Boje] HAY AlUAE YEAZ9 A2E o
Ad qAEY 0|2 3344 Y diSa1tol AR5tk
FE w3 ARE AT U2 volue &
Kim, 2014; A. R. Lee, 2017)2}= /g0 2 Al2X| 0]
ek ST AT QYFHOR YRS AL o

A Aoy Ao A Hlojuhar, 11 F7Feo] g
wt2H(Cheon, 2014) TJA|E AfeJU Ao High Hhef3t &
f7F AR G. S. Kim(2016)2 HAE Ato]yX]|
£ TV, L, A, AZ2 diAlske Al 49] rlHol=
A ICT(information and communication technologies)
9] 7ol AaehHA FEEAL = "HAE vHo]
o] B T stuEhal FolshoH, Hong(2014) H
A" AlYAE A" FIE HojFes AdS 4
oA o]-gxje}t T Argol 7heet K, I 22
B B AH|A AAFol=EAL A ogt vt Qi o]
2%, OA" Al ALgol B i
BB MR oJulE fe)7] has of e AAolt.
olo] TAg AolUx19] Wle} ojnlE Haks| ot
3171 980 G. S. Kim(2016)2 tlAE Alojy=]9] dt
AGAE A ol HEsiinh. HuFH
9 A IFHOE u ARG BHOE 3
o, 241509) /15F A HAE AolUAE AgF
oA BANIL Hg3tel FEATL 1Al 55
Ml BHolA Holtt M HAF AolUAE BE
3 % Qi WA ojujaih 34tE BX) L AAE
ol-gsto] PFHEE skl HE 9 FH| 84S AY
o ZRHEE A SR 4Ad= AN AP R |
AHEE 3AHE 25 2% FHAA HEHNLE
&5to] tAd gAaEH o9t 8419 7Rlo] ARE-st
= 71719 40| 7ks3tH, E]F /i1 Aol A
e AHE AlFste dA ol olo] & AFtolA= A
|9 P& =7t 7T 3AIH o9 HAE A
olUAE A7 tido® st} et AP A
HAEE HAE AtolyA]of et YA+ H. Park
(2013) A|otd FEFAT FAMAE SHE &
HAke] AE|et Faavtol dis) skt X%
4of wet £-gAHe] FarE| ol Zol7t QAgloH, 4
|49 4ol w2 E FAEHETE A YE
ot ol= #&A FAT FAEHE Afol9f FoAE
2SSt & 5 QUTH(H. Park, 2013).
Kim(2014)2 SPAS] HjAAE 0] VMDOA et
B gAEF ey POPE &7 HAE Aoy Ao
tisto] AHARE9] Q14jo] &Stk RS 85t
i, FAEA, EEO9 59 ¥
HAE Aoy 9] S &5t
25 Rt Aol s EH

—
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A5ttt B3 Lim(2011)2 A& Ate|YA&E 71
Spstal Sl AFUACIdS %t MER mHolz
HkTt. ol2fet HAE Atojyz| ] Fgol wiage] o
% QA R, 22T o] AE PAL Aol
Ao ozt 914 S YA ATE WSS FYo}
pom, ~x= BHHE H A wigo] fAd /\FOM
A& A8t AL AL 99 HPATES
SyHon dnnd dgdidse B4d ol

A WA AEolold A2 FuadE ¥ ¥ of
ek, A4 HAE QAo|E FHHY £ F
o A9 £EE T 5T AR A A

92 98E ¥ %

;:9‘
T ;

2. Interactive digital signage

YA gmol 45248 A48te} vlro] Ao|
£ dZA7)= QlEH o] Ainterface) S E5f 25t
o, Ro] AEAe} 0|2 Sgal AR 7k g
wgo] 7Hsstth(Lee, 2010). w2hA AF2At-gold 7

0E Agoi v S Fuo] Haw) N
2)e mihol Yalo] BeE BHo2 MY 4 9
th(Kim, 2004; Lee, 2010). J. Y. Kim(2013)2 o1&| €l
g1 vtolg BAE, ofuold, A, g4 59
A Ge7t A Deutiolo] xago] %A
A =549l geje] volz Helsiglon, oja
FNM = ARAE B AEE /T 5 loH,
e ARUA M| THsshetaL stk oloh &
EA A g4 237 59 7e= B9 FE9
| Qojuba, HRARAS} AEA} Apolo] o
FUAel o] 7H5E AL AolUAS “qlE
A" Ato]YR]’2} Stk (Cheon, 2014). AE]
dEE OAY AolUAE AuR 4528 HAg
AolUA 2 RS —3}:&](1( Y. Lee, 2014), ©]
BN Lolp A5 2EL 7|20 T2 ulrojr}
Algshe HAA R g14do] Eil £PAHS SHist
5l= Ao 7 YERGTHMin & Kim, 2014; Taylor &
Hunter, 2014). T3t o]83t HRA|Z9] 2 t}oF
o B ASS ol B[R ¥HEE A=Ste] e

T, AS9s, fRlad 59 AvA ans I
4> Qlth(Dennis, Newman, Michon, Brakus, & Wright,
2010; Shin & Shim, 2011).

ol & A= yAE 7l&9 4eA84

oo Ry rIo
_\Iiro

o
I

/3

J]rn
ftfo

- o]3&I5} 17

nefstel HTABAE ARUSE Ageloite,
v Q1 HR|E mlt]o] gHgoA 9] Ao AeAdL TA,
7iQls}, FrojAd o 2 o] A thH(Cha, 2017; Dholakia,
Zhao, Dholakia, & Fortin, 2000; Kim, 2011; Shim,
2009). 7<1SH= AFgARe] Qo] Bkl AlElAg
AgsHe HES ofulsie, Aol A8AF 4
59) 580 QojA A2EE it 5EHOR B
AT = Qe 7F JEE u[§ith(Dholakia et al.,
2000). BhAete 2 FoiAolet g AT SEHL
Zojslal Yot =7j= J=E 9Ju|stth(Dholakia et
al., 2000). StA|RF 2 AFoA AMEE A==2 Q4
o AFHEE A8} SEHOR B A%
= ¥ 2 Aol wiste, FAS AT A
Isie} FolAe o)R WhE ALgISit

3. Technology acceptance model
71&4-8 5 dl(Technology Acceptance Model: TAM)
& d#e Sgomed edal 958 49 4
o AAEOH, 9AE 284, o, EHo=
A= of ME]—(Cha, 2017; Davis, 1989; Davis, Bagozzi,
& Warshaw, 1992). T AHEAFS] 4174 =8 9
& olsfiste Hl Uof 783t Bd= AQtE o] gtk
(B. Y. Kim, 2016; B. H. Lee, 2014).
7158 R oA AAE JAAH §-87(perceived
usefulness) S E74 7| AFgEo= Q3] A&3SH
AR A U G 43te) A4 P4 § 5, B8
2ol AFE dg Aoz} yZs= /L]_.Q.x}g] 237
ZdfolchDavis, 1989). Z, A7} 714S A8
oA A $Y & Yoka P B2 olo)
S 4= QIth(Shim, 2009; Zhang & Kim, 2018). AX]H

g0 A (perceived ease of use)> EF 7|&S 0|8

o 2 olg gol A 714e o8 & A Aol
L 234 7|9 X*E—— .4 |SFcH(Davis, 1989).
2, 18R B2 7148 Al ol olsES

EAA gAY la?‘ag ‘6}11 getta e A
Z 84 € th(Cha, 2017; Shim, 2009). v}A|e}o.2 9l
AE 8 *}31}7} £4 7€ olgsh= 1 &
Ao g d= = olu]|gtth(Davis et al., 1992).
Lee and Klm(2016)«1 ‘EHLOME 47 BHpAgYe]
A 5= 9F 89000 Bt AFE A8 Ve
SRds Hgoiqlth 1 A, AR S, |

- 839 -



24, 984 wHlY  ABIES FHH =5
t Aoz vehgth webd Z145809 54

£9 589 1 AHgA0] HES Agshs | o] 4
e ol 2YS & 4 STk E Ryu(2014)9] Ao
A A SNSt 71 A8 43 1E HEES Lot

ool =&4E 34T 849 Ak =4 4
ERRtTh Cha(2017)9] AtollAl= 7lQ1e] S414d, A3
A F&, 4AEACNAEL o, BAA), BE F
4, 7 F A IFRSE AASste] gAE A
ojyx] &9 £ogaro] it ALEALY] BiEet
£ofl digt A& XFFCt. AAT, iRl FA4
2 QA E F-8A40 FoATt IS Ao, 4o
|42 A E Eoligdoll Fogt dFol U= A=
SR ATHCha, 2017). FAIGS FHFE AREEE
T O A& Lee(2012)9] AFolA= 229 AU
£ E MY ABAF Fuj o G/do] tiste] dotH
7] §1sf AU (FEFAD) 2 o7 HyE AR
sttt 71 A3k s AL A" 84S HA
07 d&sto], FAlHdo] &2 LB[AH= UEYl £
EoA 9 AlF FHE &M AT Aol &
ol=| A}, $HH, Jeong and Roh(2016)= AUtEI|A
A& 28R HE 71 ARBAAE S fIsh
71E&r- 8 HEE 28513t o5 &3 AntE AR
Fol et A E 842 AHA HEe ARG
o FAQl FFE vHth= AS Hew

ol o] QUAHE F-&4T AAE &old 7I&
E&2dof qlojA A g4l ARgAY] YF
274 aRlo= 7MY Wol E8HI g2 & & Aot
(B. Y. Kim, 2016). & 7oA 7|& & =5
A EE 7]E TAM 23] xael s AEo]d
Z23tE OAE AolyA|9] E4S R HsRE A8t
A} B 7GR o] QRHSE AR A

% ROt 9Fol F3E FEAEH, A G414
2 YRHSE B, Qxmetel E AEol] 5
e TSkl BRG] RASE gt

4, Consumer innovativeness

AB|RF FAG2 o AR Yol A Ai]lel BE 74

LEHEG 'S A&S] a8t =S Auiet
(Rogers, 2003). 4:H]|A+S] FA1gof ¥t B2
A 71} dAlgo] Mz 7]ee] 8 FF=2
Atk AF2TE AR, ole AHAEY A&
& Ao gt A offel Sro JF2 w|A|7]
] Eo|th(Kim, Joo, & Yoon, 2005). ZH]z} & A4 o]
5 APATLE S. A. Kim(2015) AH|[R FAlAo]
FA At AlEF P o] vAE 9T AT
Foy, 2 Fal4dol E&F vyl FaL AlE
of digt A= %, FM =7t 25 SRt webA
aBRpf| A vjtjo] FEjQ] FAE AAD wf AE|A}
9] FAH &9 27t SAA] HofoF ok AJAL
gt

Han(2018)2 QIAO]AHE] w2 tA& Ato]Y
Z19] 33} AHzte] HAE Ex 7ke] BAE 1
3ttt AACIAHES] 84 F shUE A4S A
&ster, A A|UAE AP vAAF 2
Z o] d7-E Ak A2 AdE UA
g ApolYR|o A FAlido] BHE Hieo] &2 JTF
S A= AoZ YePgtH(Han, 2018). ¥ HES &
tojE &8 §A40] F245 M2 A5
ojA Bt} 37291 Whg-S yehdea & & Qi
2hA QIEJE|E A Afo|YX|= &HAIe}t A2
282 ol FEE AlFsh= FHiolaL, ol= AR
E stojg M2 A= Fohal wdste] anjzt o
e MG T AP 23 e s Y
o] 9% WMLz IS

2

o o

£ %

. Methods

1. Pre study and stimulus

2 20 9hA, AFEe] AR T Avte
Eof 1 AL IAF AolU|o] et &
g mhoksly] s AAZAE AWeisich B
o 3L 95 AeA REATF 24 HINE
shggom, olo] waw AgAlA fEATI 7
Be A9e A% F7 WEUR UehdthNational
Information Society Agency & Seoul Metropolitan
Government, 2017). A&A] f-5077t 7 @2 A
Al F5olA AEARE Fl AA4E 3719 BlE
of s HEHE F ‘AntE AEOEE o]FoR

%
A

z

ROl |

ol
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2 Hwangbo et al.(2017)°] AA|gt ATLE AE
o

71ET 2AE 7|E0E AHEEAE JPstArt
Hwangbo et al.(2017)9] AFE= 2 oA 7|49 &

3 sofo] gojgt Hojzt WekaHow, 1 A3}
(Table 13} 2}, AAZAL 23}, 6719 BHA=]A
7V gol AFBFIE AVIE ARO] JETH AL
Qe e E g Afo]UAZ 2helE AckTable 1)
E5 AFoiES| AviE 2Eole] HAE A
ojyx]of tfgt oJsfE &7] fIsto] A FARE 5l
TS ARt & AF5ES AHARAE B9
Hwangbo et al.(2017)°] AASt 71& 4 84 5 7}
F E2 24F Ao, 2479] 7]7]o)A A5 H
= BE AH|ATE ARE 7FERE ‘AT BRIEOA F 1E
20z0] Zolz ATAVE 43 ST HHE B
Skt & 92 "AE AtelyA] HlollA AAE
sto] FAUS A4Sk B, 7THIET AR B
= 2, S HAS ARE B 5 e BeE
A5l o], Hwangbo et al.(2017)°] AJAISE A
EAROle] 4T A48 UT 2T BoY
o WA AVlE ASgols B4 HYE B
A Z2YG, AR YHEvo] &7, P AR Y
< TAHAAIY QREEES 53l AREAF 71Q1 HHEMY
71719} AEste AH| A, AUE oiF]S 53 vh|
3 A AE AEE AT F= a5 AE vy
£ B AE 2 AR Bl B 0= AIZESL
o, FF of Ak AT/ EH Aol it o

<Table 1> Results of pre-study

- o]&ls}t 19

HEe Bk

tlo

2, Research model and hypotheses

£ AFolA e HHAAE A AHAEFE H7|
g APYAIE 27|19 HAE HAE0lE S o
w8 JH, FIE dYFH o g Hddste FE 7L of
dICTY] 7ol FEHo] HAWE, Zetd, AIAE
o|-gsto] FYFA HE Hgo] 7hsstaL, AL
Eo] HollA ArjRtet 4228 4= e "UAIE v
tolgz Aojuiz]axt gt

2 AFRFNA AEE 7 Hpe AgAT
gor & Ao Ao oA o o] 49
ok 719l A2 7Hijle] A2 HH7|ES
stz she Hwg o]u]sksl (Choi, 2011), FHEA
e Mg F9E 58514} SHe A& (Park, Chung,
& Jeon, 2012)& 2244 Aolg Wtk FoaEA
< Qsiel Fojgo g o] 27 AH8ALe] 8
o YHBH AH|AE AFIE HE, A8 55
9l ol 41 kL A e Y=E ojulgict
(Dholakia et al., 2000). AR {342 AH|Z7} ¢
Ad AolYAg AGSHA 7t Fu2go] AT
£ ojujsith. AAE R84 GOl 2zt anat
7h UAE Aol A G838 L7l HE(Davis,
1989), 28147k U2 Aol AlE Fuht A olg
T 4 AEA] HESA. Kim, 2015)F fu|sieh.

919] oo ZAS, & AFoA= ARIE AE
o]9] QIEHE . gAE Afo]YAE Sl 4:HA] 7
1A 5411 719 FAGT FF Aol FeA-E
goll vA= IV, F2AEAdol AAE F-84, #3
3, ool mAl= %, IAE 784, 734, &

H

9
ek
[]

Ol
g 4 o
=

Brand Technology Indoor positioning Augmented reality Facial recognition di;izralsitgj::ge
A O ©) O
B O O O
C O O
D @)
E O @)
F O
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20

o]/do] o]-&9 L, WEAE, FHrof VA= FF
of His Lottt olE HAsf (Fig. D] AFEFS

HANAL, e 2 ATAHE ARt

=
H3. A E {3142 OLE@M

)
ot
o
fa
1o
2
o,
oo
39
-p
2
o o
H
)
ot
o

H4.

HS.

3. Measurement and data collection procedure

B A7e ZYETE AYATE Fuete 74
stlom, SAPES 57 FAE(Likert) HE(13: A
& 294 g}, 59 v 2Pche Agaisit &
H|z}o] HA14d-& E45H7] $I8lA= Cha(2017), Park
et al.(2012), Sohn, Choi, and Hwang(2011)2] ¢1-Lo]
A A BRE +4 - neste] Agsia 4E
A2HS 24317 YslAle Kim and Shim(2014),
Lee(2004)2] AtolAl AHEH 32 44 - Hs}
of ARESHGITh 4HIARY QIXIE S5 A=
Davis(1989), S.-J. Kim(2015), Y. J. Park(2013)9] &

W Adugo Ao QIElHEE [AE Afo]y|o] thet AR}

TollA AREH Holslo] ATt
&84 92 Z4517] HOH Bae(2013), Heo(2011),
Lee(2008)2] ATo)A ARRE E3e 4% - Helst
of ALk olSolE ATEANA EHS Bol
57 935t B LAk

AF-ZAl 1% 22 AZ 20~300) A9 Wi
Hito g ealol MRS AAstgon, & 2140
St AT, AFROAE WA GEEE
3 g3 HAo] BeE e
Atelu Aol digt Ao & M3
A3t 015, gAd Aoz} ¥
AAE -84, S314, §ol 4 ol
=9 oz St FE 214389
F3 AEOFZE 206587} HE AR EH AL
on, AFEAL SPSS 23.0 EA4 T2 IAHS }\]-
of HlE 2, QIR AFE B4, gFaAR
o W olgte] Bt

r-ln
2 ok
mlo
>J

=

o

O

o, mlo
rrﬂi: Rl oo F

¢

9l=o
b
F ok

i

L 32 o lo

Eoto
O
el

1

4. Sample characteristics
2 A7 AFHAR T 60.7%7F o419,

30.3%% GO Uepgh A P40 =E 200
7 86.9% 7MY WE WHS AAWOr, Kol
QoA tHeP(82.5%)9) g0l 1 B Foz

e HgoR2E oeAlatieh32%)2 vlZol
7P =Stom, SAHSR(17.5%), AETHSH(16.0%) <=
S2 YET 715 AA9] E B 42 4008
o]4d~6008t wlgte] WlZo] 223%2 7H EQko
o, et 7jQle] 9 Wi A& FAd §EL 300t
9 o]A~509ted m|Tte] w]go] 44.7% 71 &Sk

—

Fashion
innovativeness
— Interactivity
(Personalization,
Participation)
Personal
innovativeness

Perceived Intentions
enjoyment to visit
. > Intentions
Perceived
X to use
usefulness
Intentions
Perceived to engage in
ease of use word-of-mouth

<Fig. 1> Research model
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A7 4 Wit Bl A Eel AEchs 59
oL 107 o]Ab-205HY wlgke] H|go] 44.7%F
7P A UEied, i1l ¥ Bt A ofge]
HJ—%} 42 9 1339 HEo] 49.5%E 7Y
ror, 9 4-63](28.2%), ¥ 7~93(9.7%), HHEGHA]
%(6 8%), Y 10~143](4.4%), ¥ 153] 0]AK(1.5%)
«2 & UEgTh gAd AlJYAIE S0] & A ¥
| & SR HLL 30.1%S Ao, tF
g AIUAE A AR 2 F¥o] e SEAY
7.3%%1 A

Hl&2 7.3% o2 YT

PF

19 52 H

[}

IV. Results and Discussion

- o]&ls}t 21

T F 3709 M(1AE &ol4, 784, %347t
FEEHAL, oG, WE, FHAEY YA F 3
N9 Wg(0]&, B, +AYE)t FE2HAT =
23 d7¥s9 a0 AAGE EF .60 o)A,
Cronbach’s ¢Z}2 .83 oJAlo &2 et} &HL19]
WAAZ =7 SH =

2. Testing research hypotheses

2 Aol A 2t W] gt 71 dEs] 9
3 v SARAS AAIskeH, T Ai= (Table
6)~(Table 8)°f A|AISFATE. HA WAL T 73
F4140] QlEHEE A Aol 2] FEa§A

of vjAs FF| 23 (Table 6)0] AAISHA. A
1. Validity and reliability of measurement ol AT} SYF AL AFRALe} TR Y Ato]U A
B ATolA ASE 2R BRHS AFE o) 4BAEA Aol S GeEe vtk 7
ISR B Slof Wil AL ol8F & AMNE AR ST A8 FHA
QEHE HASHRO, 1 FTH (Table D<(Table 5L )= 02 ko m(8=209, p<01), §7
5yl Ak B3 2 w32 AF=E H5 AL FolotA] 2 Aoz Yt 2 79
Stk £ 7 WA LA = 5745k= Cronbach’s @ A= M2 EFEet Hliso] E45HA Biol
e AEUT AT A4 AUo] GelA 27H Qe SREALETE Autdo s fee A4 4
ACHJAFA, FFFAE)0l FEH AT Aozt Hol| #hio] w2 542 S8 UAE AtelyA|
BHANAE 209 910 o] MRS WYY o SHA 4EHEHL w7 Ak Ao@ e
ou, ReRY A% ¥ 1/l JRoe 2EHAL. uth ol 26| FAHo] B4 HASL 4E
AAE Gol, -84, 34 AHUIH 8ARHE o e nrt FHHow Azeirhs AT} o
<Table 2> Results of factor analysis: Individual characteristics
Factor Items 11::?1?1; S;%Zz exp\l/;rrizzce(c%) Cronbach’s @
I am actively looking for information about new 851
technology or ideas.
. Persgnal I like to introduce new technology or ideas to others. | .829 > 869 31879 54
Inovativeness | [ epjoy using new information technology. 812
I know more about new information technology than 748
others.
I visit when I find a new brand. .694
I always try to buy in a new way. .600
inn:j:giv(’el;ess I'm sensitive to the latest trends. 766 | 2.577 | 28.629 767
1 am more interested in fashion than in fashion now. 786
I enjoy shopping in stores with unusual items. .650
Total variance explained (%) 60.508

- 843 -



2 e gl A e] AHAE L HAE AolUR|o] et H|zt 914] BA sy
<Table 3> Results of factor analysis: Interactivity
Factor Items Factlor Eigen Va.rlance Cronbach’s @
loading | value |explained (%)
I feel that digital signage provides information 714
consistent with my needs. ’
I feel like I am being treated as a special customer. 763
Interactivity I feel like I'm participating in it myself. 814 3.161 63.227 852
I feel like I want to use it. 831
Digital signage makes me concentrate. .846
Total variance explained (%) 63.227
<Table 4> Results of factor analysis: Perceived enjoyment, usefulness, and ease of use
Factor | Eigen Variance
Fact It h’
actor ems loading | value |explained (%) Cronbach’s «
It would be interesting by itself. .893
Perceived = ') ks like fun. 905 | 2330 | 25.894 913
enjoyment
It looks interesting. .897
I think it will be useful to buy the product I want. 798
Perceived . . .
VT 1T think T can do productive shopping. 887 | 2456 | 27.288 896
usefulness
I think I can make efficient shopping. 901
It seems clear and understandable to use. .803
Perceived
ereetve It seems easy to learn. .880 2.590 28.773 .845
ease of use
It seems easy to use. .880
Total variance explained (%) 81.955
<Table 5> Results of factor analysis: Consumer responses
Factor | Eigen Variance
Fact It . . Cronbach’
actor ems loading | value |explained (%) ronbachs @
; I wanted to visit a store available. 835
ntention 1944 | 27777 903
o visit | 1 will visit the store available. 837
I intend to use it. .643
Intenti [ . . .
‘::IL;Z“ I am willing to continue using it. 831 | 1959 | 27.991 838
I think I’ll take advantage of it actively. 731
Intention I think I’ll tell the people around me about it. 819
to engage in 1.895 27.075 .841
word-of-mouth | I will recommend using it to the people around me. 780
Total variance explained (%) 82.843
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<Table 6> Effects of innovativeness on interactivity
Dependent variable Independent variable B t F R?
Personal innovativeness 209 2.778 e
Interactivity 9.068 .082
Fashion innovativeness 122 1.624

*x

p<.01, ™ p<.001
& o] gt} (Han, 2018; S. A. Kim, 2015). &, 0]
2L 7]t ofo|t]ofof T4lo] B AHXY
Yote JEE &

2 A" AoUHo]4 A4l
2 Tk A2, UM Folsia ek =
N Ao AT 4 ok webd WA ool A
IE el O Ao]U|et AulK 71o] EAtE
& seolaf e, A& 7143 ofolfolel
° NFEL GO uFS AEsjol &
£ A7sh A AR s
golehe WE EReol, ATE
olg FHL FHHA ook, 2L )&
a8 REe nAadgel el A9
2o] Jridon g Ao

&El i

=
ro o
el
>,
ox
1o
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OS\I-"

1
o ¥

i 13

N
N
il
oY
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OI'

171 f1ste] 3lEA]
& (Table 7)° AAIsITt. 3528

314, 874, 8ol FolF FFES
Aol " 25 A0 FF= VAl
wth(8=.738, p<.001, B=.579, p<.001, B=351, p<.001).
oy, Al M F FEAEA A0 FFE2 /34
of 71 3A YT vlA= AOE HEHITHE=738).
SEA7} AL H TR Y Afo|UR oA Ague
ARE7F 7RRle) @et XTI A ATULE, An
2 Fofeta ok A5 gAd Ae]UA 9] A
8o] "5, f-83ltta Lrle Zes Yehde
), ol Cha(2017)9] 11} Ag L9F0] o

rlrEoim{o
oo 10
o &L o >
fu e 2ok
L N i
Tk o W

Cha(2017)] AToIAE %@%—w axs 58
X 7re] o ol
o Az 45280l %%w A A%
Bolo] mX: gereinch grjzoz o A ot
Ehgtth. Ea 2 ATolAE Cha2017)9] AFolAE
23hE] x| Qb 93] Wzt wtEglom, 1 2
JJ‘ AP_QZP_Q_/KJ o] _,.'_4/\—101] U];(]‘—- Odo(;:ﬁ o] _Q_/d_;,]-
gol 43} Hlwste] 7H A et AT
o9t £ ATL Cha2017)9] ATE SBLo]
SR g Aoluxo 5491 4TAEAe]
8ol et uigl ATEAS wrEchey 1
o7} glet. whebd Avlde] 484, $314, 8ol
e 017 AL A AeluAel] that ]
Ao 4584 A2 Eol= Aol 7]uto] Holof
shthy k.

7hd 3714 55 AZ] SISk BEe AR
AAFE AT (Table )] AAISA A4E ¢
4, 984, 8ol4o] Aul4 AN (FEIE, o] &
=, FALE)] FHHA FFL vk AT &
olde AT 84T RIS AH|A] o] golE
o folat oL WAL AL ki HEIE
g dzsty A4 8854132 AHA B
elo] 2 Ao etk oloh SR At 74

oot Yo g AdeE AP ARG A

P 2 -l>

Jgio_l'mlo

<Table 7> Effects of interactivity on perceived enjoyment, usefulness, and ease of use

Dependent variable Independent variable B t F R’
Perceived enjoyment Interactivity 738 15.627° 244218 .545
Perceived usefulness Interactivity .579 10.146™ 102.935" 335

Perceived ease of use Interactivity 351 5353 28.660"" 123

Hk

p<.001
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<Table 8> Effects of perceived ease of use, usefulness and enjoyment on consumer responses

Dependent variable Independent variable B t F R’
Perceived ease of use .085 1.592
Intention to use Perceived usefulness 413 7.008"" 73.619" 522
Perceived enjoyment 395 7.259"
Perceived ease of use —.037 —.654
Intention of words-of-mouth Perceived usefulness 363 5.870"" 60.504""" 473
Perceived enjoyment 456 7.973"
Perceived ease of use .096 1.576
Intention to visit Perceived usefulness 317 4.719™ 41.003™ 378
Perceived enjoyment 359 5.770""

Atk &, A 8487 FIge +H9
ol A FFE vHoH, o] % #
Hog AA e BHHo|

5&@% L}EMX] ekt

e ARt Q1x|E

870l 2HA BRSO %o@‘ﬂ FFZ AT

3 A7(Cha, 2017; Choi, 2011; S.-B. Lee, 2017)2

A A8t AR E {3]4g0] o] &2kl FAAI I

S u)ths Choi(2011), Nam(2007)9] Aot &

ARSE A7t EEEH T} WA, QIAE gl o] &

A%, FHYE, FEAL BFoJA [R5t FS

A F= Z 08 YETh ol &0l w4 A%

G5 oG9 ofA] A JFS vk Y

@1 7L(Choi, 2011; S.-B. Lee, 2017)2H= Ardls] Awhx

gk, AAE Bol S AHAL o] §oj ol Ko7t HTF

2 MAA =t Nam(2007)9] A-9F FARE 2

ot o] = & A9 F/dolA Holzl HAE Ato]

YAE AlAet R AT 8 o] 8gt gaZdolz &

H| 2S5 0] LA ARG SHe ARFEZ]7]9} BlS:

gk ARl B R Hl9T] 4% HAE AelyA| 9] &

ol Arx o, Wi, 74 AEE SR P

o= Aoz wohgr)

& A9 dif= 1T 7]e0] dAo] B2 &
H[ZE0] F7FoHHA HAE FRE 4A oE & 3
£ 5Eo] FAE] AAE ol LH|A ¥l
FFS "AA =the Cha(2017)9] sS4 g

N7

Q:

an

=

ol gtk 2 4 9ick. webA, AHEE TA)
Aol A|o] Hhat o], W, FAEE o 1A}
ohe OAE AflUA I AAROR o] Ee Ba
olg SU 5 5D, Hrh 587 ARE ATl
Zo] Fasthn Azch G g Ao
UA7 e 9847 fal4oleks ast e
% Aoz FU=t

fr ool ot @

=

V. Conclusion

2 L AnlE AEolg Bt QIalo] AE
o vjol QUeeE s tAg AUl ejgt ezt
QAlo] ol AT TAHOR 7|&4 AL

o s, HPATE o 2u)2] E4Q &
ATt Qe e UAE Aol o] B4Ql 43
840 s Bl 74 Weo AFAL AZ
P SENE L E S LR
Yol st W 2AD, B ATelA Bast &
SR AR, 012 $0 A Sl
840 H1AE ek, HAEAol AAE Gol, §
84, 9340 ML 9, AXH So] T, 4t
8, PR mAE o
SEOEEEREER L RS
okt Pk,

3, 7A91e] FAAe FEAgAe] Folt F
SR 43
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g0l R PFL WX P AOR vehet
th. ol Fjelo] Az 710Nt ofolciofo] thay
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7, 28 Felsha ki Ll AOR AT
% gtk AT AR RS $85uA S A
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g AU Q] AnlRt FolEE ¥ & UL A
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Uerdom, 1 AAQl GerEe 271 fa4, ¢
84, 8014 <02 vehgrh webd WA 7] Qolx
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e SHAE T AL ugw etk P4
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B2 2079l 2L UAstEtE e Hlgolet Bt
et weba] A 7] el A e R HAE A
o] et 2ulAte] A 87E olelt g
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HOIES folof Pt RN AHgAe] TS

AR 5 YES OAF AoluAe] R84 Ak
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