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The Effect of Unmanned Store Characteristics and Customer
Experience on Customer Engagement

Ok Kyung Jung*, Cheol Park**

ABSTRACT

The unmanned trend is spreading throughout the distribution industry. This field is attracting attention as a key
issue in distribution as the 2019 startup keyword is unmanned. Many companies are actively adopting IT-based
in-store technologies for cost reduction and efficient operation, and are working hard to provide differentiated
customer experiences. In this study, we derive the characteristics of stores that can affect customer experience in
unmanned stores, and demonstrate what characteristics of unmanned stores affect customer experience and
customer engagement. We also test the moderating effects of Untact(Low vs High) between ease of use and

cognitive and emotional experience.

The purpose of this study is as follows. First, the characteristics of in-store that can affect the customer
experience in unmanned stores are derived through previous studies. Second, the customer experience dimension
in unmanned stores is derived based on prior research. Third, it tests what characteristics of unmanned stores
affect customer experience dimension and customer engagement. Fourth, this study examines the moderating

effects of Untact(Low vs High) between the characteristics of unmanned stores and customer experience.

In this study, the following hypotheses were established based on previous studies.

The model of this study is as follows.

* Department of Business, Graduate School of Korea University
** Professor, College of Global Business, Korea University
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<Figure 1> Research model

Untact
(Low VS High)
H11 H12
sy : e £t
Technglegy famsor : i Customer experience:
§H1 L 4 : - :
Fase ofuse )3 P COONYE Il yr o sem—
P12 Consequences of
In-store customer experience

environmental factors

Customer
Engagement

Spatial layout
and functionality

Human factor

s | :
Similarity with : T H10

other customers / i Hé Social

H1: Ease of use in unmanned stores will enhance the customer's cognitive experience.

H2: Ease of use in unmanned stores will enhance the customer's emotional experience.

H3: Spatial layout and functionality of unmanned stores will enhance the customer's sensory experience.

H4: Spatial layout and functionality of unmanned stores will enhance the customer's emotional experience.

H5: Similarity with other customers in unmanned store will enhance the customer's emotional experience.

Hé: Similarity with other customers in unmanned stores will enhance the customer's social experience.

H7: The stronger the cognitive experience of the customer, the more positive it will be for customer engagement.
H8: The stronger the sensory experience of the customer, the more positive it will be for customer engagement.
H9: The stronger the emotional experience of the customer, the more positive it will be for customer engagement.
H10: The stronger the social experience of the customer, the more positive it will be for customer engagement.
H11: Untact will enhance the impact of ease of use on cognitive experience.

H12: Untact will enhance the impact of ease of use on emotional experience.
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Investigation procedures and analysis methods

The questionnaire was revised based on the results of the first preliminary survey. The survey was conducted
through online links and offline for about 2 weeks from July 7 to July 20, 2019. A total of 132 copies were
collected, and a total of 113 copies were used for analysis, excluding false responses. For statistical processing of

the data, frequency analysis, reliability analysis, etc. were performed using SPSS20.0, and the hypothesis was

tested through a Amos20.0 structural equation model (SEM).

The results are as follows.

<Table 1> Hypothesis test results

Hypothesis Coefficients t p Result
H1 Ease of use 545 5.202 000 Support
cognitive experience
H2 Ease of use 279 3.248 001 Support
emotional experience
tial 1 t ti lity —
3 Spatial layout and fun.c ionality — sensory 355 3121 002 Support
experience
Ha Spatial layout and ﬁmc.tlonallty — emotional 181 2567 010 Support
experience
s Similarity with other cgstomers — emotional 222 2477 013 Support
experience
6 Similarity with other. customers — social 641 6.191 000 Support
experience
H7 cognitive experience = 405 4.447 000 Support
customer engagement
HS SENSOLY experience = 106 1.348 178 Reject
customer engagement
onal . -
H9 emotional experience 259 2300 021 Support
customer engagement
H10 social experience — 107 1.066 287 Reject

customer engagement

°=495.865 (d.£=368 p=.000)

RMSEA=.056 GFI=.797 IFI=.957

NFI=.850 TLI=.943 CFI=.955

*p< .05, #*p< .01, ***p< 001



FOIOHEESH 0t D4 AH0| DHQIAO|X|HE| OjX|= & | 97

<Table 2> Moderating effects analysis results

Coefficients
Path Un.tact Untact p-value "
High Low
(n=30) (n=33)
Ax(d.£=1)
co ]flisii;)izSZrience O71%* > .031 009 =6.837
: i p<0.05
AxA(dF=1)
em(ﬁ?jza?iiseerience 392%%>-914 .005 =7.933
’ p<0.05

In this study, in-store characteristics that affect customer experience were derived from unmanned stores. And
they wanted to test what factors affect the customer experience dimension and consequently affect the customer
engagement. Also, in this relationship, depending on the trend of untact, which has recently become an issue, the
company wanted to test the moderating effect between the characteristics of unmanned stores and the customer's

cognitive and emotional experiences.

The results of this study are as follows.

First, among the characteristics of unmanned stores, the ease of use of technology has been shown to have a
positive impact on the customer's and emotional experiences. Second, Spatial layout and functionality have been
shown to have positive effects on sensory and emotional experiences. Third, similarities with other customers at
unmanned stores were found to have positive effects on emotional and social experiences. Fourth, it was shown
that the customer's cognitive and emotional experiences among the customer experience dimensions have a
positive effect on the customer's engagement. Fifth, among the customer experience dimensions, the customer's
sensory and social experience did not have much impact on the customer's engagement. Finally, Untact has been

shown to moderating the ease of use of technology with cognitive and emotional experiences.

The results showed that the ease of use of in-store technology influenced the cognitive and emotional customer
experience. Spatial layout and functionality have affected sensory and emotional customer experiences.
Similarity with other customers was found to have a positive effect on emotional and social customer experience.
Among the customer experiences, cognitive and emotional customer experience did not have a positive effect on

customer engagement.

On the other hand, sensory and social customer experiences did not significantly affect customer engagement.

Lastly, Untact was found to enhance the effect of ease of use on cognitive and emotional customer experience.
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Based on this, strategic implications were suggested and future research directions and limitations were

suggested.

The theoretical implications of this study are as follows.

First, this study contributed to empirically testing the integrated model of customer experience in unmanned
stores by organizing the customer engagement as a result of the customer experience and four dimensions of
customer experience in unmanned stores. Second, it contributed to testing the influence of other customers in
unmanned stores. Although similarities with other customers did not extend to customer engagement, similarities
with other customers were found in unmanned stores to influence the customer's social experience. Third, this

study empirically tested the recent issue of untact as a moderator variable.

This study has the following limitations.

First, the sample of this study is 113 parts, which makes it difficult to generalize the results. Therefore, it is
necessary to collect and analyze more samples. Second, there is a need to test the model by discovering more
prerequisites that affect the customer experience. Third, it is necessary to compare and analyze customer
experience dimensions that can occur for each type of store.

Fourth, this study has unclear limitations on the logical basis of the hypothesis, excluding the influence of
spatial layout and functionality on cognitive experience. Therefore, it is necessary to verify the impact of spatial
layout and functionality on cognitive experience in future studies. Fifth, It is thought that there is a possibility of
moderating effect of untact between spatial layout and functionality and customer experience. So in future
studies, It is necessary to analyze the moderating effect of the untact between the spatial layout and functionality

and the impact on customer experience of the customer.

Key words: Customer experience, customer engagement, store characteristics, ease of use, Spatial layout and

functionality, and similarity with other customers, Untact, Unmanned store



