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Abstract The purpose of this study is to determine how the use of retailtech technology affects
consumers' purchase intention. Furthermore, this study aims to investigate the mediating effects of
technology usefulness and ease of use on this influence relationship and whether experiential marketing
moderates consumers' purchase intention. The survey was conducted from August 1, 2023 to September
30, 2023, and a total of 257 people participated in the study. For statistical analysis, hierarchical
regression analysis, three-stage mediation regression analysis, and hierarchical three-stage controlled
regression analysis were conducted to test the hypothesis. The results of the study are as follows. First,
it was confirmed that big data-Al utilization, mobile-SNS utilization, live commerce utilization, and IoT
utilization affect purchase intention in retail technology utilization. Second, technology usefulness has
a mediating effect on IoT utilization, mobile-SNS utilization, and big data-Al utilization. Third,
perceived ease of use of technology mediated the effects of IoT utilization, mobile-SNS utilization,
live-commerce utilization, and big data-Al utilization. Fourth, escapist experience has a moderating
effect on mobile SNS utilization and live commerce utilization. Fifth, esthetic experience has a
moderating effect on mobile-SNS utilization and big data-Al utilization. Through this study, we hope
that the domestic distribution industry will contribute to national competitiveness by securing the
competitive advantage of companies by utilizing new technologies in entering the global market.

Key Words : Retailtech, Experience Economy, Technology Acceptance Model, Usability, Ease of Use

2 =329 20238t E SROfsty WLHHAFH| X0 2|5t HREAS
"HAIKXE : ZB2(ckmoon@mnu.ac.kr)
H4Y 20249 038 042 MY 20244 03¥ 1562 AAAZY 2024 048 056Y



138 MEQEHNZ=S==X HM10# H23, 2024

1. M2

T A2 A2 g4l Ve Ve Y
e /e 9t Rt go] AlmHA At H4l
7leg 7INe R 3A AEs} AlLge] F5E 0] B4
golEE A A BEste HAt Aol adde
FolaL ot ezl i TERE AE FAk

59| 472 AUsT Uk, AvtEEO
S

2 gjste AlES A7shEA vtz 2A7E A==

¥
0
>
Y
2
e s
E
o
2
N
i

Q1 SAAAAR), 7HIE
A(VR), FA1471&(RFID), WA, AFEIEY, <l
3A5, EHEA(Robotics), E& 5°] H&E] 4Y
o] AL A3A7IEA B S =37 3]
o} o]9} o] fEARIoAN = AVles B85 HH Y
B|A(Retailtech)E &0l 7199 A4 A3} AlE
I ot m=9] okE(Amazon)® F=9] LEHML
(Alibaba)e= F-84IG0 H7|&S HAF808 &85}
o] it 75, B YL JiAste] §-5A1 ABEA L
FAE dozitt. S /7198 FEAClA 4H|
AEo] AuUA AuE 5= JEE HE|eS 48519
ohgt AHIAE TSl AlFsta k.

S gEjupke] AlA41%E 020(Online to Offline)
AL St (GEE)S HE 149 FEE
HhlolelE &&ote] Ae3tE EFAIAH FHAIA
U5 AHAE 1A HEsta it} 21 fF
of A7|&S A&3 Supd@E L) 27T F42
2 i 715 o8& &-&sto] wRE ASsto] A
15 dzstar SITHIL

u|=9] ofmhEE 2l @ mElele] g3 AlkLst
7] 5t 715 AlE @il SEFEr(Whole
Foods Market Inc.)& <Is3to] olul&i(Amazon
GoyE AESITh BRI oplEE 0|85k A
Ae HEbd Q19 QRIEER AIFS A7HsIAL, HiEo
g8 4FS AT 5= Qlrt. AHEE AlE2 ui W
AXE Boto] A5 A=l ZAT "art §lo]

Asos AA7F dadcHll

o|FdY M2 Y4l 7S 7o g AT == Hro]
g 283} go|BEAHAE F-BATOIA AHAY] H
o} FE AASI=d F93 FH T8 JI&L 5k
9L, SNSE Bt ABAEY BE TH 8%
[Rloz AHEET it

FYoAE 201999 SPAESRE A3k (SPAO) Eb
PaFojo] RFID7|[&S Boto] Wi W AdEol A
H HAE FASZ AULE wigo] Hgog HEG]
t}. 202090l ZAAo] A Fof RO S 1Y
(flagship) "3 AEoIHA eI oA w732
g 7HsE BAFH2l.

= §5719 FollA GS25& AR A
Sto] AmRte] o &5 A skl U,
B2 AZA T 71HQl ARS &8t 4ES
= AHIAE AFsta Jlor AR
%43 g0l &g &&oto] AR} F5 AR
ABIAE AFstar ek olHd HEIdH A &8
AH|R FEE RSk 1AL, B4l
A" ABlA AlFet 284 MAE Aot H&
ATt

o[ HLHAE REACl FE&otes AL 4]
9] AHE B3 A2 559 wrielel HilE ot

oJstar it

i
o o

o H1

NSE;:
IIENQ‘—D‘E&-'N'
Toro s & b b

o
=

4

e

< gt e 2 A-8{2], HHLH T S8t 4]
FOE[3] So= muet Aot Eot AL 7IRt
oz 3t SEgH A 28 A7 mudt Aol of
A8Re] AEL 7o gt e YE A V& E8Y
Trfel ol et Aol "aol A7 =AUt

2 479 F2A2 YHLH A Vs &80l &HA
TSI oERt FFol U=AE FHs= Aol
o] ol2Rt IF BACIM 71e 7893 8ol
WAETE ek, AES 7Nter 3 A"l
Ao Fufel s 2ES=AIE sk Aol °]
23 A7E Bt 71l ARE Al 71992
T A= AMHRE AlgelL, A71ES 283 5 &R
F 750 712ARE AlTstaA Atk f&el S &
Aol 229 Al AEshel ol vt AVE
289 F84e AlgstiA



HSOPHEO 7|gret 2|HYUH I 2 7|&+E2=0 &3t g 139

2. 0|28 u¥

2.1 2HIZHZS| JHE R &Y

JEIdH = 59904 aME ok HEY
(Retail)#} 71&(Technology)& 283t Aul3-5A1%0]
o} SAAAAR), 7HFEA(VR), FA4R14171&(RFID),
HAHY, ARERIHY, 325, ZHEA(Robotics),
EE 5 Ies F8sto] FU-9 {849 iy
oS BSAZ L ITH4L

A FEAIFY Az olE(Amazon)# &
vl (Alibaba)7t s thl HEE FEoHHA 223
21 FEAl FEE1 ok 20029 & meErlo]
1] AlE](Prada Epicenter, New York)= IT®E W&ol
2] v](Magic Mirror)g AX|oto] AH|ARY] Qhags
I RHEFo] HolA Sy, fEFHEA AF™
(Ubiquitous Screen)2 ol Q= A& AHE A
Foto] AHRRRE ARUA 0] 7HsTES SFATHAL
ol2fgt Ad7|aS &8 Hxs IAE oA wg
HZUAS FEA7]0, AHRY] 72 FEE AlSet
EA AtoleH5].

e LE T+ A7 J=2 5ol 2851 At
A, 179] Hlolg] xdo| 7ksSHA Sk 4R} Hlo]
B 39, A4, Ax 9 SFTNA 2F88-S EHct
o 8&4E ol ¥ A=(Back-End) 9] A5}
A2AE]L MR 1749] olsfE 7|Rke 2 UEd AEE Al

ok 4xH] FEel FYoltH2l.

e

2.2 MEOAES HE

AGHAR L AFE vtdSt vpAR R 7|E AAE
TASHHA E7PAE FEcke AAPNdelth AHRt
oA NFAN FHE AFstaL, AP Boke] AnR}
o 4589 83t IS FItHe). APuAEE B
HE, ov|A] F A T3l AMAL A4S A=0H=
Ao 28L& FL ItH7L. ol2gt AF-2 AH| AL} A}
TE &3 £ FEo] oid, AlE BiE &5 <
&Sk L&o|tH8).

AdupAR ] B3t A 0]&2 Schmitt[7]19] M=
A¥ RE(SEMs)T} Pine & Gilmorel619] A&4A)] o]
Z(4Es)°]t}. Pine & Gilmore[9]&= AJH|A AHY] ZHto]
e EA717] Yl AEAEA o2 7|He = A
uAg el a4 AAotat. AduAEe] 4714 &
12 & AE, 429 AE, =8 A, A A

doF WS, I, AA 5ol ThAE FLoE AfH|A
o Aztol gt AHRF 4=8of FEEIL 3IH9, 101

274 A¥(educational experience)2 AH|Z}2]
AT EYET= MEL 7&H A4S 55k A8
S 24 7l&T} AAE F5517] Fste] A52Ql ZHoizt
7Rd=]olof $hH11,12]. ¥2&] AP (escapist experience)
< GAE &304 "oy 2R Z2FE BEske
AR o =A diofA Hold EofA 9] AFo] 4n|R}
9] YLk 3 2%10] Hof EUH o Hrrt &t
[6,10,13]. 2214 AH(entertainment experience)=
I 9 ZoF I} 22 A7hE Bofl Suot sAES
F5ote AP EA 2HIAPL S Bt EAL 7
5 A7 AREAY AL Adolthe, 14]. Ay
A ¥(esthetic experience}> AH|X7} oSt
=

—_

d

me (o

I
7le 8424 E900] 7hsdt E0IA mFRl 84
st -8RIt 151

2.3 7|e824H9 Y

AU FEat oA 22 AF AuaTt &
Ald wf AHRE Aestar ARgsh] 1% Bt B
< foks aQld] #et At AIFEYLY, FRTE
8ol HEEE olF ATt AIRE I

J#AQ] 0|20 Ajzen & Fishbein[16]9] &4
FEOIZ(TRA), Ajzenl17]9] Al F5O1E(TPB), Moore
& Benbasat[18]2] 41410]Z(IDT), Davis[19]19] 71
&5-§2U(TAM) ol&0] gich

7158 RA(TAM)S gA1FQ1 A7|&S AHAL
8ot AL Aysl o]2o2 AH|% B =3t
=4 BHASHA A= QAcH18]

71&8 oA AAE AR Bold2 F4AA, S4
]l ko] glo] 7|&dt AFES ARt 7|H=A[19] &
H|ZH] ARB-OJ o] FiFo] UTH20]. F-842 HE7|&
< o]85ta17t ok =8 ERA V|&F, IFH 89
o Jgo] 3ATH20]

0|9} Zo] 7|&48 R A F-2 thyet BofollA A&

gof 28|29 Hizet FAE ZAsH "2l

3. g7 A R L

3.

—_

AT Y U KR 4
£ A= 20239 8Y 19 FE 202349 9 3047t



140 A=EQEN8=E=EX| HM10¥ X235, 2024

A GFGAIRE Jz=ofl A8 SJEHLHAE o83t B
o] 3= aHA 52 R HERAE IS
AERA] FFES A7) Slote] 2& 27
w4 Fasbelglal, el AR 2219l 2AE
Foto] AZRARE S A8 232 271E
=5 ARESt] S5k

At BT S AdstaL, F 2579
Awg Hste] SARAE AABIH.

AFAVSAe] E42 (Table D3 2t

JEEE 94 1557, o4 1027, 9% == 20T
olst= 139%, 30th= 5719, 40t 369, 50t 18
g, 60 o> 78 o= et 3t AE S
= 12 677, 2 o1 3¢ olsh= 1059, 4€ o1 59
o= 56%, 6Y ol 29 o= FIHI.

SHAEZE B3 P 8A1ZR 308 olUi7t 114
g, 30 ol 1A1ZF mIeke 637, 1AIRE ol 2413t ]
RH2 477, 2A17F oV 3AIZE vlRk2 247, 3AI%E o)
< ogoR FRI=qirh

St
o g
ook
filo
N
N

un
o)
P of

(Table 1) Characteristics of Research Subjects

Category (N=257) N %
Gender Male 155 | 60.3
Female 102 39.7
Under 20s 139 54.1
30s 57 22.2
Age 40s 36 14.0
50s 18 7.0
Over 60s 7 2.7
Number of 1 day 67 2.1
Weekly 2-3 days 105 | 40.9
Product 4-5 days 56 | 21.8
Purchases 6 days or more 29 1.3
Within 30 minutes 114 | 444
30 minutes to less than 1 hour 63 24.5
Pu_lt?:nf;ise 1 hour to less than 2 hours 47 18.3
2 hour to less than 3 hours 24 9.3
3 hours or more 9 35
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[Fig. 1] Model of Research
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o} AFEQIEY 282 20.160%, HHFY-SNS T8-S
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(Table 2) Factor Analysis and Reliability Analysis
Results of Retailtech Technology Use

Factor Ingredient Variance | Cronbach
| @ 6| ® (%) Alpha
al | .714
@ 2| .679
L 2|
Utilization of 20.160 905
Internet of | 23| .658
Things 70T 683
ab .833
@ a6 475
Utilization of 19.186 .850
Mobile/SNS | @7 710
a8 752
® a9 .758
ilizati 10 .801
Utll\zatlon of | @ 18.342 847
. Live all 692
ommerce [~ 16
al3 494 | 465
@ ald 723
Utilization of 17.861 .864
Big Data/Al | 815 734
al6 .692
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(Table 3) Factor Analysis and Reliability Analysis
Results of Experiential Marketing

Factor Ingredient Variance |Cronbach
® ® @ (%) Alpha
b1| .565
® b2 | .841
Educational 24.399 .87
Experience b3 | 600
b4 | .748
b5 796
® b6 766
Escapist 20.385 .887
Experience b7 571
b8 727
b9 .687
@ b10 693
Entertainment 19.361 9n
Experience b11 689
b12 567
b13 .485
b14 419
Esthetic : 13.725 | 879
Experience | p15 828
b16 .516
35.3 7a4+82H0| BN Q01 B4 U MaT
24 i

(Table 49 2ol 7|&r8RdoA w7l +
83 gold, F5HeA Tzl BAA 2lEA
A}, FEARS 78.563%= VrETh

(Table 4> Factor Analysis and Reliability Analysis
Results of Technology Acceptance Model

Factor Ingredient Variance | Cronbach
® ® (%) Alpha
al .804
© a2 | 778
Purchase 28.714 .925
Intention a3 -804
a4 .703
ab 747
a6 .765
® 26817 | 895
Ease of Use| a7 770
a8 764
a9 751
@™ al0 797
23.032 .889
Usefulness | a11 721
al2 .596

(Table 4)2} Zo] FuiE= 28.714%, 8old2
26.817%, G842 23.032%E AR EPZor Be
¥ Zo] gQI=it}t. Cronbach Alpha A& &85t
A BA it FujoE 925, 804 895, §-&
7] 8892 EA| U=t
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(Table 5)&} 2ol Frufe]zof tiste] g e 7]
<28 9219 AFTAE= AERIEHY E8(r=.705), &
HF-SNS E-8(r=.689), Zto|EAHA 2-8(r=.698), ¥l
glole]-Al E-8(r=.742)3F Zo] BF(+)2] ALTAT Yet
wioh o)l tiste] uiAlY 8”19 AdAlE 1
S A(r=.665), ¥2H AP(r=.698), 2FH A
(r=.705), A& AA(r=.733)3} Zo] F(+)2] ATTA
vrEbgth B3 -84(r=.781), 2ol (r=.751)3} Zo]
()2 LA e

(Table 5) Results of Correlation Analysis

112 |3|4|5|6]7|8]9]10]n
11

2 7107 1

3 |7757(.683"7 1

4 |778".712"].758"| 1

5 (.6367(.702".5177.655"| 1

6 |.6967|.7937|.7207|.695|.728"| 1

7 1721%.750"].697"|.690"|.788"(.780" 1

8 |699"|.6617|.6507|.7017|.812"(.743"|.803"| 1

9 |.7777|.726"|.710"|.772"| .692"|.713"|.724"|.800"| 1

10 |.760"|.7857|.790"|.770"|.718"|.780"|.805"|.716™|.733"| 1

11 |.705"|.689"|.698"|.742"|.665"|.698"|.705"|.733"|.7817|.7617 1

X.05, "X.01, "X.001
1=Utilization of Internet of Things, 2=Utilization of Mobile/SNS,
3=Utilization of Live Commerce,

4=Utilization of Big Data/Al, 5=Educational Experience, 6=Escapist
Experience, 7=Entertainment Experience, 8=Esthetic Experience,
9=Usefulness, 10=Ease of Use, 11=Purchase Intention
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FaFo] Uttt EE o] BAMA o] Fujora
v2l= FPolAe BESHAKN D7 .175(622.616, p=.009)
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p=-00002 325t o] Hetidet.
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(Table 6) Results of Analysis of the Impact of
Retailtech Technology Use on Purchase

Intention
Standard Tolerance
Factor Estimate t p Limit
Utilization Qf Internet of 151 2134 034 905
Things
Utilization of Mobile/SNS 227 3.831 .000 417
Uti\iéation of Live 175 2616 009 36
ommerce
Utilization of Big Data/Al .330 4.782 .000 .309
AP 107.227(.000)
Durbin-Watson 1.653
Aadi. ) 1630(.624)

Dependent Variable: Purchase Intention

4.2 WHEIEA Zat

4.2.1 2HHI 7SS0 FIHO|=0| FFEACIM
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U-SNS &g, Hdo]e-Al &8-L 30A i3] AEA
Z70] FZ5t9t

3ACNA SFIQQIERE FufQl o] H|X|= FFTA
oA R-849] wiHaTE AAISHE thSt 2t

AFERIEYl &-go] Fufojzof uX|= Jo] EA g
()2 328(p=.744)E FJoHA] ool R84 Huf7h
A}t ERlE et 2EFY-SNS Z-go] Fujo]of x|
= o] BAZHD)L 2.294(p=.023) Fo5t] 48
42 FRuHETIE 2Rl1E A, BlblolE-Al &80l

T o] WA= FF FARD)Z 3.110(p=.002)2
2 fosto] 98482 FERANEIT SRl it

(Table 7) Results of Analysis of the Mediating Effect
of Usefulness in the Relationship between
Retailtech Technology Use and Purchase

Intention
Step 1 Step 2 Step 3
Factor
t P t P t el
Utilization Qf Internet of} 2134 | 034 | 5035 | 000 | 328 | 744
Things
Utilization of
Mobile/SNS 3.831 | .000 | 4.454 | .000 |2.294 | .023
Vtllzation of Lve | 5 616 | 009 | 1.230 | 220 | 2.318 | 021
ommerce
Utilization of Big
Data/Al 4.782 | .000 | 4.841 | .000 | 3.110 | .002
Usefulness 6.116 | .000
Ao 107.227(.000) | 148.968(.000) | 105.655(.000)
Durbin-Watson 1.663 1.944 1.748
Aadi. /) 1630(.624) .703(.698) 678(.671)

Step 1 Dependent Variable: Usefulness
Step 2 & Step 3 Dependent Variable: Purchase Intention

4.2.2 2lHIZEE 7 |s2Ea Fiel=o| SEEAM
3049 e 24 2t

(Table 8>3 2ol 2H LA 7|eZ-&3} Fiox
o TAPIA &olde] uiiayt 24 23, 394 9
2PolH AP 64.8.%(K=.648)2 eI, o5
SAEZ SRIEA] okt &olido] el niAl=
SARKDE 3.573(p=.000) 2.2 354 wi7i3]AeA =
2ol FofrE(p<.05)014 55T, 19A|19F 2800
A ARERIEYl 28, HHtU-SNS &8, Zlo|EAHA &
&, Hdlol8 Al 882 394 wigAZS 230 &
Elpi

3EACNA stz el X JFHA
oM Golide] WHEIE AASHE that 2ot

AEAEY E8o] Frfolkel vAle JFe AR
(02 1.678(p=.095)% F2I5HA] o} -Gol/d> &=l
Mat EI=RA, 2HRA-SNS E-go] Fufjo] o] |
A= FF BAR )L 2.052(p=.041)F F5to] &
ol Fruil eyt SRIEe. fo|BAw A 8ol
TSzl vA= FF] FAUD)E 1.292(p=.198)%
Folste] gold Ul axrt Sl=E AL, Higo]
El-Al 80| o= ujA= IF] SARZ
4.042(p=.000)2 F-2l5to] gol/d> F-Zuiaxr} <
A A.
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(Table 8) Results of Analysis of the Mediating Effect
of Ease of Use in the Relationship between
Retailtech Technology Use and Purchase

Intention
Step 1 Step 2 Step 3
Factor
t o t P t o
Utiization of Intemet off 5 15, | 34 | 2174 | 031 | 1678 | 095
Things
Utilization of
Mobile/SNS 3.831 | .000 | 7.361 | .000 | 2.052 | .041
U“"éa“o” of Live | 5616 | 000 | 5784 | 000 | 1.202 | 198
ommerce
Utilization of Big
Data/Al 4782 | .000 |3.377 | .001 |4.042 | .000
Ease of Use 3.673 | .000
Rp) 107.227(.000) | 200.117(.000) | 92.342(.000)
Durbin-Watson 1.653 2172 1.708
Aladj. A) 1630(.624) 761(.757) 648(.641)

Step 1 Dependent Variable: Ease of Use
Step 2 & Step 3 Dependent Variable: Purchase Intention

4.3 NEOpPEe xHEgnt 2A Znt

4.3.1 2iHIYET 7IEEE0} S0 SEEAOIA

WeH Mol 2MEI M Zu

(Table 9)¢} Zo] HLH I 71L&} FHY=
9o AN wSH AP 2Eart gk

BE 19 BS 630, B3 29] RS 670, ¥ 39 &
& 67602 A (R)o] 24 dAH R Flels Aow
SRIFIGAGE 13 39] ZF SR QRIAERIHY &4, =
uA-SNS &g, SlolHAMA 2 vlglo]E Al E-8)9]
ALY EGHEXZAUP) AN BAZHOR o5t
A ool wEA AF 2EaI} FRIFEA| Aottt

(Table 9> Results of Analysis of the Moderating
Effect of Educational Experience in the
Relationship between Retail Technology
Use and Purchase Intention

Standard. Estimate
Model Factor v M‘Qdet" N
Y ¢ 0 erificatio

Utilization of Internet of
Things @ 151 2.134 .034

Utilization of Mobile/SNS 297 3831 1000 =630
1 __©® F=107.227
Utilization of Live 175 2616 1009 (o=.000)

Commerce ©
Utilization of Big Data/Al

330 | 4.782 .000

@
Utlllzat\(_)rr%ir(:;slngrnet of 047 678 498
R=670
2 |Utilization of Mobile/SNS| F=101.714

.069 | 1.088 278
® (0=.000)

Utilization of Live 208 3957 001
Commerce ©

Utilization of Big Data/Al
@
Educational Experience

337 | 5.163 .000

292 | 5.487 .000

Utilization of Internet of
Things ®
Utilization of Mobile/SNS|
®
Utilization of Live
Commerce ©

.041 .682 .561

.055 .860 .390

216 | 3.337 .001

Utilization of Big Data/Al A=676
3 A 334 | 48% | 000 | Ag7oes
(=.000)

Educational Experience 289 5979 000

®
@x© .034 .346 729
©*© -101| -1.072 | 285
©x©® .056 .661 .509
@*© -.056 | -.518 .605

4.3.2 BHIYET 7|=E81 FOiQ=2| FEUAIA
UM Ao THEW 2M Zit

(Table 10)¥} o] HHLH A 7|&&_7} Fufolx
o] FANA LA AP HHtU-SNS T3} golH
Arx B85 2Hshe 202 FRIFH
B3 19 S 630, B3 29 RS 641, 23 39 R
67302 Ag(R)e] 2 dAH R Frlehs Ao
SRIEIT, 2 39] Z- SR QRAAEQIEHY B8, mH}
SNS -8, glo|uAmA g8 Hldlo|g|-Al £-8)9] 4
ISP XA mHH-SNSBEO] 4
SAEHOX @) FolEAMA To] ATAREH(©x
@)o] fostel Ygd A Aavt ARt

THMd-SNS 83t pufjojzol digh A& AP
2EgIE FAFHoE AnEY, 1Y 12 A+ &
3, 29 2& (Y a3k, 2y 32 §()9 532 d
= Algo] A5erE mHrd-SNS E8at o]
TAE AN F e 2oE FRIFI

gto|BAmA g3} ufjojzof tigh dgF] AP
ZHa9E FAHo AuEy, 1Y 12 JH &
W 2Y 2E A(H9 a7, 1Y 32 H(H 592 I
=3 A o] A5TrE go|HAHA Sy} Fufjole
o] FAE ZT7HIZE & U= Ao IRIE

1o rlo

(A

(Table 10> Results of Analysis of the Moderating
Effect of Escapist Experience in the
Relationship between Retail Technology
Use and Purchase Intention

Standard. Estimate
Model Factor que!
Vi t o Verification
- A=.630
1 U""Za"‘ﬁi:fs'”gme‘ off 151 | 2134 | 034 | ~107.227
9 (0=.000)




HEOAE 7|25t 2|EYH T 280 7|&+ 90 &6t A 145
Utiization og@Mobi\e/SNS 297 | 3.831 000 Utilization of Internet off o | 4 437 | 152
Things ®
Utilization of Live — -
Commerce © 175 | 2.616 .009 Utilization og@Mobl\e/SNS 139 | 2192 029 E
Utilization of Big Data/Al — - =647
® 330 | 4.782 .000 2 Utilization of Live 137 | 2.084 041 F=91.811
Commerce © ) ) ) (p=.000)
Utilization of Internet of P -
Thinss 6 137 1053 052 Utilization og‘@Blg Data/All 300 | 4563 000
Utilization of Mobile/SNS Entertainment
® 133 1.951 .052 =641 Experience @ 219 3.433 .001
2 Utilization of Live £=89.443 oAt
Commerce © 129 1.880 .061 (v=.000) Utlllzatlc%r;]i:ésln(;)emet of] 099 1362 174
Utilizati f Big Data/Al
SR e oAl 314 | 4507 | 000 Utiization og@ Mobile/SNS| oo | 1288 | 199
Escapist Experience | .186 2.721 .007 Utilization of Live
L 170 2.528 .012
Utilization of Internet of 104 1515 131 Commerce ©
Things @ : : ’ Utilization of Big Data/Al =664
_ , ® 260 | 3864 | 000 | 50
Utilization of Mobile/SNS| 0 | ggs | g 3 _ g
® Sl friertaoment | 27 | so0 | o0 |
Utilization of Live
Commerce © 128 | 1873 062 2 @@ -200 | -1.923 | .056
— - =673
3 Utilization o(f@Blg Data/Al 905 | 4400 000 | fispoas @ 137 ] -1910 | 057
Escapist Experience | .295 4.066 .000 (o=.000) ©© A4 1.985 052
@x® -.101 -957 339 @x©@ 146 1.466 144
®® -.301 | -4.282 .000
G20 269 | 3174 | 002 4.3.4 2lHYHR JI=E8at F0He=e| AN
@D 002 | 1029 | 304 0N Aol xEay 24 Hut

4.3.3 2HIYHE 7ISEE0 T FFEAI0IM
QY MEo| X1 24 Zut

(Table 11)¥} Zo] HHLH A 7|&E]7} o=
o] AN 2FF AFe xdavprt it

23 19 L .630, 23 29 FS 647, B3 39

2 6642 (Rl 2 BAHoR STl Ao
2 SRIEAT, 29 39 7} o9 al(AHEelEy &
&, WHFY-SNS 28, Zlo|HAHA 22 HEolH-Al
28)9] AL HEHHAFExZEHP)A BAZL
2 Qo5 ot oA HFel xdavt SRIEA
okt

(Table 11) Results of Analysis of the Moderating
Effect of Entertainment Experience in
the Relationship between Retail
Technology Use and Purchase Intention

Standard. Estimate Model
Vs t 14

Model Factor Verification

Utilization of Internet of 151 2134 034

Things ®
Utilization of Mobile/SNS 227 | 3831 000 =630
1 __©® F=107.227
Utilization of Live 175 | 2616 009 (p=.000)

Commerce ©
Utilization of Big Data/Al
@

330 | 4.782 .000

(Table 12)¢} HH e 2 7|&LE3 Fjolzo]
Aol A Aud AP mHkd-SNS 883t Hldlo]E-Al
Z8S A= Ao =

23 19 B2 630, 23 29 FS 671, 2 39
R 6892 A (K)ol zZt dAIF g ZIlsH= Ao
2 BRIET, 2 39 7 SHAARHEIHY &8,
THld-SNS &8, golHAHA &g, Hlgojg-Al &
)9 ATALHEHAFxZAHP)NA 2HHA-SNS
89 4528 H®x @) Hldolg Al &89 457
SH@xm)o] frolste] Ay Ao 2Ha3prt Bl
=9t

THkd-SNS 83t pufolzof digh AulE Ao
2EgIE FAHoZE AnEY 1Y 12 J(+H9 &
3, 29 2= A9 53 19 32 J(H 532 A
o] AFo] A5TrE mupd-SNS S-g3t ufolro)
TAE T/ & e Aoz BRIFI

Hlgolg-Al &8t Frfjolo] tigt Aulz Heo|
ZHAINE FAZoR AdnEd 29 12 F(+H)9 &
3} 29 2= A9 53k 2y 32 1(-)9 avz 4
0] Aol A5eE vlgo|e-Al &3} Fufolro]
TAE TAAZ & e AoR BRIFI
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(Table 12) Results of Analysis of the Moderating
Effect of Esthetic Experience in the
Relationship between Retail Technology
Use and Purchase Intention

Mode Standard. Estimate Model
Factor e
| i ¢ p | Verification
Utilization of Internet of]
Things @ 151 2134 | .034
Utilization of
: 227 | 3.831 | .000 | A=630
! hlaston o o5 0.2
Commerce © 175 | 2616 | .009 | (0=.000)
Utilization of Big Data/All 330 | 4780 000
@
Utilization of Internet of]
Things @ .070 | 1.020 .309
Utilization of
Mobile/SNS ® 198 | 2763 | 006 | gy
2 Utilization of Live F=102.570
Commerce © 147 | 2.306 .022 (5=.000)
Utilization og‘@B\g Data/Al oaa | 3650 000
Esthetic Experience @ | .314 5.630 .000
Utilization of Internet of]
Things @ .048 .708 480
Utilization of
Mobile/SNS ® 209 | 3.504 | .001
Utilization of Live 136 | 2132 034
Commerce ©
Gtiization of Bio Data/Al A=.689
3 |Utilization o@ ig Data/, 239 | 3.628 000 | A60.794
(p=.000)
Esthetic Experience @ | .328 5.962 .000
@x® 120 | 1.012 313
®O*® 233 | 2.924 .004
©® -.061| -.677 499
@x® -322 | -2.509 | .013
5. 48
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