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Abstract

Purpose: The purpose of this study is to understand the effect of consumer acceptance of retailtech Al service on perceived value
and behavioral intention, using the Unified Theory of Acceptance and Use of Technology. Research design, data, and
methodology: We conducted an online survey of retailtech Al service users in their 20s to 50s in Korea, and verified the research
hypotheses using SPSS and AMOS. Results: First, we found that the acceptance of retailtech Al service consumers (in order of
performance expectancy, social influence, effort expectancy, and facilitating conditions) has a significant positive effect on
perceived value. Second, we found that the perceived value of retailtech Al service consumers has a significant positive effect on
behavioral intention. Conclusions: Academically, this study clarified the conceptual definitions to understand the practical
implications of retailtech under Retail 4.0. It also identified the effect of consumer acceptance of retailtech Al service on perceived
value and behavioral intention. Practically, since one of the main reasons for the acceptance of retailtech Al service is to improve

customer experience, we suggest that company should shift their business model to interactive e-commerce, which provides Al

services related to product search, counseling, and product recommendations using Generative Al to improve shopping

performance and convenience.
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2. Literature Review

2.1. Retailtech AI Service
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2.3. Perceived Value
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2.4. Behavioral Intention
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3. Research Methodology
3.1. Research Model
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Figure 1: Research Model
3.2. Research Hypotheses
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O& AoE MZIstQict

2l H Y3 AIMH|A AH[XIO| 7|&+8& & E CHE 19
2012 HI|IE TAML| 088043t FASICHVenkatesh
et al, 2003). ‘2lHLEH I AIMHIAE A8StE o222 &
O CHRF AH|XF QIAIS HhEEr 4= QUCH JF AH|XFIL 2H Y
B3 AIMH|AQ| AFEO| STDIX| §10 42 A= QlAlsh
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2lHYHA AIMH|AQL 22 MER 7|a/MHAE 21

1t sk QAR 23

Zole AgEgse 2atonHel gug ¥
et al, 2023). W2t 2} PM I FHAZEY) $@9§ ol
8 48Rt 2EIYEIR AME|AS] TATLX| Floto| HalX
ojm 4ol sfHolatn MY 4+ QUTh 1O ASHAY
2 x|ztEl Jtxlof 2

s
TPB2| X|ZtEl HW=Z %HIQP
(Venkatesh et al, 2012). & HXXH2
£ MEE X7 {2 =EE/7|&H 7|._0| EXtot
o]

Azze

L= AH[XRQ| QA HE'2 Folg £ Ut Z|HYHZ Al
MH|A= MER 7|&/MH|A0|BE2 AH|[Xt= X0 Cfet
2edes O IA =2 = AUACH ET ol CXEgM2
2H|ZHOA 7B/ EE MHAE HSSte & Z2E 1
HAHES M3 It Y= ChatGPT 59| Xi&io] O &
2 O|O|CHKumar et al., 2024). Ct2t ZEEXA2 AL E 7|&/

MHI20f mep AHRRORCE O Q1Mo 3 ChE £ UM
(Neves et al, 2025). [t2tA AH|RRQ| $H2|H 7HX| 20| b
0t HY Atolo] HE A0 Z|ttJen et al, 2011)0|22 =

o
AxAL XNZE Jhxlo] MY YL 0/ Ao 4
£ict,

n
O

=
\J
X
L]
0
ne
L
il

a2l of AN X|ZHEl ZHK|E 'AH
AIMHIAE AHEfe O X|Zpshs FA el
ZPCiE| ™, B SOHH| He, TEH JiX| EEE %*—E—'—H%%
2ESHAL. Mt o] AE JlgrE8s SE
& 7HXof 7282 5t¢la8l0] O 2
QUACE. O] A7 7HE2 Ch31h ZCh

ZIE|LE3 AIMH[A AH[XEO| XiEi2 X|ZHEl ZhX|of
CHoll Rolst H(+)2 d&S Oj&E ZAo|Ct
H1-1: 2[HYH3 AIMHIA AH|[XFC| Eat7|ie
X0l s Relst H(+)el ¥&S OjA Zo|Ct
H1-2: 2[HYH3 AIMHIA AH|[XFQ 37 |ie X|2HE 7t
X0l chsi &2
H1-3: 2/HYH3 AIHHI
ZEX|0f chsh |2lst F+)el @
H1-4: Z[HYLHI AIMHIA &
X0l chsi Rolsh F(+)ol F&S O/& ZAolLt.

x|ztel 7t

I3 ()2l

=2 AR0M Z IOt @ FAR/S7|7F HHED
2 Qe DHIUAT 7Ol 40% & XpADF X Y=
gdoz2 AYAIR HetstCiThongpapanl et al, 2018).
Sl g2 X993t 20l & fOLI- 9AEE1| Ol&

Algel 2HAH=E2) 1%3_ H=zof £8sts A0l oF7|
021).
o

=
&
ro pm oY M

o
090 A

-2 O|Ch(Ashraf et al., I 75'1* M XHaF 74 20 (CBEC)
2 §+§ *aor Ue §E7

2ol 2[HI L3 AIMH|
@ H|XRO| Af 4t

ojn
I
M uE

il

o rot
mu e orror

= oo r= ™
ik
roe
E!
NOT
N
M
1o
2
[m

mor 2
[> 21 30

s
o
N
=
Ho
o
=
=
o
Q
<
3
@D
[¢]
o
N
o
2
o

o A

o
re
4
2
[u
e
ot
o0 o
il
o
o
=1}
=
fufok
_gt

StCh(Tian & Wang, 2022). &

Zof EgE 0/X|7| U{EO|CHCavalcanti et al, 2022

Thongpapanl et al, 2018). A 22 AH|Xto| HF0| HskS
S

OjXj=o Zast 7|gel MEt DATIX] Heto| 2+ElCt
M 2 282 M3 + As ME/AHIATO] g2H
2H[Ate] MEE S 5 7| WEO|CkPayne et al, 2017).

A oI E-’r‘E 2IH L2 AIMH[A AH|XEO| X|ZHEl

HmEQCt o Ao 7t



Byoung-Jo HWANG, Yong Sung LEE, Hee-Young CHO / Journal of Economics Marketing, and Management Vol 13 No 1 (2025) 31-46 37

H2: ZIE|2H3 AIMH| A 2H|XE| X|ZHE 7HX| = &2k

off CHeH folst H(+)2] dFS 0= Ho|C.

3.3. Research Design

o d7e S’ |IeTEEYUTAUTE HEBt0] 2|E| 2|
3 Al MH[A 2H[XLS] ASo|=0 S 0K "/els &
MBIQALCE TR Z, UTAUTS| dd BH==01 dut7|dl, AtZ
HIeh, oM, FT=AU0| XZE ZHXof bjX= dgs
=45k, olgjet X[ZE JHX7t 2EHoR HF =0 O
K= dg= dSotaxt ofct 2t &=0 o= 1=T
& ™A By, 5=009 JFCHo| 2|HE 53 HES ALE

SIYOm SHERE 5 187 42 2
S|t ATWYNE BYAY & Uk, BES W27
DY & ATk AR B & UCFR =2 XS
&k, ALSHHO| SA%ex|7| Ik, AR S HP7| HtE
ABIE g el A8S BORE HOITh, LXE Agdtn
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>
o

=
of et X2 7KK Uckel 2 3 V| EEe=
F S ChVenkatesh et al, 2003; Venkatesh et al, 2012).
Jd2|D X|Z= 7HK[= CA|ZtCHH|] = 230 3CF, 'HIECHH|
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2= 0[20] =L, FEMo=z JHX[Z7t /ULl 3 7 2=
T4}t CR(Hwang & Cho, 2023).
AR AFOE= 'ABE RAFSE g Ao|T,

SEHE O|op7[g ofgko| ¥, YSRE A& ALY
Mzio|crel 3 7 EEe=® F4SRICHHwang & Cho, 2023;
Venkatesh et al, 2003; Venkatesh et al, 2012). 2|1 M2 SEHXIQ|
ITEAN E4 5 Z 87l M2 22 E&ldl0], 26 7 HE2

TH|SFACE
3.4. Sampling and Data Collection

O A7 ZIHLYLHIA AIMHIA MH|AS| xiEHO| X|Z+=l
kK] 8 #Eo|=0f OjX|= T2 &0l st EMo=z
20243 38 2YUEH 62X RIS 20~50CHS| 2| HLH|

3 AIMHIAAIZ[EE FEAIAE R/, O0X|HM 5)

[y =)
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AF0ME 20082 SEHAZREH #=HE & HOHE 2
Mo ZE3AL). FHHez, HEEY, MEEEY S2
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AEo7| flet F=YFEAEE ZM2 AMOSE 0|83t =+

HorALE
Of a7to| ZMYY2 Cr32 ZXAt0f waf A5kt XA

4. Results and Discussion

4.1. Demographic Information

=

O] ¥Fo| SEHAH= & 200HO|H Al7|HE FHA|AH A
JAE, O|0IX|ZM 5 Z|HYHIA AIMHIA AHEZEHHO| U
139H(69.5%), M A8 SO|Ct 61H(30.5%) 22 LIEHG:
Cd2|n dE=2Ee 2 100H(50%), O 100H(50%)0| ™
T2 0%t Y o[t 3YH(1.5%), thetm EY o|st
1718(85.5%), it e Ol 26T (13.0%) 2 LIER&ICH
A= 200 35%(17.5%), 30CH 62F(31.0%), 40CH 543
(27,0%), 50CH 49H(24.5%)0|0 Y2 ZEQl 125H(62.5%)
2 7MY BUCEL O 5ol MEHel ARSAH EH4E OF

1} ZCh(see Table 1).

C

bt 00 o

on

Table 1: Demographic Characteristics
N(%)=200(100)

Variables Iltems N %
Al Service | have experience 139 | 69.5
Experience I'm using 61 305

Male 100 | 50.0
Gender
Female 100 | 50.0

Under High School Graduation 3 1.5

Education Under University Graduation 171 85.5
Over Master's Degree 26 13.0
20-29 35 17.5
30-39 62 31.0

Age (years)
40-49 54 27.0
50-59 49 24.5
Under 5,000,000 68 34.0

Family Income
(KRW/month)

5,000,000-8,999,999 94 47.0
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Over 9,000,000 38 19.0
Single 84 42.0
Marital status
Married 116 | 58.0
Office Worker 125 | 62.5
Professional 28 14.0
Student 10 5.0
Occupation
Self-employed 13 6.5
Housewife 14 7.0
Others 10 5.0
1 18 9.0
Family size 2~3 97 48.5
Over 4 85 6.5

Source: Authors’ suggestion

4.2. Measurement Model

0| 01-_rloﬂ Chot 7+

7:1"|
o

—rrO

1M 22124 (CFA)S 56H
Cl(see Table 2). Table 20{ X

A% r_t ox Mo

AlEl HEQP 20|, ZHE 671 &=2| Cronbach's o @t 25
06 O|&22 LIEILL, & Aol LA LMol HHEASS
2tolgh = QUCHChurchill Jr, 1979; Morgan et al., 2004). $HH
Std. loading2 2+ 0.5 0[40| 0.5~0.95 5 8#%| Lo AU
ooz QOIsiCt EHEHSIYICHBagozzi & Yi, 1988). £E &
9| B XY HABES T X QEM(CFA)Q Bl

X2=175.883, df=120, p=0.001, x2/df=1.466, RMR=0.031,
RMSEA=0.048, GFI=0.910, AGFI=0.872, NFI=0.890, TLI=0.951,
CFI=0.9612 LIEFSICE y2/df 32 3 O|tel 342 LIEtLHOf
Y5 MBS BROM, GFIE 0910, CFlE 0961, RMSEA
L 00482 LIEtL}, YHtNoz U3t Mtz 2 7tEEl= 7|
T2 BFE Aoz HoEflenz 2 oM dFst

0ol HEl 02X T2 THINOoE Yoot MYz E
ZFRICD mEbst 2= QICHHu & Bentler, 1999; Shi & Maydeu-
Olivares, 2020; Xia & Yang, 2019). 8t O] A0 =Y A
ZOol LA Ay W 8 EfEES BISHY| Qs 74 K
FHAE[=(CR)2 fgﬂ%ﬁ$—’£(AVE) U2 AESHACE
o, 2 74 6 O|&, AVE gf2 5 0]g¢e
2 LEfL, BH "*EOI Ml gnt +3 Efego] SHEEJAS

=
2y 2

IJLI
N
p)
AN}
lo

2 oI5t CHBagozzi & Yi, 1988).

Table 2: Reliability Test and Confirmatory Factor Analysis Results

Constructs ltems Std. loading SE. t-value AVE CR Cronbach’s a
Improve shopping performance 0.706 - -
FI’EE;r;OerCT::CCye Accomplish goals faster 0.806 0.123 9.577* 0.699 | 0.874 0.793
Save time 0.736 0.113 9.008*
Easy to adapt 0.807 - -
Effort Expectancy | Easy to get used to using 0.794 0.091 10.549* | 0.703 | 0.876 0.789
Easy to learn how to use 0.646 0.095 8.739*
My use will be dependent on it 0.646 - -
Social Influence | | use it like me 0.710 0.162 7.560* 0.540 | 0.778 0.730
| would recommend its use to others 0.713 0.159 7.580*
| can get help from people around me 0.610 - -
Faciitating | have the knowledge to use it 0.733 0.135 | 7.610* | 0581 | 0.805 0.704
| have the resources to use it 0.702 0.134 7.416*
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| get a good return on my time 0.697 - -
Perceived value | The cost/benefit ratio is high 0.677 0.105 8.797* 0.614 | 0.827 0.724
Overall, it is worthwhile 0.681 0.095 8.843*
| would prioritize its use 0.719 - -
Blehaw_oral | am willing to talk about it positively 0.686 0.095 8.792" | 0.647 | 0.846 0.761
ntention
| would continue to use it in the future 0.753 0.098 9.577*

Model Fit: x*=175.883, df=120, p=0.001, x¥df=1.466, RMR=0.031, RMSEA=0.048, GFI=0.910, AGFI=0.872, NFI=0.890, TLI=0.951, CFI=0.961
Notes 1: *p<0.001

Notes 2: AVE: Average Variance Extracted

Notes 3: CR: Composite/Construct Reliability

T8 JHES2el HHHEIFE2 Fornell & Larcker (1981)2] 7| 2|1 A HSaE MAlSD)
=0 wal BOSHALE FHEez, £ FE0HE ztel A =MZED dEAse MEdE FAM Y 2 U2
= MESUED 2 FY/hEel BaEdFE(AVE) W0l 2 8 0.460(X|ZtEl ZHX[-ESo|E)0|0 Ol 7HY %2 Ho=2is
& LHHEIFYEO0| ZHEE Aoz TCISIACE £, HAEF ZUHAVE) 0.540(A2I M FehELE &2 Hez LEfL 2 o
2 MBS ZHo| A7 AL JHEOIM HAIE Ee TOM AMETH HES2 TEEIEEES Zdon, 7HE0AM H
I LRSH=X| ARE Sl ASSHAUC Algh Al SLSHA BE dEtAe B37F F(+)2 Zatgt
Table 3= 6712 #47ig 2t HEEISEE B 918 = LBt ooz HAEYYE e A2 HHSHAC
2t Fghgol BREMFESAVE), FANE 7 A, 2 (Fornell & Larcker, 1981).
Table 3: Discriminant Validity by Correlation Analysis
Constructs 1 2 3 4 5 6
1. Performance Expectancy 0.699
0.473*
2. Effort Expectancy (0.224) 0.703
. 0.405* 0.409*
3. Social Influence (0.164) (0.167) 0.540
A - 0.498* 0.507* 0.541*
4. Facilitating Conditions (0.248) (0.257) (0.293) 0.581
. 0.626* 0.551* 0.543* 0.618*
5. Perceived value (0.392) (0.304) (0.295) (0.382) 0.614
. . 0.507* 0.542* 0.558* 0.583* 0.678*
6. Behavioral Intention (0.257) (0.294) (0.311) (0.340) (0.460) 0.647
Mean 3.987 3.967 3.388 3.700 3.863 3.840
Std. Deviation 0.629 0.621 0.715 0.626 0.601 0.631

Notes 1: The diagonal value is AVE.
Notes 2: *p<0.001
Notes 3: Parentheses( ), Squared value of correlation coefficient

4.3. Structural Equation Model (SEM)

Of 1o Jt2dsat # dt =181.684, df=124, p=0.001, x?/df=1.465 RMR=0.032,
Mo| AntE CH20t ZChsee Table 4). REO| Motz x2 RMSEA=0.048, GFI=0.908, AGFI=0.873, NFI=0.886, TLI=0.951,
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CFI=0.960Z LIEFSICE x2/df Zt2 3 O[stel Zte LIEHHO]
2ot MY E 220, GFle 0.908, CFIE 0.960, RMSEA
0.0482 LIEILL, YEtMoz Yot M2 HFEE 7|
2 genz 2 AToM HdHYst
ol ’%*

=
Olivares, 2020; Xia & Yang, 2019).
THEC 24 Zuks Ch2at 20 H1 S22 KHEl |
QUL 2IHLH A AIMHIA AH|XFQ| R{EHO| X|ZHEl 74K Off
olfst FTUAE X=XE 248 41 BF Folot H(+)
=2

= A2 LIEIRLL d2AF+E 7|E2= X

=]
>t

ZbEl JER|Of MIk7|CH 0309 (t-value=3.323; p<0.001), AtS|H
I 0291 (t-value=2.861; p<001), =H7|CH 0218 (t-
value=2.458; p<0.05), HEEIE=Z 0.279 (t-value=2.129; p<0.05)
== JdudZ LIEHD QACh Ol MAAFS| At &

|BFCH(Yuen et al., 2022; Yuen et al,, 2023). Z|H|LH I AIAH|
= 2H[Z 22 4HENE P2 = AE FES A
288 1 7HX|IE &O00F ot FRAIZESO FH S0|
Q582 SNSE 83 SHSIO{OF THCh O2[1 AFEX
ool ZEMAZ Z|HYHI AIMH[A ALSH
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Table 4: Hypothesis Test Results using Path Analysis

N
H83t Ho Ato|e] dE&Af T[ESIY SHH
HILE ot= A2E LEMRICHDodds & Monroe, 1985; Hwang
& Cho, 2023; Jen et al., 2011).

H2 A7HE2 XHERHZ|QIC 2| YH R AIMH|A AH|[XQ
7(I ZHEl ZHX[7F WSO =0f oot %“‘o‘_'.; AE #=XE &4

12 K2 s S0l ol Rt Yol @
|

N

OX|l= A22 LIEIGECL ZE2ASE 7|F2&8
X|ZEl 7HK= 0.913 (t-value=8.582; p<0.00

0|1 RACE Ol= 2|HIYEHZ AIMH[A AH|

X|ZHEl ZHAOF dEol=of ofe LETH FEEA”
ol0jgte ZHOE Ol MAAUTOl Zntet UXK|
(Tian & Wang, 2022; Yuen et al, 2022). O ZHHOf| A
Xp7b ME/MH|AE Oty SQ5HA d2sk=X] X[zt 7t
K= 7199 48RS LSty 2HXNASS o SSt=0

1Y E=H0l @40(|7| IjE0|CHWang et al, 2019).

oo om mo H1 oo rot

mjo rot 2 1o
| h |rLI

T n

Hypothesis Path Std. Estimate S.E. t-value Results
H1.4 Performance Expectancy - Perceived value 0.309 0.098 3.323*** Accept
H12 Effort Expectancy - Perceived value 0.218 0.083 2.458* Accept
H1. Social Influence - Perceived value 0.291 0.106 2.861** Accept
H14 Facilitating Conditions - Perceived value 0.279 0.138 2.129* Accept
H2 Perceived value - Behavioral Intention 0.913 0.113 8.582*** Accept

Model Fit: x?=181.684, df=124, p=0.001, x*/df=1.465, RMR=0.032, RMSEA=0.048, GFI=0.908, AGFI=0.873, NFI=0.886, TLI=0.951, CFI=0.960

Notes 1: *p<0.05; **p<0.01; ***p<0.001

4.4. Discussion

O] GFo] SEHA & 139H(69.5%)= AlI7|8h FHAIAH,
M A e O|O|X|AM 5 Z|HLHA AIMH|A0 CHSH AME
ZEo| rtn SESIUCH 61H(30.5%)2 T AR &
olZtn SHTIZLCH & SEHAE2S 2desS o= At &
AHsto] AEAM, AEFH, HE SO AIE 283 144
ol JfMaIE QA U HWSE LIELGCH AH|Xp-2
HEBA Ol £Xnt EME KHILE Z3lst=0 A7t 583
ogts ot e AO|CHHo & Chow, 2023)

O] AF0IM 2lHILHZ AIMHIA AH|XLO| XHEH2 X|ZHE
ZEXof Hapr|oi, MElHEE, =TI, ZIXRA =02 2
£ g g2 Ojk|le A= LERCE MXY MHat7|cy
£ XZt= Jixjo] 2EEel g 0|Fcte HE EolstR
Ch o] Aol A2 Z|HYH A AIMHIAE o AH[X=
=2 AZYNE A1 ol AEY AT EOEH AN, 7|
S8 f2840| SFMHEACH T 4= UACHYuen et al, 2023). 1
20 2[HYHI AIMEAQL 22 MER 7|&/MHlAs &
1 AS0= E75tn AR WE Het SEfS QIAISHK]|
2o =S HEle ZdR7t LM = QCHNeves et al,
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