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Effects of Shopping Motivation and Telepresence in VR Fitting Room Applications
on Consumer Response

Woolim Choi, Hee Yoon Kim, and Minjung Park'
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Abstract: In the era of COVID-19 and advanced ICT technology, retail technologies such as those that use virtual reality(VR)
have been drawing significant attention in the fashion industry. This study investigated the impact of shopping motivation and
telepresence on consumer attitude, trust, and behavioral intentions in VR fitting room application environments. An online sur-
vey was conducted on female consumers in their 20s and 30s after exploring a VR fitting room application. Overall, 225
responses were used for the analysis. The study demonstrated that usefulness had a significant effect on attitude toward product
(ATP) and trust toward app (TTA), while enjoyment had a significant effect on ATP, but did not significantly affect TTA. Telep-
resence did not significantly affect TTA, but had a significant influence on ATP and behavioral intention. TTA had a significant
influence on ATP, and both ATP and TTA had significant effects on behavioral intention. Moreover, the effects of usefulness,
enjoyment, and telepresence on ATP, TTA, and behavioral intention were significant, as the self-congruity between consumers
and avatars increased. The application of the motivation theory and technology acceptance model offers theoretical perspectives
for understanding VR fitting room application users’ attitudinal and behavioral responses in mobile shopping environments.
In addition, this study provides practical implications to mobile retailers that utilize advanced technologies.

Key words: technology acceptance model (7]&<5~854), usefulness (F+&7J), enjoyment (E7]+), telepresence (2]

ZY A 2), self-congruity (Rrold x]4)

1. M =

A BZA17]%(Information and Communication Technology:
ICT)o| Wddlel ulel A FANME ol&gt 7|1&s 185
AR el tigt Z1dizto] S7tekaL vk B3] 7P
(Virtual Reality: VR)% 57334 (Augmented Reality: AR}
FXE g Aol 2t HAE s 5 9 Vs
Z HrIEA o Billewar et al, 2021), AH|A}2] AYE
23 AEE Aslsl] S8 ezl HY 04 wE
Al WSk 9= 71€0|th(Ni, 2020). VRS HFE Ed#go
2 A e B0 qAAIAY] AlEH IS P53t
ARgARS} e akgol ThseHl slal MY TeE EEFoR
EAA e d9E AXSkE Hl HlEl], ARS VR W¥o
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2 AFEHE AFE g AAZE EAlske AHE AR
o] Alooll AA HolA k= 71&olth(Lu et al, 1999). VR
AlZz=d"le] EAof| wE} HMD(Head Mounted Display)e} 7]
welo] g2ete] QF AlopE Adely HAFE= EYI
(immersive)? 2D 22 3D A3 oE HoOFE H[EYY
(non-immersive)> 2 TEE THKang, 2020; Kiper et al, 2018;
Kiper et al., 2020).

A AA 71 VR AR A2 20219
20240l oF 353% Ao SuE Zlog AW glom
(Statista, 2021), = AFJolA= VR 2 AR 7|9 FYo]
Az} = ot HAEREE AnRlA 360 HWARE
VR 71&S 5l Algstr o, 22l vz Ul VR 2
AR 7]&S HEAZ 2~vlE vj3E B 9" 52 o83A
ST AsH teke AES I8 ¥ F J&=F st AUk
(Jones, 2017). Zeolle =uld &3 $EM = VRI} AR 7]
%2 AY3==E 312 Ak Gueci®t Rebecca Minkoff BEl=
£ 3D ¥ AR 7]&2 o EEA o] (Application: APP)S 7
3 AES 7PFez AlEE el T = e MuAE ATEaL
2l o™ (Mcdowell, 2020), Z~FIE mEZ MR 71£8< 4=
ez 7ol ®uid 7P 99 £5F421 FIT'N SHOP

= QLT

F 30 el 2l
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NEA IS ARRPNA ATl ArhKim, 2019).

53] FIT'N SHOPZ PIEd VRZIEE ARA} ohulet
o 2] dZF A A4E A8s) AA AnEL e B
AHeo] AFES 7PIeRE F"o] 71sslal 7k 753kl
AAElo] Aok 2ERl/ERFY &P HFO] F S A
GANA T2 oF NEES WA 719 ERYAVL AHd
A Z(Song, 2018), AH|RFe] AlA] X4=E 7Hte g fstE
ohlels st o AFS Yolie VR FHES 2HF
o] Afo]= o R 2%t WIES FY F o] Hx NEE
ol A424 g Ao E=2)=

HAE 7les ARShe Ml el tigh AdATE
HEH, 2R VR el tig A7 AgEEE ole
F2 A8 2 AlYwoRls =9% HMD7)171E &8st 7t
7ge] el gk anjate] 8agt A ae] dAE
T} ThHuang et al, 2013; Kim & Hall, 2019; Van Kerre-
broeck et al, 2017; Verhagen et al, 2012). A&Z Fuj=
olojxjo} ke 2Rl &3 FAM MR VR HHL =
JPHTR= MEYPoR F2 289 &F A 3D U2EY
ol2 %3 AFY FHAFo| 2HS FUTHEtemad-Sajadi &
Ghachem, 2015; Martinez-Navarro et al, 2019; Pizzi et al.,
2019). 53] =i AF2] 3D ti&Fd ol 7P olfErE A
|3l 2% ALEe FHER ARREE, 28RS B3
ofulete] ARgo] 4mizte] Wk LIS ¢ FA o= A
S ERISIAUTHKim & Forsythe, 2008; Merle et al., 2012).
TS APl E Bl ARZIVE] 7Y 9lY A9t VR HE AJH]
2 74d #™E A= JdHo] 23 UA]¥KCheon et al.,
2019; Hong & Han, 2020; Kim & Forsythe, 2008; Plotkina
& Saurel, 2019; Son et al, 2019), ®HlY 32| VR HH
el tigt At wHlgk Agolrt.

webs] 2 Apere Butd 7oA VR #Y ofEe]
Aol 7ol ek AHlA} vhgell sl A Zart vk
Hol &% F7] o]8% 7l& 48 RIS 7INle® VR 9Y
H(APP)] 874, A, Pz Azt AR} whgel n)
e ekl tisl golr A} gy g i AHRpe} ofrlERE
o] Aol e FYubat W2 Jebg Hlugho 2 §-&
3, EA%, 2EZHALTE AFGell tigk kgl mXE
St gzl gl AlF-gol ek vhgo] VR 9] 4] AL
|3 AlF AR vAE G 2folE AR A}t vt
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2. O|EH Hi&

21 24 7| 7|5 8 =Y

ZRRte] £ BT ARAFEe] o &8s SReAE ol
317] 913 8 Q4% (O’brien, 2010), AFAFES] £ 57]
= 284 5719 g2 572 FEE 4 dthAmold &
Reynolds, 2003; O’brien, 2010). &RIAFE-S &840 714
2 483 ok ol ABIA AeAkg 22 HEE

20 oeiM= &3S 3tE=tl(Amold & Reynolds, 2003;
O’brien, 2010), 287 F7]& <2749l whd 2 F7le
o 554 2R & 4 UtkBabin et al., 1994; Josiam &
Henry, 2014). 57| ©]&(motivation theory)o] W=W F7]=
AAE 2 2 WAE xppoes FREATHPark & Yoo, 2018;
Ryan & Deci, 2000). 9|A14 F71& &H|RRe] fFolu AF
35 840 <t 71 wbE WiAlA Be &% 39
A th3E EnE 2 5= okPark & Yoo, 2018). =, A
2 F7)e Bdol #E, AFot Al FEjAl B4 5
gzl B2S 7AW (Lee et al, 2015), HAIH 7] T
A BAL /RYa F2E ¢ v uebd 718 v
& o AzbE FEs oAH WAl sges R 4 9l
H(Kim et al, 2007; Park & Yoo, 2018), Park and Yoo
(2018)= &JA1Z slgo] Q1A A, A8 9z} FLsH WA
A Fge BAA, A 9 2okl Bkt Etemad-
Sajadi and Ghachem(2015)2] 1ol =W 2891 &3 37
oA AEA, A T AES AREstH X|zkE VX2
AEH 7= dils JEE A7) 918 G840l (Childers et
al,, 2002), A=A 7Ix= AR, A%, 283 84 TRE
F8AITIAL S TH(Babin et al., 1994).

Etemad-Sajadi and Ghachem(2015)2] <17l wl2w 744
HolA AMEEE olule) =3k A8, A 7XE 7R,
1= ohlEpt AR lodE Hast JRE G§840% §
Sl 7lss &Y F WU sk A W R op2k(Kohler
et al,, 2011), oPIER} PEX] ARk A o] AS|H A=zt
< EFodFo] AR 5SS Eol F7] dEoll(Keeling et
al,, 2010), oPlERS AH|RFE] AMEAY 53k %2 AH|
25 Frleled] &8 0 AHEE Y S9FoE Hds)
A sl A87 7ExeF AgH 7HxE 5 7FI) Hong and

o

o &

Han(2020)2 7Pd@AF} S73d4 349 &3 A Polx w7
= 18439 7153 7HX¢} Al A AL AR Tle
of gk AR} B=ell 3HAR FFE vAE A Wt
wepd & o] mekel &HBgelNe] VR 999 g 7
HolAE 2mizpe] g FHAsh ek A A2 Al
> 9

71€ 44 ZY(Technology Acceptance Model: TAM)
ARAI2E AL g2ke] 28 2d3}E 98] Ajzen and Fishbein
(1980)9] 2% aF o] (theory of reasoned actionys 2§
slo] ARSALE AlolollA] 71& 4289 Q13 JAIE Al o
58 7 J=F AeE Zdo|tk(Davis et al,, 1989). o= &
HIZke] AR 71e 785 didetket] a3 olBeg, A=
& 71 gk 21 Qs didsket] 7Y #8499 &
ol %%HE& FrHDavis, 1989; Kim & Forsythe, 2008).
71 58 Rde tFet dfEgAlel ol Buld AH|X, <]
Byl & #H Agela] HEHo] e 9lo™(Chae, 2016;
Chi, 2018; Ha & Stoel, 2009; Kim et al, 2015), o=
A g PdAANA S 7 3" (Virtual Try-on: VTO)
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A= HEE oA Jrh(Kim & Forsythe, 2008;
(2017)¢] APl E o zElel AEojoa] oEAEe] o]n|x|
= 7o g Yol = e M AL (virtual mirror)e] 714
2Rk 822 ~74%°] 71%0l gt Bt s 9lo| =
g JFAE AE A

7%
2EE olgshe Aol A4 FES FINE Ao ve B
1Z7F 52 Al
25 ZAFsiaA Ll tist AAE s

oA -85S o e A== AWT + ]‘3} Rese et
al. (2017}0— UHP‘ 71 18 AR-SE 27 A(AR) SZEAolA
1 ARSY| A|7HE
%@011 84 °§§§‘~ 7PX1U4 OE P A7 {8482 o
ZgAlolAd MHE BEel Aoz @1—1 JE 7RIve
12 BHEWT Kim et al.2015)2] AFolMe 2nEE gE
| Zridol A s AFEE ARE Hizel Fel 9
= Aoz UElESH, Plotkina and Saurel(2019)2] AR
7P ATeldE A7k f-870] Bt 7Rl
S Zhe Z0F UEhsth B9, Bkl fAte| Exte]
S 7IX)=d], ol AlF|<] uH7H g3E 7RIt (Amin et al.,
2014). Na(2010)& 287} Al &3 A F-84L #)7}3)
me} 2 AFoMe ARAE VR 98 olEAlAE £-&
13 Zlelet

st ot 22> HIT H2& “Xé 3kAct.
Hl: f84L AFE Bl &

Plotkina & Saurel, 2019; Son et al, 2019). £3] Kim et al.
o g8l 71 78 RdS VMo R TP ALS B3l Az
84 (usefulness)% & 78 R A 7|solL} A

Z A= (Davis, 1989), £330 = &H

st , SJAMEA
%ékai—t—tﬂ g TAMEL S
o o=
PC 5 9| Buldd 71715 o]&-3t &3 olA ZV—P% &
7P 3" 479} Kim and Forsythe(2008)2] $Alo]E
7 R
A FEol A f-8790] AR TRl Ao
W agE sk AFE /RIge AL el vk it ofd
sithal A4E AF tial] o 398 w7|al 4lF]
O =
H2: 8732 § Al=lel 7‘37—‘1?1 Qs mAE Zlolnt.

Z7%-(enjoymenty> A 5715 diMisle Fag HEe
2, A7t 2% &FYHE Fot A e 2 Ao
E‘r(Babln et al, 1994; Bloch et al, 1986). IT Z7olA A

&+ 71es ekt AdE EARS ASHE ARgeeE
Evlﬂ 47 ) EE AERE FYET ol AlZE ARG
2 % A Adeks FasitAllam et al, 2019; Moon
& Kim, 2001). A7t EA%-2 WAH 712 BRI,
Allam et al.(2019)2 ©]&{3k LHZHZ* E717F MRt T1erg
Fgel ZAgahe YA 718 ST A9 SNSH
2 BFY &A%l 4HR 1:41-:—9]' 9= ] FEFE PRIk
I 39T Lowry et al. 2013y 71&9] &8 ZA)E=
7% & Bl Ao HEE 518 ’%"6‘}04 AR
HMSAM(Hedonic-Motivation System Acceptance Model)S
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AlbstH 71Eg AgelA A 717 TR = dEFE Al
ATy, TR g tie] Ao A7k Z7)gol
Bl SAHR] dFE A= S EASITHChi, 2018;
Ha & Stoel, 2009; Kim et al, 2015; Kim & Forsythe, 2008;
Plotkina & Saurel, 2019). Kwon et al.(2003)> SIEJYl &3
2o T3t 279] 7 wiEo] aBEo) t)dt AF o] FHA
FFE PRI s%leH, Hwa.ng and Kim(2007)2 7]
) A AR Bl B e ARH
S Azl g Azl Qo] Fad 9 WA 7K
e E3 3D 7P BN A2 EASE 4]
3} PFof=o PTS HXEZ(Huang et al., 2013),
3} 7+ H3z HAE A5k
H3: AFE =l AN TS

H4: Al 382 FEgFS T

o R I A |
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2.2, Hy =g ™A

g Zg Al X (telepresence)= AWM OZ TIXE 7|&Z 1|
ME gl st 4 52 EATFSZ(Klein, 2003; Steuer,
1992), 2211 Lol e Ze gl uizlE A AF
o] 27t Aol FA3 ol Al AFH Ak AL vER
ChFiore et al, 2005; Song et al, 2007). =, <2}l HXE9
Az A2t 22355 TP ARERY At dEg
AJo] o m(Shih, 1998; Song et al., 2007; Steuer, 1992), ©}x]
AA AEZAY EAS BB 7l = JokShih, 1998).
ole] wEt 28Rl &3 oA Pzl AH|RE )
oAF AFS et & ARE F USR] A 3
< o S4A A & AlES AA ghk(Song

EUNESS!

g o sk
et al,, 2007). Bae and Kwon(2018)2 7P3&elx gz
2= AMEAPE B9 o}~tﬂ Z“O] =, o]t E9o] AH]
2 &AM E A A dFS wHItka B9l 3D &
o) ik &M} vk g é/«k‘& Aol ez A7t A
Fezo] mRe B 2R JFS mlshs Ao Bls)
o1 (Debbabi et al., 2010), 74e] 2491 3179 g zy
A= wlE 8748 AAlsle A7 A2EH e, 7
A ﬂ%ﬂ AFE =tk 81%itkPeng & Ke, 2015). &
22RIE Hige R wiZiE VR FRAE digE & 9eH VR
Ay o ZEAelde] ez vt o EHsl AR TrE
2nAE 34 WS B ZlolEh ddEe] o 242
HS, H6, H7S A7dst4ith

H5. el Zeldlie AlFE izl s 9% vd A

3
He: DEZe2 9 Alzle] 942 G 73 Rl
H7: el zalilse Beleles] F4A dFL vl Zolrt

2.3. Ei=
Ze|Rpe] ol g E7lof wet AnjRte] 7% 8L A9
TAMOIA Bl (attitudeys B|A} 7148

—

e

b

2 Abgstels o
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St T8 ZEatH, o volrt 71eS ARSsiEE
E72 golHth(Davis, 1989). HlTx AA a5l et 54
Z o B o|HOF(Ajzen & Fishbein, 1980), oJii3h
71eg ARkl o A 71ee] tig SR Hrtet
ARE2|=E Tt Allam et al, 2019). ARSS AME-3 T4
A 2ge] A4 EA%o] A7 87900, AZtE 78
dol A ARgol 384 HEE /RE Aoz IRIEeH
(Rese et al,, 2017), 3D¥ 29| A|FFIZ2 A= 2H|R}e] 74
7R 7y Fa AF ol o 384 B=E 7EA sk A
5 I3 TH(Debbabi et al, 2010). °]& VR¥He| €=
|27 F ARgALe] 2R E AFsichs HollA VRIE A
Foll digt Bi== e = Ut} Hes ARARe] o) HY
< e R FAE A, AR HHol wet 54 9o
3
5

v}

S 710 2 (Fishbein & Ajzen, 1975), VRIE 4 A&
=AM} 5 CEs] HEiMe TS AP

ol & = = VR ¥ 4 W AF thiet =S olsl

%

2.4 Mg

AE (trustys ol WS TIARIA AL TEO R, e
235l whEt Aelet s oot A 84F BT Xt
7Mdo]ti(Grefen & Straub, 2004). 22}l 730 A&
2l A A1 Ade] HsiA AMEER] gethal &
AlslE Bl=2 7+ =™ (Corritore et al., 2003; Jeon et al.,
2017), 53] 28RS T8l AFS 7 of Ak o2
BT o] B2 9FE Arslofto R Mg 289l 439
AAzAleF & 4 AtHGefen & Straub, 2004; Jeon et al.,
2017). Kini and Choobineh(1998)= eAAm 2 704 A=
Al B, AlEA, 7%l g AMEARY] WEolEias
Aeojsiaict. mEk VR Y 3ox ] A= 49 ]l
Auo) A3t B E QlEwo]2 7Tl tigh ARgRle] Al
oz B itk AR dEFo]aE ARERIS) AlFo] A
AL viAlolH, AnlEES] EE)F QXA 747 <
Ho)2 AP AF H=E soldoz 3 ke Aoz e
P$H(Youm & Yu, 2013). Zhao et al.(2018)2] AAFolx+& 7f
Asle AFol AHI2E MR AR EFE JIskE AF
I M|zl gk Bl=r o solHolgks AS W3Rt Noh
and Park(2011)= ZHIE o]Rl] 72 X4 of
AF7F 2rlE R AFE Ezdl] 3HEA FFS vzl

Stk Wb VR 318 el tia 2mRje] Azl A3

H8S Aol

H8. < A== AlF Bieol] 344 932 mE Aot

25 o=
Ajzen(1991)9] AZE PFol2o] w=2W g=e 54 43
oA Fhele] Fr)He] Qavt dEe IS Fe vE FFS

A3l 7HRlo] FYgh =g g oujgitt. mebA PHox
(behavioral intentiony= £4 Fol 7)2lo] QxdteE HIE A
b ol whE} 7iQle] WES 5T 4 ArHAjzen, 1991).
oA Fokol|A 7] 3D 79| AMRF 488 TFE Huang
et al.(2013)> A7t golA, F-84, dox 5o uE Y&
s WEoE, A, FHAE, AHOERE FEI
on, AAPIAY AN VRS FEFS ohE A3Y<AT(Martinez-
Navarro et al., 2019y VR 744 & QX3 Ho| uj
olxe] Fao] US AFsITE Erkd qiol] tigh AlFe} AL
BoEe e AgATFer HHAEd FFAE TH=
Aoz BWIEATHKang & Nam, 2017; Kwak & Lee, 2017;
Shin & Kim, 2019). Choi and Choi(2011y= 2W}EE Qo]
T8 FEAE 84, E4%, 35 o= Byon, o
2ntEE g tgt AREALe] AlEle RAEHQ] AR T
A2l 98k MRtk 31tk Cheung and To(2017) =}
A Farel] gk AlE|eh AlFF ARzl thgk o] o]
3841 FFAAE AT 2 AN YRS AL
SO, Fujolx, FHo xR FoJste] Tt & H99t H10
< A3
HI. Al Hxx 9ozl T4 I3 v Zolot.

HI10. 9§ AlE= F9)ozel] S84 935 & Zolnt

ox P

o

2.6. Xjorux|d

2|zl 7] AR A (self-congruity)e] 2H-S oaislr] <l
A ARk T A JHRIWITE 2p7] Al tis] A= o
71Z2HE 7R Ao} olmA7E A " 4 Adrke Aot
(Koo et al,, 2014). zfoFdxA-2 7)1e] zjete]mn] x| 7} Aol
U Bl=e} JXehs =S ou]3Tk(Sirgy, 1982). Afo} o]
A= AAAH zJolo|u]R](actual self-image), ©]/44 Apolo]u]
A (ideal self-image), A8 Ao}l o|w]R](social self-image)=
TEEEY, 2A1A Aolo|rR)E Qo] ARk AAIH A}
2le] eluRle|ar, o)A zlololnX|= zile] vlghs o)ds)
F zRe] olm|R|oln, A13]H Aoleolul| = EfRle] AFAS B}
ZEE Ao 3k olmx]o)tk(Sirgy, 1982). ¥ AFolME= VR
oY gje] opulelell AR ARrle] A AAAFE 243t
710l A7 LUX-E AAE Aololm| A2 43114} gt VR
Y Fodof] Ao] ARgARel 7P obrtel 7F Axde gk
T mEE Aot (Merle et al, 2012). 7 opuleRe] =}
XAtk AAATRE F2 AY FofllA] o]FojA
et Al ARSARZE Eele] opuletel] tial] AR} AUX|skch
3L Zlo] AXEAl =W 7FA ofFto] o] Al A=
o 34
g &
=8 o 22RR1E 53 AFFE FIAIITAL 381 THFiore
t al., 2005). =3+ AH|Rpe] AA] B&HS wkddt sfelskE st

ymde AskEA) gk bgmde] ws) VR 9o A8
A, Seks e f-83 Agstel Tuhelmel frold Ao
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2 Vet Merle et al, 2012). ol we} B AFolMe

VR 9o AMEEE 7P| ofutere} AmjRt 7ke] Aol

S JeEn Eo U ) Anrte] whgo] 9oz T

SAAA IS A Flolgt ddsl] e 2 HIIS A
Act.

HIL. AeldAdo] w2 ot v ekl we /-84,
EA%, SUZYA2TF AF Bzt f el vXe 9FF %
gz Az, AE HE, ¢ Al
zto]7F 94& Zloltt.

31. 7y

£ A= VR 19 712 f-848 EARE L
o, AE vxe} ¢ 2] JFHAE AHEIA S o,
gz A 2rt AE vzt q) 4=, P9z nAEs 9T
< AR ST o R AF A=) ) Hze] JFF
IAE FABIGL ZHzhe] WpEe] YHme nXe TS
A R AL Sl B3k AR Ee] nE JgAA o) ] A}
oldx)Ago] Ty e ek 7ke] ol mlwsliAl st
(Fig. 1).

32. s3¥z7

2 AT ST AYFTE 7Ive R 4 Bl
. EA%-S Allam et al.(2019), Padilla-Meléndez et al.(2013)
HEE 2 A7l v st 3o s £+
)8 Verhagen et al.(2012)9] Aol AREE E3-2 &85}
sEako = 2A4s1gitt. @y 2y Al Song et al.(2007)2]
FolA 4F8S A3t A|E Hl=+= Holbrook and
Batra(1987)2] 7oA 33, ) 4lZ= Badrinarayanan et
al.(2014), Etamad-Sajadi and Ghachem(2015)2] Aol 3+

L 0

2 2 op
o

3}, 3919l =+= Goyette et al.(2010), Klopping and McKinney
(2004), Kwon and Lennon(2009)2] 7oA 473+S =83}
Act. AU AL Merle et al.(2014), Park and Yoo(2016)
o] AxE E Ao WA F4sl 47Fgo R Zgeet. &

33 X2y ¥ BN

2 AT 20-300] o 2HIAE R AAJsslen,
Ag A gigka a AR 1 ARUEE B9 H9AE
B8 Aol w2y AdEd o2 7V 28 83
Aol Aol HolA] gFgtont Al mE ey 2 o]
ztelE ERlaions Aol mE AXE A Fstr] fla) o
ATt 2RSATHKim & Forsythe, 2008; Merle et al., 2012).
AT 20199 59 23ARE 9 187K WY LH,
Z 2257g0] Aol Fsnt. FEAES AP HAH
Hasl 71718 B3 FARel VR W ofEgAlelded A4 A
&3kt 3ld VR IH ofEFgAlo)de AA I e
TFst B =o] o & AFEe] FAE A, F417F ARl
1% oHIERE AAE F UEF k= 7I5e] JoH, ofF
Aol He] BE ofF AFES ALl olvlEle] 7o
A E F UAEF s AHIEE ARGt ol BE A3t
E2 ohlgle] AR A AAXTE HEAIA 95 AlF

e

Lo

H5

Telepresence

Attitude toward

H2
('
Trust toward

APP

H9

Behavioral
Intention

Fig. 1. Research model.

H11

Self-congruity
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4. A7A@

4.1, ACHalel YUY SM 2 VR 0|8 ZEY

2 AT FZA ATEATH 5L AvEE, d¥d=
20t 21078(93.3%), 30tH 158(6.7%)22 20t)7F 718 B
EEE XHEN e, n]E 2219(98.2%), 71E 47(1.8%)02
Uelstth, Fe sgo] 1857 (82.8%)C 2 7P Weky, HE
2 118 @E9%), 23 1078 (4.4%), T2 104 (4.4%), 71EF 64
(2.7%), TF4 298(0.9%) o2 YEsith HEEe 4,59
A ek AgEAAel 1754 (77.8%)yS AHgom, ek o]
’Jo] 287 (12.4%), L5 3 EH°] 183 (8.0%), 2,394 tht
AshEYel 48(1.8)01T). o529 9 HF A5 1007H
H|gto] 87 (38.7%)22 7P WAL, 1007H-1997H10] 307
(13.3%), 3009+4-399%+ 238(102%) 59 EXE RAth
4 Ha AAE AHRELS 309 IRke] 1789 (79.1%)2
2 7P E%om, 30-497H10] 3078 (13.3%), 1009H-1997+H
8 (3.6) T2 UEITH

Ag 7] VR ol§ dEHIE 4% dae o Rtk
VR H¥& A3 AFo] e JPARE 259 (11.1%)P10.2H,
7ZAdo] e APAE 2008 (88.9%)°10T . 3, VR IH 7]

[e)

pi

& ARgsle] B AFS i Adel e IR 168

Table 1. Results from CFA of the finalized measurement model

(71%)22 Yepgtor, st o] gl Ve 209%
(92.9%)2. 2 JEPTE

42 £H2¥

B Ao SHFES] W didd AFsE A%
18l Cronbach’s o Al5E 18I TE Cronbach’s a 7l
AFeE Frlsle A2 BE 70 oldE vlgstia
80 oS vl & Hloz Wit A5 43, e
F=-9] Cronbach’s o Al57} .80 o]do& Ueh} =& 559
AFEE T e AR YETH TR B A7 S99
TE EA4%, -84, gz, AF Hx, ¢ A=, &
flole] o] S gRls] sl &917 QA
(Confirmatory Factor Analysis, CFAYS AlS3It). #4943}
AZ 238 239 HAFE(model fitye GFIE= 91, AGFI=
90, IFI= .90, TLI= .98, CFli= .99, y%(66)=224.71(p <.01)
2 el A% 71l B el A4S gRlsiii 2 A
To SARF 14 QRIEA A, SHWre] EFES) A

ol
N

\
¢

ofr 2
£

N
ol

L

e R 70 o1l ghe BOm, CRYS BF fol%
Ao% Ueht B dve] Susse) Pzl HINS A5

3 tH(Table 1).

HENSE ASE Y3 BHEAEFEF(average variance

§\I

Variable (Factor) Items

Est. S.E. CR. AVE  Cronbach's a

ENJ1. enjoyable

.86 .05 15.76*

Enjoyment ENJ2. pleasant .89 .05 16.60* 91 91
ENIJ3. interesting .89 .05 16.48*
USEL. useful in my life .89 .07 16.53*
USE2. adds value to my life 87 .06 15.64*

Usefulness USE3. useful application in overall 90 .06 16.65* .67 91
USEA4. help me accomplish shopping more quickly .63 .09 10.15%

USES. using shopping productive

78 .07 13.42%

TELEL. easy to visualize

73 .07 12.16*

TELE2. gives as much sensory information about the product as in a store .76 .08 13.02*

Telepresence

TELE3. delivers vivid information

TELEA4. delivers clear information

.65 .88
91 .07 16.98*

.81 .07 14.32*

ATI. like the product
Attitude toward

Product

AT3. feel positive toward the product

AT2. react favorably to the product

94 .07 18.68*
95 .07 18.82% .86 95
.89 .07 16.90*

TRUI. reliable

Trust toward TRU2. trustworthy

92 .06 18.02*
95 .06 19.12% .89 .96

APP
TRUS3. dependable 95 .06 18.89*
BIl. good idea to use 91 .07 16.38*
Behavioral BI2. desirable to use .87 .08 15.47* o 03
Intention BI3. intention to purchase using the application .82 .09 14.40%
BI4. intention to recommend buying products from the application .85 .08 14.88*

p<.001
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Table 2. Correlations and AVEs of latent constructs

F7)9} oA 227 W3l PR G 617

(1) Enjoyment (2) Usefulness

(3) Telepresence

(4) Attitude toward (6) Behavioral

(5) Trust toward APP

product intention
(1) Enjoyment 78
52°
(2) Usefulness - 67
) Tl 33a 40° o
elepresence R
P a11° 16°
(4) Attitude toward 38 A42° 40° %
product 140 18 16" '
23° 39 12 32
5) Trust toward APP 89
©) 05° 15 02° 10°
(6) Behavioral 55° 61° 57 46" 25"
: H b b b b b 74
intention 30 37 32 21 .06

Note. Diagonal values in bold represent the AVE
a: Correlations of variables
b: Squared correlations of variables

Extracted, AVE)S A& 2 =
50 °]%¢ .90 o]si drgo] wom,
AG A2
THTable 2).

TEgh Aotd A gl mE Pt 7k AFE HE,
Hol=e] xfel& gRlstarat ek 7F ezt
Aot RAdo] w2 ek vk ok 7k 2l
g 7] Felsdd(configural invariance), $H1Z
metric invariance), 25759/ (partial metric invariance)S
AASE & - H U (full scalar invariance), F-2-HH 5
A (partial scalar invariancey2 FHASIATH B4 E = o3
2ok FeledAd ZHMI)S 2=547.75, df=374, $HA=4

fu

W'
Tood
offt
4
2
Ei

TUAN EH M2 2=596.74, df=3962F YElHTH T =
P& vushd 22 27t 49.00(p<.001) Aoz eh}
M2E AR Faidnt. olol] 891AA] FE s st
= FEEATYA BEM3) 2 AoldEe st A
A, A% 37, o 28 289, Y9os 17N 2d/

Table 3. Fit indices for invariance tests for the group comparisons

df(1)7} 3.841(p <.05) o)A 2 VER} 23] o] Adk 7+
9] z}ol7}h oz FAFUCE F o FFo] IFHA
FEEEYd BEM3) Felsds Eﬁo( k] 2}

S A8k 7&4 x =57122, df=309= > =}o|7} 23.48
4501%40] 2] Elg]o] 1;}__ 1:]—7;1]0] 7(-1

el @Alé}%’v}. Z245dA 7y 7z g9l A
= AAHTAL (M) A4S N3Pt
Zhol 32.89(p < 0.01)=
FEAAHFIGMS)

3 2334 7 Aol

ol
IR

6.98(p = 80)= YER} HF
TI ZIM5)S Ags] B Aol XLQLo}‘%PD}(Table 3)

43 7Ad=

HI1-109] ASS 98 #2784 23 (structual equation
modeling, SEM)EAS AA8I . 2784 B3] A
= TLI=.97, CFI=.97, RMSEA=.05, »(189)=311.59(»=.000)

Self-congruity b Invariance ¥* Diff
Model Groupcomparisons L CH RMSEA (df) Test (dfDiff) p

L 547.75
M1 Configural invariance 95 .96 .05 (374)
Lo 596.74

M2 Full metric invariance 94 .95 .05 (39) M1 vs. M2 49.00 (22) .001
. Lo 571.22

M3 Partial metric invariance 95 .96 .05 (390) M1 vs. M3 23.48 (16) .10
Partial metric invariance 604.12

M4 &fullscalarinvariance 95 .95 .05 (406) M4 vs. M3 32.89 (16) .008
Partial metric invariance 578.21

M3 &partialscalarinvariance 93 96 05 (401) M3 vs. M3 698 (11) 80
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Telepresence

Fig. 2. The results of hypothesis testing.

2 Uit AF 715E 355 402 YeiETh

WA {8482 Xﬂ% = (8= 21, p<.05)% 9 A=(B=_46,
p<.000)°] S8HA FFS nRE A= Yehd HIZ H2
= AT EAFL AF Bzl SHA IS A=
Ao 2 YRt H3E AP0 (s= 25, p<.05), 433 ot
2ZA f Alggelle foldh dFe vXA @ForE Hiw 717
AT B=.04, p=.75). TF>o 2 dyzZPAie ¢ Ao
folat A+ P FA Pora HeS 7170 HB=-
09, p=.37), A& Blzel(g= 37, p<001) Pzl FH)
o] FFZ A= Aew YEh(p=71, p<.001) H5%} H7
A& =]}, *Hlx} '0——4 JF IAZ HAE3 43, @ AF
= A ] SHARl YFE WA HEE AEEATH(s= .18,
p<.05). AF H= 3 fejze 378A] FFE nR= vE
k}—gtt](ﬁ, 22, p< 001) oﬂ Ag] L fsg ],]_‘_oﬂ J;G;Go]
FES vHE AL IS (B=.12, p<.05) HS} H102 A
9= A chFig. 2).

U202 VR oplEl}e] zloldx|do] & ekt vke 3
DH ztel& Hlm}ﬂ el FRESEFLN & TEEEFAY

FE M5y 851 FAE 4] (latent means analysisyS 4
*]6}933}. B Aol E Hancock(1997)0] #AEH vl9l 7o)
g ko] AREHEES 008 IAste] the Jde] AE
< HwskeE s} olol] Aol x/do] whe ko] -84,
7%, dUzuds, AF EE, < AE B g es

57%

2 TAsg o, AoldxAo] = Huke] Hgky) o)
w3tk VR F8 45 AREske F7191 EAF (Mg, = .65),
T8/ Mpigh = .67)0114 Aot R/go] &2 geto] w2 Yekn,
o} Betgto] A vEht folg AfolE 7 ZloR Wl
ok wRRHA R Apoldxde] e Huolx] Pzl
(Myign=84)2] tgte] =om {23 ao|7t e Aoz w
AT 3, AF HEMygn=.60), ¥ AE| (Myign=37), ¥
A= (Mpgh = 1.02) £2101% Apopd 2o =& Fete] Hd
ol o =7 vehbe W gkt ol @k AfelE e A
o2 UEPsITHTable 4). ol AFdA] w2 Heto] W

Attitude toward
Product

Trust toward
APP

oxxx

Behavioral
Intention

Note. 1) Standardized values for the paths
2) *p<.05, ***p<.001
3) C.R. values in parentheses

Table 4. Results from latent means analysis

Mean
Construct CR.
Low High

Enjoyment 0 0.65 3.49%**
Usefulness 0 0.67 4.66%**
Telepresence 0 0.84 5.58***
Attitude toward product 0 0.60 4.19%**

Trust toward APP 0 0.37 2.58%*

Behavioral intention 0 1.02 6.346%**

p < .05, **¥p < 001

Aol wial Arla ddHoz §83 4% AHES S
VR 719 & A8 VR 99 o A =7l Al
2, oled JFWAE FH oz Aopdao] e 2R

Hoh g2 2HAPE AlE i g Eoln, 4 o A=)
31, _.JZ—?LE 634 l ol 344 a3s vehlie 2o

& 5715k AN A0l gl Vs Gl dhe
QoA sgiet. 201A4el 43§12 484 $719
4, = 5719 BAT VR 98 olEeAele) F%

S30] oig DAz} AE sk @ Aol v
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