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o] Higl= 346}71] ﬂmq(eMarketer 2014). &4

o R0 @ Bakelat e BUT Pl AT
tomi  omAdel 4L B % 4
Q17] wj&o|th(eMarketer 2014). Bell, Gallino and
Moreno(2014)= &HA'd 3 of 3lo] LA A= o]
of o= A= A1 of|A] BOPIS(Buy Online and
Pick up In Store) A H| A5 A|-g-oto] 1170 9] JLujj 7]
& FofoF hthal F745H3IH:. Feinberg(2016)°f
T2 BOPIS AH| A= 2541 215 L art

R =20S wEA AT 5 e FHE Qlst
o m]2o| A 2014 % TiH] 2015 o] 222 Hf
o A B[ A= 7% A4S BEH BOPIS ATH| 2= 3%
Z7Vstgika stk UPS(2015)E A S 11
o] FE3 AE-Z S ot A e Exlv7t
E}% FEE F7I= Fiste 97T 45%4 Hot
A RUAE drEskloh B3 22l

ﬁiﬂr BOPIS A{H| A7} 11 740] Q12| 5} =
7} 20% ©14 =Thal 5HtH(Chatterjee 2010a; UPS
2015). Ul A Fowey AntEE Y, A
EHHHQ]JH /\Ecﬂ ] a, ]/\ﬂyﬂa}}_ﬁ}ﬂ SSG uH;dﬁJoJ
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Verhoef et al. (2015)= U AE o] APALE 3
Aol oz Rt 3, $5U4 <
oA AT T 5] 5SS
FE2 o uelel UL 284}
Q) AL e 23S o) A} Sof Wy
m AL, 2okl S el wutel 15
20153 1) Aujzpe] Fujels Wstet -840
o 2] S Aot th(Pauwels et al. 2011; Wang,
Malthouse and Krishnamurthi 2015). 4, A H| 2=
o] 43 o] et a<lo] it BAS 5 &

9tk 3 o] G 52 o] @ A glo] Aulzte] AP A
o] G FLAE BT ol S 42

Verhoef and Bohm 2012) apz|ato g2 E]'ZHH L9
_4 /\1-_9_70-_9_01] J,]- ‘|- oﬂ:rLE o]r,]_ ] %%
g -8l Qlo] AEAAY] FE ZA, &S
o] e-7H T Fol thE Aol nlAl= FFS A
1} B QFthH(Emrich, Paul and Rudolph 2015 ; Gong,
Smith and Telang 2015). =W JdF2E YA
02041 H| 0] gt A-H|Z} o] §- 2] =& UTAUT2 &
g2 o] 85te] EA3%F Lim and Kim(2018)A+7}
AT Aol AR A Fat ATk 7t o] &
Olkof & FFE A= AL E HISHITHLim
and Kim 2018).

AP AFEoNA = gt FEl] SUAE AH]
2of thste] @A o HAWMEIT QoW F&
O02041H] A tf gt A7} I TH(Lim and Kim 2018).
A 2t Hpel o] 2l o g R a4
4-H 27} A% 4% 5= BOPIS A H| A7 Z7151
Qo] Aol Basgdol glovt, FUAd BOPISA]
H| 2o tiste] EHTF A= X‘O}Eﬂ o7 °JE‘r
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SHlTH UTAUT2+41 2] HLS o] 8-5fo] 242t o]
f= gUAGSl BOPIS A9 F7he A4
Hke} o] ICT7]49] GaFo] 231 SR el
AH AROA T A7} 7] 44 G DS A
5} 7] wFo]tk(Escobar-Rodriguez and Carvajal
-Trujillo 2014). E3+ 27] 7|& 48R d-2 § A7
& vt B Avae] e Bk ol
1925 S UTAUT2= oFgeh 4|7 o] 2
2 488tel 2ula} WES BASH by A4
mdlo]7] wzeltt. &Y Ad ] BOPIS AH|~
T a2 o] §5to] 45 Sk WAlR 2
LRl A Hep Al=]7} Fa5ko] UTAUT2+41 =]
a2 Hygsto] ALE o} th(Escobar-Rodriguez
and Carvajal-Trujillo 2014; Juaneda-Ayensa, Mosquera
and Murillo 2016).
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Beck and Rygl(2015)-2 MEFZ4(meta analysis)
ol A 2§27 (multi channel retailing, cross channel
retailing, omni channel retailing)& A~H|2}2] 4+ & 2F
$3 §EAA S5 Yol Heh Lokt B
E] 21 (multi channel retailing)> 12 E
7] o4& St ol 4] A& o]-gate]
olulgitt, o] ¢ 2ulAH A o] Lol it

o
=2
gaAge] polshA gtk 2828 (cross

o %o |

channel retailing)= § &= 2] &2 ohit o4l A
g3 o]-goto] | 52 of= A-Z ou|eich H
B dat= 27 o] A¢ AH|A= f5dAe}
F24 Q1 A2 at-go] 7Hsstal Ad-& o5k A
HE ek FEAAE A anlRpet HEZA o2 A
SWFSHAA FEA Q] Qg TS Foto] AHAt
£ gttt ot AH|R; BRolu {5 dAte] 4
S48 9 Feo| oF WeFol A &3] o] Fojx|=
A= ot SYAE2 g 7 o]/4de] ikt Aid
= g8oto] 205 BistAY 8 A8~ &
= ot A 9u|Rttt. AHA= f-5FAE A
TEEEE AAR Ade v e R ZF Qg o]
e &85t o485 steA s ¢
th. & AAGTE Eol7] ol ZF HdE2 7714
o= AAdfoF sh= Aolth. 17te] Afd-8o] ¥
A AT UGS ARRF HO| flFE
HdEo St FoA-EStE S st & &
AfEE -2 717]15 o]&sto] &4 At 22t
Ql ARl=o] JHE Fdcte Aol FUAES &
o]zt & 4= Qltk(Ailawadi and Farris 2017). ©]&
LA <% 1> 2}

SUAd BOPISE 237 224 299 %
S 8 Au| 2ot fFEEAE= 22 FE
T gl E g 4 QA BhE 3 E dohe A
o] 95 BOPIS AH| 22 $F A|A Fo24 11
g E S 5 Qleh AU R A = el o
S A A Fe stA o8 RS TuE 4 9l
7 HEZo] ©

A HEEo] QIEYl FujH 412 A3 o] Uth(Gao
and Su 2016).

UTAUT2(Unified Theory of Acceptance and Use
of Technology2) =@-2 Venkatesh et al. (2003,
2012)°] &2]A P 9]o]=(Theory of Reasoned Action:
TRA), 7] &8 X & (Technology Acceptance Model:
TAM), ‘7] 2§ (Motivational Model: MM), A€ &
Y 2] 0] Z(Theory of Planned Behavior: TPB, Decomposed



4] 957 243 35
all | omni = Omni ‘aII
al "] channel 1 Channel full
Y o channel — { — Channel
| Cross | " | Cross
Channel [+/%/] Channel
partiall parfiall
Interaction Cross W Cross Integration
—— > ven — - :
by ustomer Channel Channel [y /| Channel Channel by retailer
no : :
»{ Channel p Mult | Mult Channel —
" | channel Channel

<72 1> He|ad, A2 A4, 2L &3] : Beck & Rygl(2015)

theory of planned Behavior: DTPB), TAM¥} TPB2]
SR (OTAM-CBT), PC &8 2(Model of PC
Utilization: MPCU), A1 €-4F0]2(Innovation Diffusion
Theory: IDT), AF2] Q1 2] ©]=(Social Cognitive Theory:
SCT)= St 7o, 7], Arel2] 3,
27, 0§, 0|83 F= UTAUTI 22 (Venkatesh
et al. 2003)& AAstE T, Qs 7FANA], &
TS F71ste] UTAUT2 HE @ (Venkatesh et al.
2012)& A A] 5helch TAMRE 9 tH] UTAUT2 =g
o e A o] A2 0 & 56%00 A 74%E 1]
1 o] 83 F240% 1A 52%E S AR B
%] XA tH(Venkatesh, Thong and Xu 2012; Juaneda-
Ayensa, Mosquera and Murillo 2016).

anjel HAAAe] G014 Azl T ]
oot vk welAv) e 2 AelE Aolehs v
-2-0]tH(Chen and Dhillon 2003). AAA}A 2] A1 =]
(1) B 22 9% o] ks A1,
() 9 AolEo] @A dAYZo] YAElo] Yt
WL, (3) APAQ 1T interface, (4) AHESH7| 42
Z1o]ofof SHtH(Gefen, Karahanna and Straub 2003).
AN ] ML} 5o 7151798 5] B
ofoa] er& Zlolehe Q1% H 2F0] 9] Tl
A

== ARG oA ol T35t o] 2

5

4w A, A

A
ARG, 7] T 2 ol A

Stk 7Hg & of PRk
A, 284 & A9 FohE 515 DekGefen
2000; Gefen, Karahanna and Straub 2003). Grabner-
Kraeuter(2002)2} Van der Heijden, Verhagen and
Creemers(2003)= A1 =]7F Fufj o] eof m2]= F7F
of ulj-¢- At A o= FAMHAH. 152 A7t

A NN 2o AT 538 S0l At

=

AAH ] Ay B AoE AAsE= 8 2919]
gt FAstg T 28kl £ S oA= B84
Aol &7] f2o 284 R} H2 5o 4l
27t 2 Q-2 7Fx3H Ao|th
oI A3 2E 8 744

H oA UTAUT2+AIE el 2835t Ao
BOPIS AH|AQ] FLufjapAfo] i E mHt 9H-S
5o o] FojH o2 N MG A Y HEo] & H|FS
2p2]517] 20|tk UTAUT2 &2 o] 2] vl 7 o]
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<2 2> ey

2 HEo} Zro] ThefFet AB[A} o] 25 Foet
g4 e mdolth, i Aol A= AR g A ol A 9
AASLof| A Escobar-Rodriguez and
Carvajal-Trujillo(2014)7} AH-8-§F UTAUT2 &
Juaneda-Ayensa, Mosquera and Murillo(2016)7} -2
Ad Aol A AHESE UTAUT2 g 3Ha1sto]
HE A S o E Agacia A
WA 7 Eot BHg = Aot o = <Isf Al #Jst=
1 A& F7tsklnt. T, A= ¥
B

A
v hul
1
.

rl

3t
, o= BOPIS AH| A7} 22fel

»

ol

N o b o o

der Heijden, Verhagen and Creemers 2003). ©]& &t
Pt 2 Ao ATRYP2 <1H 2>9F At

1. BOPIS O| 9|z 9| Ml g 7|4

a7ve] AEe-gol FFAF ATk, gAY
o 2% WO| 9FE 7t DS BYRT 45
oM TAFFL A Z A0lEE B
2 71718 ol gste] Beld A Letel Zalx
o 3RE BPHE Zo] FUAPe] Solrt

(Verhoef, Kannan and Inman 2015). A<
o] BOPISE 11 700] mupel e Eaf =

Z
il
2 H4H FTE o]gsto] ufol| A 2 A
o
=
2+
kil

2016).

BOPIS ©o]-§-2]= 2] A3 e & AmHH o33}
t}. 77t (performance expectancy)st TAM 2]
A (usefulness), SCT =& o] A}7|fj ¢} A 55}

Hgelct. = AL ARgo] 2hiolut 257443t

op

go it rr do my

FIA71+= dl ol& & Aolghe MU

o] AEE Witk 2 dAAoAE= o] MdeS
BOPIS AH|AE o]-856= Zlo] A&+ &5l
Hoh 42 3ole AlFoiE Aolghe ¥z 4
Olettt. BOPIS AlH| A= U E W= A S5Hal BH&
@ AHIAE AlFdoms 1A B FEs
= Zo= 7|tiEch o] 2912 UTAUT 2E-S 2
83t M-commerce, =Y A'd T AP A A o]
BOro| 7MY =2 FFH S PR = APaRIoR
H 245 v} QIth(Wang, Lin and Luarn 2006).
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=2 7| (effort expectancy)st TAM, IDT 2] 8]
A(easy of use), MPCU H2! 2] 23 (complexity)
I AR HE o2 7)E MBI AE HA 8T 5
A= FAEE Ttk 2 A= o] NEE
BOPIS A|H|AE o8-Sl d Qlo] Rutd Hof A
Golu T TR A A ARG o] golstths U
o] 2 Aogic}. BOPISE &2 WA Al

7F o] o]-8-otal Al WA R 9/ o] Bl o]&

i}

5}l QJtt M-commerce2] g0} B3SOl 25
2 o] EollA Wi-¢ A1 WA SEE 5 s A
2ol W gk o] /TR Sl d AdFolA o
7| ol gokof JaFe v AR weE
t}. o|e} A ste] AP Ao e 7|7t o]
GO ko] e JFE A= AR TS Q)
TH(Venkatesh et al. 2003, 2012)

AF8)A gk (social influence)®|st TAME] &

(subjective norm), TPB2] Eff=(attitude towards),
MPCU 2] 471483, IDTE] o] x| e} F-Ag 7Hd o]
ot & o] Sle AHEECl /Y7 =R Al
ARS Sgofjof gttty U= AL E IRttt £ A
FoUAE o A4 RO AL OB
Aol EAG, 2, T =, 7F5-5°] BOPIS2| H ]
= Ao fﬂé = WOM?| &5o= 14943%}

L= =T}

F

&3]
=g E 7}o /\].33‘47(4 4,1—7:]]03/3 2
= AxUHHS 9 0583.01 aA 57t
%} 1*1 ALRld deFe& o8O
710 2 7|t E th(Alalwan et al.
2016, 2017).

ZZ1 2 Z(facilitating condition)©] =+
A7, IDTE] 7HA1 A3 3t ALY 7l o = 222 0]
&2 QL) ATt

7] g
AASRE A LHA] ol A

i)

A= o 7I'd2 BOPIS A H| A8} W H 7]&4-

(San Martin and Herrero 2012; Escobar-Rodriguez

and Carvajal-Trujillo 2014).
L-57] 9] YAZ gol ol

s2pgste] Watehs 21g ©
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Aolth, YA ozE AAH AHE

AeLp 24802 oA, 2

ME< BOPIS Al2ge An|glA 2

Holgict. mEtA S o] ko] FEet 5 mjael
=

=TT ]ﬂ'(Van der Heijden 2004).
7FA](price value)st =722 Q1 7}x] ThH] A|

ol thgt 7FR] (IR = o] )7} A ear A ztst
12 ettt whebA 7HE7ER] (price value)= At
Lol 38241 Y= 1A, Wen(2012)-> ©|
Na-& M= A|2H Aol 7HA A K(price saving)
= 72 e A= sttt 2 Aol A= o
Nd2 BOPISE ol &d =M 7FAHH(price
saving)©] 7}Hgotths W-g o &2 Aottt Mzt A
A o] o] &2 7HAA o & A st FA7] 5ol
7FAR| w7} 7HE Rt e 2 g 7HA o = sty
2t @2 o]lo] Qltk(Jensen 2012; Wen 2012). ©]
eF Zol 7147} 1% BOPIS A|AHIO] AR O = <
l¢) ]’Q‘(COSt)—/] ZoFo| 9it}

= “3:]%’0— 94 ]@"4’- 37\]’ A N= AHH-EE]
& ARl & Aol A= 7HA 7}

>

w 1o

:—'._, Ol-'O rlr juiit}
>,\1
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2] ]| H]-8-7}X](price saving orientation) & E &5}
7 95} % th(Escobar-Rodriguez and Carvajal-Trujillo
2014). ©]<} T3} Chatterjee(2010b)= A %]
¥ 2u)A7} S g U A e B Aul 2B
o] o]8stH, A-8-4 ‘5 7](utilitarian motivation)
7FBOPIS AH| 28 ol 851 Fozgel A 588
A oletar shic.

npzjeko 2 o414 (innovativeness)©| gt A 22
42 AFgotels Acle] AEAel oAE et

r)r A5 ﬁ:rLoﬂ/q ZHzEe] AL ICT 7]4te|

'8
A}ﬁﬁ}ai% Aele] A o) X;H's&ﬂr. .
Aol 258 AR e ALBE ol gotelt o)
& %ol 2| M (Lu et al. 2008), 53] 721] 4140
EFe% BOPIS A|AHS o] 8ot = o7t w2
Ao oA et 2ekel Aol S

Pt AR AT T2 HA4-E o] golze
FFS nx]= 7102 LEFGTH(Venkatesh et al.
2003, 2012; Pantano and Viassone 2015; Alalwan,
Dwivedi and Rana 2017). ©2bA| ot et 7o) 714
= A4t

i

o =
o)
o ol

714 1: BOPIS MH|A0|| CHSH 4 0k7| Cl(performance
expectancy)< O| 2|2 0f F(+)e| &2 0
A Zo|ct

7444 2: BOPIS MH| A0 CHEE =24 7| Ch(effort expectancy)
= 0]82|=0f F(+)e &= O|& AHOo|Ct
7FA 3: BOPIS MH|AO|| CHSH Abs| &

XM dsk(social influence)
2 o|go|= o H(+)o| ¥E

st2 0| Zo|ct

7}4 4 BOPIS MH| 20| T3t 275 7d(facilitating
condition)& 0| 82| =0 H(+)2| F&te 0|
& Zio|ct.

714 5: BOPIS AH| A0 CHst @2HE7|(hedonic motivation)
= 0|89z 0f H(+)o g2 0|E Ao|ct.

7} 6: BOPIS A{H|AO| CH3F 7HZ4 7}X| (price value,
saving)= O|82|=0f F(+)2 = O/H
Z0|LCt.

7} 7: BOPIS MH| A0 CH3H & Al (innovativeness)
2 0| 82l=0f F(+)o d&¥= 0|& AOo|Ct.

2. BOPIS A12|(Trust)Q] M3 Q QI gl 71

AR Fa B TAEolT, 2
FglA Aol e gl we G
O

UrE’r‘*E’r Aol tigt A= A,

H| A~ & S =] Qi)

A=Z7F gletd oi| glo] AZA|7F o] Foix]+=
BOPIS A|H| A= EASHA] 9 Zlolt. 22l 4
Aol A= A E o] E7to] glo] X4 Eojof 5}
gH o] A2 Agesfof et Full 2 o ubgof A
+ SSTE ©]-&517] 93t weks JH O] Heto]

Qo o|eet AR =EE dH7} glojof A=
7} @A =]o] t] 2 E 3 SSTE ©]-85 BOPIS A H]
27} o] Fof 4 4= Qlrt. A9t o] 2} BOPIS AJH] A~
+ o9 S o] 85t A4 MR AHE Sh= 7t
ol A of thet A F] = v F a3}t o]} 7
A== o] 8ok e} o] &Y Fof| FFS nXth
<t A4 2007; Luo et al. 2010; Yu 2012).

(]

~
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LR 4
1 80| A5 AE ) Tl Btelo] 3
St 2HHSH AL 7| A o] Fof|= o]F] 7
A N He 98X AAA HHA Eo] 7 9
ERPECERE EOECRE R B
G u| I th(Hsieh et al. 2010). £ A4 = o]
Ade BOPIS AH|A A ool w80l D 4 Gl

= ALgAPO A A FT 4 Gl AR, Bkt A4
Sl ZEHSE A0 ARE Hdst= A A9
Sith BOPIS AlH|A ##ESe] Qo] AR = Hshst
R HAARIL Bol), olelg 1o
EAolopLE A= 7hA L Wk opjet ol g o)
et 7140 Aol g2 v HH(Kim, Ferrin
and Rao 2008).

Z]|Z+E H Qk(perceived security protection) O]t A}
8771 BOPIS 49|25 $15) Yok Au, A%
o5 Fol BEH g 714 ALgo] ehd
sttt Weg Witk Ajze ARI|Ee] g AL
8745 £EUNE JHE o lof Bdol 2

O

Jolek At et

o

l

=

Rl

privacy)« BOPIS A|H|A {5 AR7}F a7 o
A AT gAY JHE 22272 O HE
< 7Hs/dE Rtk = A HES Adof Z{Q1e] A E
TS A- QA ol A ol Bm e E 7 §lo]
487} B EE Aolek, o714 Privacyl Bl
o= £4 g Aelot U2 Ael Fa Aoz
HH 222 A& 71X, Zefo|HAl B
+ A=} o] &2y of Wi FAF A FFS mIR
TH(Kim, Ferrin and Rao 2008). whatA] ot} o]
7Hd& A5kl

7+4 8: BOPIS A{H|AO|| CHzt M & Q| & (information
quality)2 2|0 H(+)Q] &S O& Z0|LCt.

7H4 9: BOPIS AM{H|A0] Tt X|ZHEl H Qk(perceived
security protection)2 AlZ|0f H(+)o| et
O ZolCt

7} 10: BOPIS A{H| A0 CHSH X|ZHEl Za}O|HA| BS
(perceived protection of privacy)= I Z|0f
HM(+)e gaks O|& Z4o|LCt

7} 11: BOPIS A{H|AO| C§3F Al2|(Trust)= 0| 29| %
x

of g(+)el &= 0jE AOo|L.

3. 0| 89| & (Behavioral Intention), 0| & 4
& (Use behavior), £ &|(Trust) 5! 7}4d

0]-2-9] I (Behavioral Intention)< BOPIS 23S
A&H o g &gt oS WehH, o]-8FF(use
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Understanding Consumer’s BOPIS(Buy Online Pick up In Store)
Choices

Sang-Lin Han*, Ki-Hyung Kim**, Young-Yong Jang***

ABSTRACT

With the acceleration of personalized online shopping, retailers have been busy changing and supplementing
multi-channel shopping structures. Traditional online channel operations were to separate or complement offline
channels and products. The reason for differentiating online and offline channel products was because the total
sales volume was zero-sum game and it was thought it had a self-encroaching effect. Recently, however, it was
found that the integrated operation of the channels enhances customer value and has high operational efficiency.
As a result, focus came on to omnichannel (omnichannel retailing), which provides customers with the same
purchasing experience using all possible shopping channels. The most important thing for omnichannel is to
provide BOPIS (Buy Online and Pick up In Store) service to customers.

Research on BOPIS service, which has been expanding its influence, introduces some contents related to
omnichannel, but lacks research on selection factors of BOPIS service, consumer behavior, and behaviors of
distributors. Analyzing the literature of omnichannel research, it is possible to classify them into three types. The
first is the change in revenue from the channel structure in terms of distributors. Second, it is mainly a factor
analysis on the movement of shopping channels by consumers. Third, is the interaction of multi-channel
operations. Recently, distribution channel is mostly a composite channel, and consumers are not always able to
prefer a particular channel consistently by using various channels according to the situation, and respondents are
less likely to distinguish between offline channels, online channels, cross channels, omnichannels, and
multi-channels. The characteristics of each channel are shown in Figl. The development of SNS increases the
influence of loyal customers and the decision-making structure is immediate and circular. Research that reflects
consumer characteristics of the digital age is needed. For BOPIS service transactions, it is necessary to install the
app and exchange accurate and encrypted information. Trust of quality, trust of distributor, and trust of process is
essential. It is necessary to develop a research model to grasp the characteristics of BOPIS service.

Reconstructed the integrated technology acceptance model (UTAUT2) frequently used in omnichannel
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*** Ph.D. Candidate, Hanyang University, Co-Author
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analysis and analyzed the effect on BOPIS service purchase behavior. By adding trust to the UTAUT2 model, it
analyzed the persistent use, use behavior, and trust of BOPIS customers. This is to grasp the benefits that BOPIS
consumers want from multiple perspectives.

The UTAUT?2 model used in this research is shown in <Figure 2>.
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<FIgure 1> Source developed from Beck & Rygl(2015)

social influence

facilitating
condition

performance
expectancy

effort
expectancy

behavioral
Intention

use behavior

\ /
price value

innovativeness

information
quality

perceived
security

hedonic
protection

motivation

perceived
protection of | ¢
privac

<FlIgure 2> Research model



20 | 959 2434 35

This study conducted an online survey of 377 men and women over the age of 20 who live throughout the
nation through Embrain, a specialized research company.

<Tablel> shows Latent variables and references used

<Table 2> Latent variables and references

variable name item references
performance expectancy 4 San Martin & Herrero (2012), Venkatesh et al.(2012)
effort expectancy 4

— Venkatesh et al.(2003,2012)
social influence 3

e .. San Martin & Herrero(2012), Venkatesh et al.(2012),
facilitating condition 3

Escobar-Rodriguez & Carvajal-Trujillo(2014)
hedonic motivation 3 Venkatesh et al.(2012)
Jensen(2012), Wen(2012)

price value, saving 3 Escobar-Rodriguez & Carvajal-Trujillo(2014)
innovativeness 3 Crespo & del Bosque(2008)
trust 3 Kim et al.(2011)
information quality 6 Kim et al.(2008)
perceived security protection 5 Kim et al.(2008)
. . . Dinev & Hart(2006)
perceived protection of privacy 5 Kim et al.(2008)
behavioral Intention 3 San Martin & Herrero(2012), Venkatesh et al.(2012)
use behavior 4 Wu & Wang(2005),

Venkatesh et al.(2000, 2003, 2012)

The effect of BOPIS service on purchasing products was analyzed using UTAUT2 model. Integrating
information from physical stores and online content using devices such as smartphones (merging touch and feel
information) is a characteristic of the omni channel BOPIS. BOPIS is integrating IT experience with customer
experience, increasing interaction, on demand, expanding customer contact points, and entire purchasing process.
In the analysis using UTAUT2 model, performance expectancy, social influence, facilitating condition, hedonic
motivation, and innovativeness, which are the predisposing factors of use intention, were found to greatly
influence use intention. As in previous studies, performance expectancy and hedonic motivation were analyzed as
variables with high influence. Effort expectancy was not considered to be an influence factor since many
consumers are already familiar with smartphones.

The price value was measured by changing from the concept of value to the concept of saving, and analysis
results showed it did not have effects. Also shows that price discounts are not a priority of BOPIS selection
factors. In Korea, there is almost no policy to induce customers to go offline by offering different discounts in
providing BOPIS services as they are overseas. Table 2 shows the analysis of use intention, use behavior, and

trust using UTAUT2 model of the research.
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<Table 2> Results of Hypotheses Testing

Hypothesis Standarc'lized S.E CR Result
coefficient
H-1 useintention <. performance 0.589 0.086 6.003  *** | Adopted
expectancy

H-2 use intention <--  effort expectancy -0.097 0.054 -1.627 + | Rejected
H-3 use intention <--  social influence 0.254 0.075 2.965 * Adopted
H-4 use intention <~ Z:gltzgzg 0.078 0.030 2201 ** | Adopted
H-5 use intention <--  hedonic motivation 0.300 0.039 5438  *** Adopted
H-6 use intention <--  price value -0.162 0.038 -3.090 * Rejected
H-7 use intention <--  innovativeness 0.122 0.027 3.377  kE* Adopted
H-8 trust <--  information quality 0.747 0.059 13.428  *%** Adopted
H-9 trust <--  perceived security 0.180 0.049 3.525  wEx Adopted
H-10 trust <--  privacy protection 0.097 0.029 3.097 ok Adopted
H-11 use intention <--  ftrust 0.137 0.042 2.739 o Adopted
H-12 use behavior < Z:gfggﬁg 0.062 0.026 1732 + | Rejected
H-13 use behavior <--  price value 0.008 0.031 0.176 + | Rejected
H-14 use behavior <--  trust 0.135 0.035 2.765 ok Adopted
H-15 use behavior <--  use intention 0.960 0.050 16.474  *** Adopted

***¥pP<000 **p<0.01 *p<0.05 +P<0.1 x2=2697.478 df=1.087 p=000 GFI=0.77 TLI=0.91 CFI=0.91 RMSEA=0.06

The predisposing factors of trust were measured using information quality, privacy protection, and perceived
security used in e-commerce transactions, and it was analyzed that all of them had influence. Information quality
was found to be the most influential. Trust also had great influence on use intention and use behavior. Use
intention was a major influencing factor in use behavior.

Based on the results of this study, as implications, first, by analyzing the purchasing stage based on the general
customers, active customers, and advocate customers rather than simply analyzing the BOPIS selection factors, it
is possible to analyze what the segmented customer needs are. WOM was most influential in the characteristics of
advocate customers, and among the O zones mentioned by Kotler (2016), the claim that networking through SNS
is the most influential, was proven.

Second, the fever of Amazonation is accelerating. People are shopping at Amazon.com and "picking up" in an
offline store, restructuring the store into a warehouse rather than a shopping space. If discount policy is applied to
BOPIS service for high-impact female customers, it is expected to generate demand like in foreign countries.

Third in the analysis using the UTAUT2 model, performance expectancy and hedonic motivation variables
showed significant influence in the purchase process using BOPIS. Customers will be excited if it is possible to

order by mobile, receive the goods and services without waiting time in the store, and receive the goods as one
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would play games by entering the code at the designated booth. This excitement is a positive personalized
customer experience extension. This will affect the increase in BOPIS service.

Fourth, in the analysis using the UTAUT2 model, the trust variable was found to be highly influential in the
whole purchasing process using BOPIS. Trust denotes that a customer can be trusting of the products, purchasing
process, and distributors. The BOPIS service involves the exchange of authentication, payment and delivery
information required for purchasing, so security is important and personal privacy protection is very important.
Accurate, detailed, and abundant up-to-date information that helps purchase affects the seller's trust. Inventory
visibility is essential in BOPIS service. Trust had influence on continued use intention and use behavior. It

suggests that trust plays an important role in turning customers into loyal long-term consumers.

Key words : BOPIS, UTAUT2, UTAUT2+Trust, omni channel, Trust
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