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| . FTwvs.PT _# = o el
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P —
H3
Creativity f| Wi

Note} OC: Omni Channel, PU: Perceived Usefulness
FT: Future Time Perception, PT: Past Time Perception
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FT1: 3t2.2 0% 22| 0|2| A/ 23H0F STt M2t5ict
A'fﬁ”};i FT2: 21753} 25H0| QU ARRFSO|7| 270f & O[22 FA|O| 245t}
E1) | FT3SES0I27] 9/5 7H %0l St 42isict
FT4: U7} 30} & YS 8 2202 per Bergadaa(1990),
Llo| IAZ Sole = Ao =AC Zimbardo &
Npialzr | P2 U 02 NS 25t g0l 2f et
1) | PT3: 27Ol 55t 7|2 50| 0S40 HRER Bt
PT4: ZHE A0 0[0F7| E& 2 FOHBHC
CRI: L= SfLIo| 2|Alg Qo8 285101 CHE O] g3 £
2po| 2 CR2: Ltz Of 22 21 27| 942 g 2 aS0f 2t Richards(2007)
1chards
(CR) CR3: Lt E2ff 8 =9f (2| AL shs WS 2hert
CR4: 213 217} AWE0| £ 20| Ele UES WSO HE 2 FOH3iLt
PUL: LAY MH|AE EXF5H A2k - 20k30| 742 S A B3t
tz|l o ;
ASETES pun: gL MEIAE B2IH 9l HE0l POFY 4 7 E22 ABECH Davis1989),
(PU) Bhattacherjee(2001)
PU3: LAY M| AL Lto] AH|EE0 R85t
SHI: U243 AWS o o 7|20 FCt
AT SHE T SH2: U AH'E 4TS & Tff WOttt Goldenberg(2013),
sy | SH3BUAd aBS B dssict Mogilner et
SH4: BL2H'Y AWS S 1 HHQIHOR H2|2g Lot al.2012)
SHS: BU24'd 4TS o 1 LH= LY 2R410f ChE SHI2S Jtict

<HE 2>E= AR A AFEH F 25971 FE o] A4
g oy oty A9 A4S, AHEAS Q5] o))
g FEAd, AETYE S0l ol &3 FeAd 5
T HAE F20 A FA T E4S HolEt
£5] §EAES] T 370 oW HEEA L AE
TS 9l o83t f-5AE 8-S A 23,
A FHEAE Qo /ol 8e -5 e 73
2 AU ATE 195(75.3%), FHIY L TE 184
H(71.0%), LEHolE 176™8(68.0%), TVE&4Y 26
B(10.0%)=0 2 YERL o, FREMS A
2 ueRl FENEES ot &8st A

=
(53.7%)= 7V %—m
ohﬂ]—uﬂx} 100 tg( 8.
= U

Z7bA 0 7 R} 7o) A § 5 7ol &
Aejg Amugton 1 AL, wufelhgBA
ARG T ABTLL SHe vlgo] 7
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3} P} LRI dolA F2 o] Fojx e, Bl
A F40) R & o metelsel o §

FAEES E8al SUAY agufdo] duts)
=1 Qg2 2elskeinh
<H 5> BEO| QI EA5tH E4

T =5 Bz | H2(%)
e =l 163 62.9
of 96 37.1
10CH 33 12.7
or24 20CH 155 59.8
30CH 48 185
40CH O] 4 23 8.9
1S58 AsHEY 10 3.9
st cHetw 2sh/=EY 223 86.1
cHetH As/=EY 26 10.0
shd 186 71.8
AF/A22 35 135
21 A/l 11 42
S /M| A2 10 3.9
7|E} 17 6.5
1002+ 0|2k 168 64.9
2008+ 0|2k 28 10.8
UAE 3000+ 0|0t 31 12.0
4002+ 0|k 18 6.9
4002+ Of 4 14 5.5
QIE{H AT Z 195 75.3
?;*g_%”j DHUALIE 184 71.0
(;Té’;;HH%) LYY IE) 176 68.0
TVEAT 26 10.0
RIHUATE 102 39.4
X1|§7_LE% DHYEAYE 139 53.7
@2 3H7EH%) ABtofHE) | 100 | 386
TVEAT 2 0.8

2 a7e a7nge] Ag8 T EEL BT
dgBoz E35glon fAdnel /s

y?
i
Hu

A= A7 00 A mof] isiA] EAY
A (exploratory factor analysis)¥} A=A
ANsHE aaRA s 2t FAARe
TS HE T ofeR
U £4YR 50| U514 2 A0 2 HUY
(Nunnally, 1978). T3t & o] AMS-H
o 7|7t vl 4 47] wiwof vhat 2

ofAHE AHEESICE: Sleka AT
future time perception), 2t E A|ZFA|ZHPT: past
time perception), 2] 2 (CR: creativity), A Z-H F

B4(PU: perceived usefulness), £+ 3=-7H(SH: shopping

4D £ 2 fr X
o L o x ko
_]Dll HJIO rO
o2 s
]
1
)
>
)
o,

30,
32
oo

?_/\

oL
=
jaim)

o,
o2
M

happiness).
<B 6> 3Y2Y| G 20184
29I
1 2 3 4 5
SH3 | .841 .080 110 227 .005
SH4 | .790 .100 158 -.103 295
(;;{2) SH1 .786 .016 171 -.009 335
SH2 | .779 258 132 .053 .108
SHS | .767 .007 .065 -.051 274
FT3 | -.021 .859 174 -.019 279
FT | FT1 206 .834 267 -176 | -.031
(.897)| FT4 | .094 825 .077 .041 229
FT2 | 119 816 137 -.036 .062
CR2 | .003 .166 841 .054 107
CR | CR4 | 274 240 .822 .021 -.090
(.877)| CR3 | .150 .196 814 -.049 | -.075
CR1 | .180 .022 812 -.218 325
PT4 | .011 -.093 .039 876 -.026
PT | PT1 | -.047 | -.022 | -.097 842 -.087
(.851)| PT2 | .004 -122 | -107 842 -.089
PT3 111 .083 .032 746 .085
PU2 | .235 234 .044 -.020 .869
(.g};) PU1 272 .191 .077 -.023 .866
PU3 463 116 .031 -.083 77
Var 21.153 | 14.176 | 13.847 | 13.472 | 13.273
Cum 75.922

KMO=.786, Bartlette=4575.857, df=231, p=.000

Note) Var=% of Variance, Cum=Variance Cumulative %
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g0z 7t PSR A B8
2 Q Q124 (confirmatory factor analysis)= ‘A A5}
it} 4725} FTe] 27 210 ok o]
2 A, FT3SEA F AR et 47h, 1
MPT@M 2919 A9 oo}
th, CR(CR1:5H}9] Al Ao 3
gl A-8), PUPUL:=YAE AH| A=
v e ko] 7H2] A, SH(SH3:
2@ 0 PRotthe] 2t 1) ol 4
She Aoz ekt sgEde A
4 BaRag AT A5 Ags HIE
T 5&5h= 710 2 YEFYTHSRMR=.048, GFI=.910,
AGFI=.857, NFI=.901, IFI=.934, TLI=.909, CFI=.933,
RMSEA=073). <E 4>0] 4 e B9} ZHo] =
2 550] e BRAAA /127 5 olAfol]
dlZoll g ergAdol Aol ZlEglon 7gAl
27} 7 olAfo]lal W EAFSEZ(AVE: Average
Variance Extracted) -2 .5 o]Afo]oj A A FEFFA
o] k%ol FIEATt. EF A 2 ATAS
Al kel AVE 3= A2lskA] grotof i e /d
0] QJth(Fornell and Larker 1981). <3 5>0]| A 4w
2= o] Zt :ll/H N 2] AVE Zre| S48 7+

%

_l

o8 L S

L
%

OJK,OJ_Zil:)LJ.L

B o

<E 7> 23280 golH 20184

MEERES E

A5 og gz SB | CR | uge |AVE| @
FT2 712 | .083 | 66.032

FT 738 | .586 |.735

PT1 .833 | .089 | 53.497
PT | PT2 | 880 | .103 | 44472 | .886 |.721|.776
PT3 | .513. | .097 | 46.344
CR2 | 713 | .082 | 54.360
CR | CR3 | 773 | .094 | 45.654 | .846 |.650|.844
CR4 | 918 | .088 | 45.611
PU | PU2 | 928 | .095 | 58.140 | .906 |.828 |.903

BE T
242013 SE. | CR. NETS AVE| a
U3 | .892 | .086 | 62.073
H1 | .874 | .086 | 52.598

SH2 | .696 | .082 | 53.201
SH .876 |.641|.874
SH4 | .814 | .081 | 55.452

SHS5 | .807 | .088 | 50.576

x2=188.629, df=67, p=.000, x2/df=2.815,
SRMR=.048, GFI=.910, AGFI=.857, CFI=.933, NFI=901,
1F1=.934, TLI=.909, RMSEA=.073

rE
1

Ho
0ol X!

]

2

<E §> 2A7\do] THEELEHY

Mean | S.D. FT PT CR PU SH

FT | 543 | 0.86 | .586*

.005

PT | 4.62 | 0.93 J21%
(-.071)

Cr | 430 | 0.64 | 102 | 012 1 gsox

(.402) | (-.109)

224 .017 .025
*
PU| 527 | 0.51 473) | 131 | (159) .828

114 | 006 | 136 | 364
*
SHI 44910791 339y 1 Comn | (369) | (.603) | 04

Note) *: AVE gk, ()22 gh: T80 to| ofata|s

3. g+t7hdel 43

AT 7HEE AT A B R EA of A
RPAS TS A5 ATt x2=158.396, df=55, p=.000,
x 2/df=2.880, SRMR=.048, GFI=.915, AGFI=.859,
NFI=913, IFI=.941, TLI=.916, CFI=.940, RMSEA=.074
2 Uit A7 R o] AFmrt AvtA oz thEs
22 202 vttt mEba] 2 Aol AAH 7
2RP2 MRS S P AT BP0 R Tk
=]t

ZF 37N 7] A=l Higt M A2 <™
2>} <3 6>0f] A|AIE] o] Qlet. WA FT7} PUC
e ARE FAFCR %Sﬂﬁ* o] TA=Z et
o, pT7}PUC| U] A= FAACE {9

oflt FHI
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The Effect of Shopper's Time Perception and Creativity on
Perceived Usefulness and Shopping Happiness in

Omni-channel®

Ji Yeon Park*™ - Do Yle Kim*™*

ABSTRACT

The increased deployment of new technologies such as smart mobile devices and social networks and the
growing importance of in-store technological solutions create new opportunities and challenges for retailers. As
the line between online and physical channels is blurred, a new approach to channel integration is emerging—the
omni-channel, which aims to deliver consistent and seamless customer experience regardless of the shopping
channels. In the face of the rushing digital wave, major retail companies have regarded omni-channel business as
an attractive marketplace and built a new creative service model of omni-channel retail in line with the trend of
the times. However, a few retailers today are successfully executing the businesses on all of their omni-channel
initiatives. This is because with the momentum toward integrating commerce across channels, there’s one big
piece of the puzzle missing: the understanding of the fundamentally pursuing value of omni-channel shoppers.

To address this challenges, we started exploring with the following question: what is the purpose we live for?
The answer to this question that has been strongly proposed since the 1970s is happiness. Recent years have seen
tremendous growth in research on the causes and correlates of happiness. Researchers have also begun to
examine the relationship between consumption and happiness. This growing interest in happiness has affected
business, where researchers have begun to explore how to create brands and services that cultivate consumers'
happiness and how to design organizations to increase consumers' happiness. Particularly in the face of the
struggling economy, marketers have increasingly looked to connect with consumers on a more fundamental level
by happiness. Despite the growing interest in happiness, an empirical understanding of happiness in the area of
channel management, is still limited. Therefore, the aim of this paper is to provide a theoretical framework for the
study of understanding of omni-channel shoppers' value and we will propose shopping happiness as a long-term

performance measurement variable, rather than using satisfaction, in the omni-channel shopping context.

* This work was supported by the Ministry of Education of the Republic of Korea and the National Research Foundation of Korea
(NRF —2017S1A5B5A02023905)
** Research Professor, Institute of Entrepreneur Management, University of Ulsan, First Author
*** Professor, Business Adminstration Dept., University of Ulsan, Corresponding Author
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Furthermore, the present research investigates the effects of time perception as personal traits on shoppers'
response in an omni-channel. Previous research has suggested that time perception predicts our attitude, thinking,
and behavior. By applying the time perception inventory, this research investigates the causal effect of two types
of time perception (future time perception and past time perception) on a shopper's responses. Also, this study
explores the impact of creativity as an another important personal trait of omni-channel shoppers. Lately creative
consumers have increased, who use products differently from original usage or recommended methods. They
make their own strategies of creative consumption and share them with those who have similar interests.

In sum, this study investigates the changed, pursuing value of current shoppers, namely, shopping happiness
which is deprived as a long-term relationship performance indicator between a retailer and customers, and
whether there is a difference in response to the omni-channel (perceived usefulness, shopping happiness)
according to the personal traits of the shopper. Specifically, we examine predictors of shopping happiness in the
context of omni-channel, considering personal trait difference influence. Building on a cognitive psychological
approach, this research explores the effects of time perception (future time perception (FT) and past time
perception (PT)) and creativity (CR) as personal traits of omni-shoppers on perceived usefulness toward
omni-channel services and shopping happiness. To do this, the following hypotheses are derived from the

theoretical background and tested with the empirical analysis.

H1-1: FT will have positive effect on perceived usefulness, while PT will have negative effect on perceived
usefulness.

H2-1: FT will have positive effect on shopping happiness, while PT will have negative effect on shopping
happiness.

H3-1: Creativity will have positive effect on perceived usefulness.
H3-2: Creativity will have positive effect on shopping happiness.

H4: Perceived usefulness will have positive effect on shopping happiness.
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<Figure 1> Research Model

For the empirical analysis, we collected data through a survey of 259 individuals who have experienced
omni-channel shopping in Korea. In this study, an exploratory factor analysis (EFA) and confirmatory factor
analysis (CFA) were conducted to check the adequacy of the measurement components of the proposed model.
And, structural equation model (SEM) was conducted in AMOS 22.0 to test the relationships between the
constructs.

The results of this study can be summarized as follows: First, FT is positively associated with perceived
usefulness, while PT is negatively associated with perceived usefulness. It implies shoppers with future time
perception tend to positively perceive usefulness toward omni-channel services. On the other hand, shoppers with
past time perception tend to negatively perceive usefulness toward omni-channel services. Second, neither FT nor
PT significantly affects shopping happiness. Third, CR is not significantly associated with perceived usefulness,
while CR is positively associated with shopping happiness. It means shopper's creativity influences on the
increase of shopping happiness in the context of omni-channel shopping. Fourth, perceived usefulness toward
omni-channel service strongly influences shopping happiness. It implies that the higher shoppers perceive
usefulness of omni-channel service, the happier inner state they experience. Finally, perceived usefulness is
partially mediated the relationship between FT and shopping happiness, but in the remaining relationship
(between PT and shopping happiness and between CR and shopping happiness), the mediating effect of perceived

usefulness is not significant.
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<Figure 2> The Results of Research Model

<Table 1> Hypothesis Testing Results

Hypothesis Path Coefficient S.E. C.R. Result
Hl1-1 Future time perception — Perceived usefulness 712 130 5.500%** Supported
H1-2 Past time perception — Perceived usefulness -.332 .101 -2.682* Supported
H2-1 Future time perception — Shopping happiness .076 .104 .736n.s. Rejected
H2-2 Past time perception — Shopping happiness .066 .062 1.065n.s. Rejected
H3-1 Creativity — Perceived usefulness -.068 A11 -.615n.s. Rejected
H3-2 Creativity — Shopping happiness 392 .088 4.479%H* Supported

H4 Perceived usefulness — Shopping happiness .508 .063 8.036%** Supported

*p<0.] ** p<0.05 *** p<0.01

The implications of this study are as follows: First, unlike prior studies on channel management utilizing
technology-oriented theoretical frames such as technology acceptance model, innovation resistance model, and
task-technical fit theory, this study offers an initial investigation of shopping happiness as a performance
measurement variable for customer relationship management in a omni-channel setting, in recognition of the
changing modern consumers value,

Second, this study demonstrated how different personal traits, such as time perception and creativity derived
from cognitive psychology perspective influence shopping happiness. We find that future time perception and
creativity positively influence experiencing shopping happiness. Thus establishing and providing goal-oriented

and creative experience in the omni-channel should be put the prior place in omni-channel strategy, which may
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contribute to increase retailers' profitability and long-term relation with customers.

Third, this study empirically identifies the direct causal relationship between perceived usefulness which is a
key factor in the technology acceptance model and shopping happiness as a long-term performance measurement
variable in an omni-channel. This has an academic meaning that it provided a research basis for possibility to
utilizes the perceived usefulness in the study of various relationship marketing contexts.

In conclusion, this research provides a good reference for service providers to conduct attractive promotion to
maximize omni-channel effectiveness and offer the understanding of the modern consumer, which can be used to
distill the omni-channel customer experience down to recognizable touchpoints. Implications for business

managers and suggestions for future research are also discussed.

Key words: Omni-channel, omni-channel shopper, time perception, creativity, perceived usefulness, shopping

happiness



