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The influence of perceived usefulness and perceived ease of use of experience store

on satisfaction and loyalty
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One of the new roles of modern retail stores is to supply consum-
ers with a memorable experience. In Korea, enhancing a store’s envi-
ronment so that customers remember a unique shopping experience is
recognized as a sound strategy for strengthening the store’s
competitiveness. Motivated by this incentive, awareness of the experi-
ence-store concept is starting to increase in various categories of the
retail industry. However, many experience stores, except in a few cas-
es, have yet to derive a significant profit, explaining why Korean
consumers are somewhat unfamiliar with, yet fascinated by, the expe-
rience stores that now exist in the country.

Consumer satisfaction directly, and indirectly, affects a company’s
future profit and potential financial gain; customer satisfaction also af-
fects loyalty. Therefore, knowing the significant factors that increase
satisfaction and loyalty is essential for any company, in any field, to
be able to effectively differentiate itself from the competition.
Intrigued by increased competition opportunities, most Korean compa-
nies have adopted experience-store marketing strategies. When estab-
lishing the most effective processes for increasing sales and achieving
a sustainable competitive advantage of a new concept, companies
should consider certain factors that influence consumers’ ability to ac-
cept new concepts and ideas.

The Technology Acceptance Model (TAM) is a theory that models
how people accept new concepts. TAM proposes the following two
factors that influence a person’s decisions about how, and when, he
or she will use a new product: “perceived usefulness” and “perceived
ease of use.” Much of the existing research has suggested that a per-
son’s character also affects the process for accepting new ideas. Such
personal character attributes as individual preferences, self-confidence,
and a person’s values, traits, and/or skills affect the process for will-
ingly consenting to try something new. It will be meaningful to es-
tablish how the TAM theory’s components, as well as personal char-
acter, affect individuals accepting the experience-store concept.

To that end, as it pertains to an experience store, the first goal of
the study is to examine the influence of innovative factors (perceived
usefulness and perceived ease of use) on satisfaction and loyalty. The
second objective is to define the moderate effect of consumers’ per-
sonal characteristics on the model.

The proposed model was tested on 149 respondents who were en-
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gaged in leisure sports activities and bought sports outdoor garments
and equipment. According to the study’s findings, the satisfaction and
loyalty of an experience store can be explained by perceived useful-
ness and perceived ease of use, with the study’s results demonstrating
the stronger of the two factors being “perceived ease of use.” The
study failed to explain the effects of a person’s character on the
model.

In conclusion, when the companies that operate the experience
stores execute their marketing and promotion strategies, they should

LT3

stress the stores’ “ease of use” product components. Additionally, it
can be extrapolated from the study data that since the experi-
ence-store idea is still relatively unfamiliar to Korean consumers, most
customers are not yet able to evaluate, nor take a position regarding,

their respective attitudes toward experience stores.

Keywords: experience store, perceived usefulness, perceived ease of
use, satisfaction, loyalty
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2 AH|XOIA 7|9 BB MH
(experience)Z Mo F= ZOICE © MAXHSE FSIYS
20| 2tAH GOl AHIXHSO0A CHS MEE2 HSste 9 o
St QUoH (MR, BIFHE, 2009). 0|23 F=A0] et ZLHo|ME
S =4S ol HEHe= 4E0| Cist NS

= 0| ddE L2 2ot £ E AX|THAM, CHsH S0
M KHAtel HHES MES MESIEE ot= OjE0| =1 RUCH
(e, g8, 2005 O|¢l==, 2005). 12{Lt 28 ATZS H Qe
Chefet ¥E0| MHOE2 ord 7|gof F3et FA HUE It
MLOFEX| 2ot QUCE 1 0|Fe= FALM? MBOHE2 ORI
T AHXOAls "M JHEOIX|E 7|2 YHtAEQl O E, =
BN #HE 02 MIYoiEo| HEAZ|2 AY| W2o|CE 1
HOZ NIojEel O el T2 Mol= AH|XZE M2 A
2OLE0|=0 &S O|X|= o/ QQlof Cfst 27} HteEAl
Q5IC}

2H[ZZE ME2R A2 oS0l IPEE HYShe o= Lot
HMOZ Daivs (1989)7} H|QtSH 7|48 EE(TAM : Technology
Acceptance Model)0| FEEICE. TAME “X|ZEl 8M(perceived
usefulness)’dt X|ZtEl 20|/ d(perceived ease of use) QIS SHAKY
Bio| AFRQCICE KOtstn UEm MER 7|8, AlAH>H =2 M
HA 2o M2 820 HsiME X|ZE F8/8at E0|40|
Ef=2t O|89|=0| FES O|XICH= A7 Al O|FOX| QCt
(L2t S, 2008; F=X|& &, 2008; 25|, 2006; T1&52, 2003; 2
O)2k, 2003; YA, AM=Pd, 2001). M2tA AR FEHENQ
NOoiE 0|80i Cigt A™E2 AH|XIL X|2fet= 84at 80l
of g2 He=Ctn = = UCL 12|10 7|2+822E 7|20
Cist 27|82 JFHSI7|= SIX|T O|8Xte| o & AM2E &
Stste DFEOIA HBEEA| F=E[0j0F T SMAQQICE QIAME
AUCHE G, YR, 2010). TAM 20191 X|Z=l 80|41}

O Bt=0| OiX|= FHQl s d5ot MAUTS0| ol
ASICHAES &, 2009; Bai et al, 2008; Li et al., 2008; Y&«
S, 2004).

AH[XRZL BHESHH SHE7F SAE D SA0| 120|2H0| E0
=0} Eot O EHIE R Ao HEH[80| HAsiH, 7|
BaE XpAO| SAMEICHOIE T, 2002). M2t DAHTHRZ 7|9
O2f =24 & HFYatol 27HExcs Fe2 OX|H X[&HEH2
2 A% 7Hst Zdo|H &EEQ| AH0| 7= CHHST,
AR, 2010). 2|0 PHE2 no| Ht30l FEEo| Eg2 O/
Ch(Dolen et al.,, 2001). 1422 OH Q90I0f| Q|5 AH|X}o| Ot=
0| Z7I5t BHEE M= Fa2 O[X|=7t2 Y5l A2
Ol 2OfME O =23t YOIk efLt MIYOfEof CHo £
HIXte| DH=at =0 2ot S7ts Aol O|FOX[X| &1 RULCH

Jd2|1 Cp=o| MAYFESZ J4eIe] EME0| MER AS 2
Or=0|z0l g2 O|FC=H 25t Ut AF0ME 7Hel9]
ARE M=, MER A0 Oigt X|&E Mz, A 2| 844
X EHE2 MER 7|29 MEo e IS OjXICtn 2k
0] RACHRogers, 1995). AZEE MER FEHENQ HAUWYE +=
8t o= AH|X} JHQle| E40] Fykg OjRICtn 2 = U
SO 2 AH[XIe| 7ol EM0| MYPMES +=8d= uFdo| ot
A2 OXe7t8 dBste A Al 02 20|Ues AAEE 7t
Mg = U2 Ao|ct
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TEHoE ME2 MHA HE00 UM 523 @A 0A
X RCh AEO|LE MH|AQ| 7|58 MEH(utilitarian) 7|1t 3=t
H(hedonic) 7|52 #F = U=O, IS AFME HE
H 7|50 E23%t A2 3LE0|H, HEE V|50| Z23 AL
MHIAE 7|2 = MFO0|2t TSR CHHosany & Witham,
2009; Dhar & Wertenbroch, 2000: Holbrook & Hirschman, 1982). 1
2L} &2 AH|XHOIA| 7| BHSE M| &(experience)2 NS F=
20| FEOEL| MER 7|22 OAX|IHA, S4ES| 220 =
SOl a2 Sl AHEHE HE0 Uit NS SAZ|
71 ®I8f =25t Ut EdA(pleasurable) 7|40 HE Chot
(memorable) X[@O| CHo 7| AFO|Lt MHAE HOISI=E
S = 2gt2 87| [ &20|CHTsaur et al., 2006).

AEO|L} MH|AE FO§StD AH|SH= 2FEE Mozt £2
7| Azt 242 Holbrook & Hirschman(1982)2| ¢4t 0|22 & %
oM, Kerin et al.(1992)= O§EQ| HEHE ATt AH|XFO| JHA-
Z-7tXo st X|Ztof |elst FeE O|RE EHRCE Pine &
Gilmore(1998)2| ¢1710f O|Z22{AM&= Ao CHot ZEE0[1 H|A
HOl oIt HHRHE HAIBHA ERACHM TR, BIEHE, 2009). Pine &
Gilmore(1998)= 0O|=9| B|H AXEX EE 3|AFQl REI(Recreational
Equipment Tnc)S CHEMQ! HEDAE ABARIZ FASIED of
A FHEHEOR FES Ye AIAH0M 4FS O1E0IAM HA
E3t 7 F0iY £ e HENZ HEAZ|HA FZSHAH HERICH
REI= 28 SHPEH|, MOIXIE7, RH 52 H2ES = = U
= AX|et ZH|IE Do EX|5tS 2 ofLl2t 7IES et et
D QEN|MMK| Z=1 0|7 Mo S S27t0 ULt 0|t
Z42 Wao| o2 52| AxX ME Z|H Y20 =EEEEH
Globe trotte)E & = UCL EEO0| Kot S EEEZH Fej1d
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Yo2 [EHOMLE =XtHOM AL =ZCHE HLO|CHAM T,
DIA, 2009). CHE =g &= 2o =3 2[HYY 7HE| K|
SECEE AXX ME MIHOfEQ AXX Hl Hi(Sports Big
Ten)I} QIE{AZEA(Intersports)?} QUCH E3| QAEAZTXE= AZX
HME Z|HYYZE ZU o H22 =2 REl, 22 EEZE{(Globe trotter)
o Zo| Mijkl= BE 4ES MHEdE &= Us HysS ot
S 2HM|Zt E|RACE
OjEel =tdg S 7t
= 0| d¥s 43E ¢
OllMel MONEe 82 X|&
2 ofH HEjo| MES i =g ARVt Balo| ti4o| &
Z0|CL mi2tM 2 AF= OfEol 7HE HEH a9l Fa40
0 HwH EZ FUAIE SESH HMB| XEHS =HTHA|IFA
2 HE HHEE FAoz MMsaAt Bk
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ot +EHe= AX|= o Lty 83
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| 82 XEHo= LiEtE A0|H Off gfe
|

HEofge ©edel FEYQ ojigtez= &il(innovation) X 9l
82 deizt 2 + UCE MY Fo| R 2o
Me DHEo| MEel |48 44X = 9o e 32
RECDNE A2 OIES 22 £+ Ue 3UE JHSE ARE o
ARCE dELt £Z2 Sl RSOES| 2 o ¢HEHe
2 HE0 ot MES SCHAZ| Z

O| SILIZ O{AX|HAM CHADE ABOIA XIALS] EMERL HES
HEst=E St= OiE0| 51 UChEMEH, 282, 2005 0|,
2005). Ol 7|EQ| REUI= AtHIE FSH ME2 HEiQ| 4
WHZ JtMqItH = A=O|E2 JAlFol2t & 5= AU Z0[Ct

Daivs (1989)7} H| st 712482 H(TAM : Technology
Acceptance Model)O| A= “X|ZHEl S8 (perceived usefulness)’ 1t
‘K|ZtEl 20| (perceived ease of use) QOIS SAIK{EHO| AHQOQI
o= HHStn RUACH (FX|E S, 2008). AlRC| HEZ2 XHMIo| A
0| 3EAe ZNE 7IMZ Aol2k= 7|30 7|Qettt=
TRA(Theory of Reasoned Action : Ajzen & Fishbein, 1980)& 7|HtS
2 YHMEl TAM(Technology Acceptance Mode)2 MZEL 7| 82
AlAR =iap 2HeE W2 oM 280 R, Majd
L gFo|Ecz st HE|f2|n QUCHVenkatesh & Morris,
2000; Venkatesh, 1999 ; Gefen & Straub, 1997, Chin & Tood, 1995;
Adams et al., 1992).

X2tE f8dgolzt 58T 7l 52 A2”E 0|83l= A0
7Helel Huts Al Aozt Y= FEE'E o0t X|ZHE
0|42 ‘MER 7[&& 0|83t= 40| JHRle MAZE HMH =
a7 A & Ao|2tn Y= HE'E 9|0|sCHLee & Kim, 2009).
Mzt 74210l MER 7|& =2 MES MESI 0|85t= Ao
XpalofA 8¢ Aozt X|Zg+E, XHlo] & 3oz 1
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M XZE f8-da 80ld2 QUEUI W (4T, A, 20006),
IHU QEN(LX|H, EM, 2003), HIEXMHEALH (BF &,
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K2 Chotof cHel R0t =77l XN JEf2t FolRe=
O ol 2HRE XH ZFOM 2 ZO|Ch J2[1 Aaker &
Day(1978)= 2EE ‘MEQ| X $ZFECH= 19| 7|0i=F0
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4. 1M SHT

Jones & Sassers(1995)= DH=SMEZE 7|Q19| AtZh HE S M
H|A0| CHot OfEr = OfFQ| 248X AMEf = FHML, Oliver
1997)= “M@2ot= HMB/AH|20| CHEE Oj2Ho| X|&A Q1 FofQt 2
HE Ogez Z2 dEL dETS ASHSE FOiSste A
20 FoIMLE o2t AFEE2 NAEE S0z FI|Ho 2
3 7|89l ME X MHAE X70f St=F Sk, EfQIoAH =M
Ste FRigsat Z2|0|Y 7H4E XE5te 82 oY 7K 'S
o= HME £ QICKChoi, Park, 2011; Reichheld, 1996). T Zi=M
e Wy 4, Eled B4R, AXH SdE, M0f o=
S Ul JHX|el FHeA2 FHO| O|FOXMZACHGremler & Brown,
1999). O30 %2 OA|E 20loMe 0 SH=E F2 T
Of o= EE= CHE ALEO| O3 =Moo R ZHEstan =Hi(Yoon
& Uysal, 2005) Ol Ef=X FHYEE 205k AO|Ct HH=z &
(2006)9] AT= ozt AE¥E HUHSn Ut FHZ S
(2006)2 ZHFY QIE{Hl MH|AOf CHE n24PH=0| 420 O/X
= FVFEE A5Sts TN DABHEE EIEH 2F F,
MH| 0] CHEE HO|8 ol W EfQl FHO|=2 HHSI0| A0
AHE3UCH

metA 2 Aol nM Sdees E=X 2o 2510 M+
ojo|=, =Ho|o| JfHe=z AL

5. 2HX+ £

TRA(Theory of Reasoned Action) (Azjen & Fishbein 1980;
Fishbein & Ajen 1975), TAM (Technology Acceptance Model) (Chin
& Todd, 1995; Hendrickson et al., 1993; Adams et al., 1992; Davis,
1980) SO RUSS B AN Halx e JS480 &
g2 0K CHYet HeE8 Eedts 20 Doz SEL|
O 2ACt EB| =HHLZ EFH(Hossain & Prybutok, 2008; Lippert
& Volk-mar, 2007, McCoy et al., 2005; Straub et al., 1997; @&,
Al 2004), QITEAH (Ong & Lai, 2006; Venkatesh et al., 2003;
Anandarajan et al., 2000; Agarwal & Prasad, 1999; Gefen & Straub,
1997), 7HQI™ EMd(Kim, 2008; Lewis et al., 2003; Venkatesh &
Davis, 2000; Agarwal & Karahanna, 2000; A{74%=, 2008, S+,
2008) 5= ZETAIARUCHRIS, HHE, 2010). O|F 20 F=2 ¢
7O FYE ZEHSSS HEEH SEXQ  SH|(Integrating
Control), L& S7|520/Qt Z&(Intrinsic Motivation and Emotion)
(Venkatesh, 2000), QIX|H ZQu} AlE(Cognitive Absorption and
Beliefs) (Agarwa & Karahanna, 2000), HEE4A 7|=9| A0 Cf
St A (beliefs about information technology use) (Lewis et al.,
2003), 7HRIH™ QI M-2/d(individual professionals) (Darsono, 2005), 2
OlE(Z&2, 2008), MYo| BN HE(Kim, 2008) S0| F=
ZE|ACE
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Model X2 df /)¢(j ¢ RMR GFI AGFI Model Adf Ax? P
Model 1 59.116** 32 1.84 051 917 812 - - - -
Model 2 62.765** 36 1.74 .056 913 .826 vs. Model 2 4 3.649 456
Model 3 64.471%* 39 1.65 .052 911 .836 vs. Model 3 7 5.354 617
Model 4 64.730%** 42 1.54 .053 911 .847 vs. Model 4 10 5.613 .847
Model 5 65.147** 44 1.48 .057 910 .852 vs. Model 5 12 6.031 915
Model 6 76.985%* 52 1.48 .060 .890 .847 vs. Model 6 20 17.869 .596
**k: p<.001
Model 1: Unconstrained Model
Model 2: Invariant Measurement Weight Model
Model 3: Invariant Structural Weight Model
Model 4: Invariant Structural Covariance Model
Model 5: Invariant Structural Residuals Model
Model 6: Invariant Measurement Residuals Model
<E 6> AZX 8F/0|8 7Y 8 NUA| FRo Mts Hoj o CISNE 2N}
2
Model X2 df /i(lf RMR GFI AGFI Model Adf % p
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Model 3 56.291 %% 39 1.44 .051 919 .850 vs. Model 3 7 3.712 812
Model 4 75.275%% 42 1.79 117 .891 813 vs. Model 4 10 22.696 012
Model 5 75.348** 44 1.71 118 891 .822 vs. Model 5 12 22.769 .030
Model 6 93.357% % 52 1.79 120 .867 815 vs. Model 6 20 40.778 .004

**%: p<.001

Model 1: Unconstrained Model

Model 2: Invariant Measurement Weight Model
Model 3: Invariant Structural Weight Model
Model 4: Invariant Structural Covariance Model
Model 5: Invariant Structural Residuals Model

Model 6: Invariant Measurement Residuals Model
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