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53} Al tH(the age of automation)’ & ‘g ©] ‘A& ]
A]H(the age of autonomy)’7} T2 5t 2 tH(Beer et
al., 2014; de Bellis & Johar, 2020; Schmitt, 2019). ©]
2R 799 7Ee w2 el A= Helr

AH| 27} o] g5t 7|&8 A5 AT ARSH= 1

2]-Z ¥ 74 $ttt(de Bellis & Johar, 2020; Grewal et al.,
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w0 & Pufsh -0l 4 Azl e B} 0 4 A2 e
o Tt B7} 9 AHg A L Hlo] T
A5} ks
glglont, 2ulars o] A8 77}
Sof) A Fo] cht BT 2 A 25 of

SELERER P IEE PES e Er S RS BEE B R

2017; Hoffman & Novak, 2018). ZA] &2k l: Al
7|9t A E A F ok, viE A-seHEA~Entd v
TE), 2AME A 2o =R &2 AR T2 A
2L 7e2 ol A& F2HA 7] 21 9 th(de Bellis
& Johar, 2020). McKinsey 2 114 of| wp=H 197
8 AR ol A Amf 4
711 QlF A5
&Y 7R A gloH, T A 7= At
6,000 &2 o]/fof Detrtal $hek(Chui et al., 2018).
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2014), AH

et A-8A e} A= FEEh(Alba & Williams,
2013; Dhar & Wertenbroch, 2000; Holbrook &
Hirschman, 1982; Voss et al., 2003). |23t &2
ArrEol] Al et A8 Aol tiet B7HE ol 3l
A 217l g W7 58S 28R Rtk 9 71
o] &7 2FcH(Longoni & Cian, 2022). 2= &
2, A, 7714 7} A o] 7]wrste] Wb
ghetel, -84 A, T4, el 87t e
2 ujgo R BrhEck oleld 7S AetAet 4
Aol o] ZpA|of B2l S Tl et A A=
A S, BHA 7HA, BA A 7HAE Hrdste

W, N oo
M}

2

S 2 7/ d3tE t(Batra & Ahtola, 1991; Hirschman

& Holbrook, 1982). AA| &2 22| 4H]= HAZ o

2 FHEst AAgHer FFolx Aol Aot

(Botti & McGill, 2011). tJZA o0& AgA= &
3

=
B, 7%, A 4 9 e wasts Ao

tlo

2 g3} th(Batra & Ahtola, 1991; Hirschman &
Holbrook, 1982). ARF2 0 = F{eHA] AH|of H|Gko] 4]
/A9 AHIL QA o2 FEETHBotti & McGill,
2011). wHepA] 2 Aol A= AFEo] AlE-& 87t
< o Aol Hlste] H-EA O] H Al FEE

Ho] & F3FS v Ao =m sttt A4S
“(desire for control)= 71 SJAF A of] Tkt
TS 1] Xt (Burger & Cooper, 1979). SA| &= QI
7ol epangt S 2 A AbetEo] 243 5ol 424
ol P& n| X th(Averill, 1973; Higgins, 2011; Kelly,
1955; Langer, 1975; Leotti et al., 2010; Skinner,
1996). Burger and Cooper(1979)°f ©]5tH 712121
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A7 E2 A ES oA 24 9] 1S Aok
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25 AL &R0 @ Fofl AA|A7]= A F
Sfl(Kocher et al., 2019) AH| 2} &7 TZAA 9 A
o Aol A 21 A eeh FZ Al 7] Do
2 9l5j(Hildebrand, 2019) 334 A| A=l A o] 2}
a0 A|AFo = ST Qik 24 AAH
o] 27| Fei= 7 &2 o A| A E E(virtual shopping
assistants)2F1l = 51 18| E A5 7|HFo 2 7))
I3t & Aot 4 Al A"

ZH& 49 A~ Hl(autonomous shopping system)-=
ucl) ]q]ﬁ _,]/\]-75744 ol 04 4/&1:} H

A
8 U UGN F2 AL A
o
Bellis & Johar, 2020). &3 A| A2 /\H]Z} 4T 0
2AA W A oA A Y A2 Sh= HHH(KScher
etal,, 2019), A28 A AR A H| 2} oA A A v}
A& 415ttt (de Bellis & Johar, 2020; Grewal et al.,
2017; Hoffman & Novak, 2018). 0] |22 33 2] 7]
=2 B2 57l AEA4E Ve, &R AR
o] gle RN AE Foto] A-H|AFo] &7 Z
olglgt 7|&} AT AEoh= Me HSHRAFT
(Grewal et al., 2017; Hoffman & Novak, 2018).

A E 5o, FFol 5T Ao e o o2
w42 7|9t o & Slof 4-H[Abo] Zho glo] AH|A}

Al5}od —T—v‘_:'—’é]-,_ Boxed’s Concierge &2, 3%
P RS 76t & Sl Alm
Sh=Ad o] side] o8 I
7] Aol FAH a4 A AF

% Sftfolti(de Bellis & Johar, 2020). @A
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(Rijsdijk & Hultink, 2009). 3174 9] o]
o] 7};<4 0/\]-0} 1714_4 e 1l H‘M]

L e
o acle] digh RS 71%3; DA oRE &
Bk A 5= = = QITH(Schlager et al.,

o Y

o
>

2019).
H| & 4% 2k 7]&s2 O]Xﬂ 2 57gstar ‘211]
ot %1—7:]]01]/&1_‘: 1996 o] 7
“ZFrl o] A E S5t HOH 719 E}E’r 5}3}”
= A&d 4 4% dubA oz Zrxskal lrk(de
Bellis & Jorhar, 2020; Rijsdijk & Hultink, 2003). =z}
49 A AHL o]710] SJAFF A o] thot W A2
FolAY Ao RN £ L2 ~E
2 WMsAA BeRe A7o1A WA
(de Bellis & Johar, 2020). AF-&4230 A|AH]
=2 A2 A& AlA S 1A A AF(cognitive
tradeoffs)S &slol= o] o] lth(Broniarczyk &
Griffin, 2014). §tHof| &H]|2t= 24 A4S 27]
stol A7hl AL 2Hasts A AY 4 9o
(Wertenbroch et al., 2020), £33 SJAF A o] ofj gt gt

o] Ho=2] ¢& 4 th(Heitmann et al.,

il
tHe

ol gtk (Kruglanski & Freund,
1983; Kruglanski & Mayseless, 1988). &2 &7}
o Aula Feold 43 Aulzol oo o
oAl =g BATHEYA 9, 2018).

Sharma et al.(2022)2 &4 A AR o] ARE-SE
7| 417 Bsb) ook AZeke 1] A9 4
24325 A9 oJgo] 282 ot -
7] (effort expectancy)= A2 Hl
ThH(Venkatesh et al., 2003). 127Z4-2 8]-2-7] 9|3t 1=
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Q52 kAl ARESH] 4l MER 7E
o]l A o]SttH(Chang et al., 2017).

2 (social influence) ESH A&7 A
| 9F= vA= o Fatt aclolzte
. Sharma et al.(2022)= 12743} 7177b
S48 AL AR HEE gF "
g4y A 2H] fEo] JFS Frh
Aot AFe] A ¥ (social influence)=
& =)°] ?F Abghe] B
FFS W3ttt Gursoy et al.
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2. HIZR: HEXY vs. =Y

vl 34 2 509] B e A7-E Ao AL
evlape] 43 571 Ui ol ik s olof g}
(Anderson et al., 2014). A H|Z}F50] o] D7 £ 5=
Z]of thote] ZARRE 478 Aol ofstH & 712] 9
A= ol 4= lek WA, ABAFe] E e of whet
St “d 2 A 9] 41 (shopping as work; Babin et al.,
19947 EAES Fote “AuEAY 4%
(shopping as fun; Holbrook & Hirschman, 1982)”9]
7d-5oltt. ol2|Rt £ AdFE 4 F9lof tigt 4
WAhe] ubEel S Wek] AurHe Ry w2
H 2|4 (goal-oriented) 22 A1-8-Z(utilitarian)”
H i}« Q 22 (recreational) &2 7|2+ (hedonic)”
Hof| A =2]E th(Scarpi, 2012).

A8H F7)= 499 7] (functionality) ¥}

-
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=
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e,

o] gl WhHel, A F71k AulA7t £ 7
| e 271 Ao Aol 4var} 24
A 04 2754 b 9l]

Jain, 2009).

Zure A9 Aol 43 F71of et AE]
S A-gAY(utilitarian product)2} FH2HA(hedonic
product)2 2]l rtH(Alba & Williams, 2013;
Babin et al.,, 1994; Dhar & Wertenbroch, 2000;
Hirschman & Holbrook, 1982; Holbrook & Hirschman,
1982; Mano & Oliver, 1993; Pham & Avnet, 2004;
Shiv & Fedorikin, 1999).

AgAE £74 BAot /)5 el
7171 sl Flist= AlFolth(Ha Y £, 2022
Strahilevitz & Myers, 1998). A-8Af= Q1x]A AKX

%24

2] ¥} (cognitive information processing)= 55l
AlZFI} e S BAfoto] W2 A HE 3]skl AF
St o oJAF AAS 517](Mano & Oliver, 1993;
Pham & Avnet, 2004) Tj&-of A& JLoff 2] o] H] W
2 AckF7FE 9, 2019; Chernev, 2004; Klein &
Melnyk, 2016). St FAf= 324, F A2 7}
A& TEA717] T FA o2 Fujsh= AlFoltt
(Alba & Williams, 2013; Hirschman & Holbrook,
1082). AL 2gHEol T g2bA PAH A
2] @] (affective information processing) 42 5l
TFuf5t7|(Mano & Oliver, 1993; Pham & Avnet,
2004) wiZofl FHu oA A vHg o] Theokal A
(F7F= 9], 2019; Homburg et al., 2006; Kempf,
1999).
Aol AH| A= T

AAY &2 o] £ £A42 BT Xt ok A
71,2012). webA] FLRE Al E o]
A x5 &2 ahet -84

= 4= Qltk(Batra & Ahtola, 1991; Dhar & Wertenbroch,
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2000). =, & LRt Al ol EA| e 4] 2L o
0] wjot A kA AaAo] et B571
et 4 ks A olth(Melnyk et al., 2012).
AgAE A0l BaHol T, s5HolH,
o] = AlE(virtuous product) &2 QA &= Ht
rq A= A Ao, AR AHY, = ozalo]cq o}
o] Ql& AlE(vice product) 22 141 H THWertenbroch,
1998). #eha] £74-2 A-82] &40 Hlsl 8 A A
(hierarchy of needs)°ll 4] o}l 31 C.™ Z2 7 (guilt)
< ¢ wol] gtk (Kivetz, 1999; Okada, 2005;
Prelec & Loewenstein, 1998).
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htola, 1991; Hirshman & Holbrook, 1982).
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QE]'(Babln etal., 1994) Qﬂ'o] oA AgH 72 &
TSk A B[R AR Aok He oy A H A
9] 8o]AdE& FFSITH(Anderson et al, 2014;
Childers et al., 2001; Kwon & Jain, 2009). whahA] A
A9l 7 AlZE Aeke] Helht AH HTof &
o]/do] et Aa 4P A Ao Hit Aot =&

Zolztal ol de 4= 9l

whe o] ek shlols o et @Al of ojg
I EL 2L BUE R} she QU EL 24
% 4

Anderson et al., 2014; Babin et al., 1994; Childers et
al., 2001). 2 7Hx]| & F0h= AH|AFe] 790
239 B AATE Fastoh(#E ot 9, 2019;
Babin et al., 1994). o] 23t AH|2}= Zo] FLufE 5}

A gpob £ AR 2710 Fuj 4R 2
22 oj71ek. ufebd o] A9 BE o) o4}
242 £ A2g0] fAIsHE 4847 LU

o $22 12 sto] 279 APS Z70] AF

0

Elﬂﬂ = FH 3HS A9 o
Sk AE 4SS = B Y 57] e &0
(Kelly, 1955; Langer, 1975; Leotti et al., 2010;
Skinner, 1996). 434 1ol o5t FA|ofl tigh Q1
2RO gl 8= AFE 0] A4 A F o] FE A
2 9 Fo] AES BAsHE bl o] st
2 53 s th(Averill, 1973; Higgins, 2011). SA)]
of gt o] gt &= of5o] A19] YFol 27

= FFol AstA FoE 71&d ol Fob7l

o 44 LJERH (Piaget, 1952), A ¢10] Eo] A= A
21419 4 Oﬂﬂi e oPﬁﬂr% THEa Bt

#Hal 53] YEPATH(Chen et

al., 2017). A= %’4@ LS ﬂ% A-&/d ol digt 7H°1
- Qa

&7

2000)2} B4 5H] ﬁ%ﬂﬂoﬂ 9\1‘:}. 7144 o"%oh}%}
ZA Q1 BT Q1] FA| &0 FFS vE 5
QITH(Chen et al., 2017).

ALY AR FASH S4E
(Burger & Cooper, 1979). A3 Ao A= A=
felo] A=Y FAGS AAaAE W =74

A

= B |
SAETE

|o ol 3O

f
5
—_
%
ox
rit
o
rlr
o du 1o U om o

=
S7H71E S5 4
< H o] tH(Cutright & Samper, 2014). ©]
A2EE AT TS 54 877 &
TAE S k= A4S 20 7s Aol
Zth= Z o] th(Faraji-Rad et al., 2017).
Kelly(1955)= 2|4 ] o5 740 TAHE &
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etal., 2017).
Burger and Cooper(1979)°] °JotH FA L7}
e A7lFo] et AuEol gle

oe AREld 9% t
1A AP e HES 2 AREol
Helt e Heste el ek tebd, 54
8771 we AFES] B FASTI EE A
wEol o) A& AL G gl
9 Aoletn e 4 ot

4. 7142 4%

%7 A2qlo] Pl AFo) i A A vlpe
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ol Aoz $|ds7] whZoll A== A&l o
gt Brret gE=o] QoA 28 o] ETh(de Bellis
& Johar, 2020). 12U A& 4 PA| AR O] 742 F
2 7H 5 48 45 Al dalEEe] AEH
Bl skl 245t ghe] A Q1 ) 22 5]
off AB]ALe] AJZH ] g2 EfF T o] o] Attt
(Broniarczyk & Griffin, 2014).
T A|2do] Blsto] Ahg g Al A2 Al
Fofl wret AlEol it #7271 3 =
A ool o] Aolet side] B o=

(externally made choice)®l| H]3l| &H| 27} AA

HH(self-made choice)3<= 74-F- &H| A} THEo] ¢
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2,
e B o m 12 rE o b Ho

H|2to] 3k, Afm| et Hd 12|t 71 A] o]m] Sl

AE A HEo] F925}7](Holbrook & Hirschiman,
1982) 2ol A~ R HF A AFS S5 Y= &
Mol = FH Al A" KT o oA AA-E Ad
o= 9ot Aea Al Ade] tigh e o gFol

o)

2 o]t}

urele] AgA1o] A9 7% el AFshs A
Fol| Tek B A4S Fste] el Ho| 1 ApA)
£ 4TS vhgo 2 49 A 2dlo] Adsta 7o)
2 she g4 A2l thek 2u] ko] Axgro]
seAfel Hlste] W Zlolct. utebd A4 7
S Ao ARt AHe4W ALl k2]
Aho] A ojgFo] o - Aolet ) 5, 4
Hzte] Ak el A7) F3 AR HaY &

o]/do] Z7}5HHA|(Childers et al., 2001; Kwon &
Jain, 2009) A& oJqFof| = FAH A kS vl A
olekm etk 1> A5

7bE 1 ME|Eo wet AteaE A|A-Oo| CheE

i
(Ao TS xHEf ol SU A Zof Cist
B7h7t B2 LtEFE 20|t



HMERIM SHMET7E 28R AFE22E A[LHE K el OjX|=

STA A0 ChE EfE

LA AR FY
2Hd vs. AlgAT

= AOo|L.

7t 1-2. HEAS| B FH ALFEL AE4E Al
SO M ZF0of CHeh B 5L LA AEO
Chet XHEY ok X MZE747F O KA LtEt

2017). A= Aol tiet AHAke] Q1A Ahasr
B A AF o] tigt el = 4= 9lth(de Bellis
& Johar, 2020).

EA8TI} £ S AREL A7 F70] 7o}
welo] 9lo}. 4 ohE Algte] ojAig mE
A Agstal B8 Hles A
(Burger & Cooper, 1979). ttehA] whebA] SA|-E+7}
=2 AFEE AEL] HF Fulio] gk FAEE &
W77} 2 2 A 28] Hleto] 21 ) A7
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7t2 2. SMETC| Ko|of et AEad AlAFOof Cf

o (A TAIAHO| CHS ROl X

off et B7h7t Ct=A Ltete Zolct

7t 2-1.

7Hd 2-2.

SHSTI e Z2 FH AL X184
T AIAHO| CHe Aol U K Bol Cft
Botoll xHol7t g2 Holck,
SHETI 52 Z2 FH AAHYLECE A2
£ A 2RI Cf2t xS ol U KBl Cf
o BIPH O WA Ltere Holch
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OJE X 2&I= T& Y Fel e e

1. MM 8l BEMA o}, o] AP Aol gl ALl 2]H] offEE
g3 02 A4 EE FNET Y FIL PR

AR 12 aBA e fPol avlae] Mg H TEITEFAISX LT ASE ] A
et Wt £ A 2 ARGl v gy HEH/F LR FA AL HEEAD e
AE fHol 2R WE5) o) AA=get.  OFE FUASFAALES BAE 2 S st
AR WA ~E P EA Aad v, A4eam N AARHRAAL wEste] tigh BAF it et
A2t AE GRAER vs. el 2 x 28 B0l HEA AN “Fe/E X 25 28
o 7F 9 91 A A (between-subjects factorial design)= &ejAopL 7 er HRp ol e 2 £ el H. 5o Al
/\}%ﬂ‘ﬁﬁ} B Ao 22y AR A} ZaEol &/E 2 ¥ n]5li} ofF 2 FEIAE FJojE T}

W 2zn I FYY ] o] ofF e {E B EE =X A
Hol| Ay LHA FEE ] AAA s R HEA 24

ot & ANSAT. THEO R 4843 A2l BT
DAL “GAIA 5 H2ENA £ EE T
2. M X0l =% 9 AL A GIALEN L. CAIAE ) TG 2=

& RS 0] P10 AELH A LH YL
A% AUF2] 2 Chen etal2017)& upog ¢ GAAE HA)EFS FEjolr &= Hilope
= Tujels ASS AASHH &% A|AH FEF T GAIA= BI1E Plofe] Ejo]E X 25

%

93 Ay Qste], 24 AAH AL FE FYFHE R Zo] AAE T A& A
ST s oot MY H9lE Fe] eFetxs 2 SO EdSAeE 2US A L A e
she % 7o) AAS auApt st Aoz m O ALt BAF R S A~
Ayetdtt g4 AAH ZAALE o A4 HEA BARSEL A-SA 203} A 270 BAL
Tz A0 41 T 2HeJo] k] oolH Ao & ol AAE F2d FLASHAl 24 2331 AA

A ATl SUIAE dalstel 259 XE T A,
2z ANRAYRCS e T, FHUSA AE )

7&0]—7] 4 o}oq, 287 57@94 eEol X Ay (FEstehErE A st/ 2 o] o5 g of e/l -
229 7| 5AL ZF st FEA) 240 x5t ETh Thompson & Hamilton, 2006; = .70)2} 4273
Xi 2ehat olgrhe HA1S A2ac A5 Aol BAlo] el o ek Ma
AF ol L2 A o= tho g} Ak =4 Al A etal, 2015; @ =.83)& 9F HE & 2519} T2
oM AlEe H5 € 242 v=3 2ol A= AL, AlE e Mo 222 Voss et al.(2003)=
7 eho= sebAle] A% o) Ae ek o o

AT} “GAJA 2T KA Eof 4] LESIE Zojsic]
xu%o/ﬂixm/g GAJA L G2 o5 AZ =% W SHH(a=.90= A8 2] H-¢ “of-% &
v {8 Y IE Foli FH Aol gike St T ZIs Al why AgHet(as
of 7 5] F&E {8 gjor EAHS 7FH U T GAJA o4y0] 5o 2 oF] M2 2t



3. HERde =5E4d

10.80, p<.01), &£ A| A~
Mz2=5.09)k ¢ =& Zo=g

& A ) F (Mg an=4.21,

2 YERTHFA(, 137)‘

AlE o] A8t A2 A2 Z24FE S 12.87, p<.01). AlF F B (28 vs. HHA) ] + &
2 gelaty] Sfef 22 £4S stk &5 The RE FEHaol A YEA] oo
3= A o] A4S FEste] BARE 27 (Majeqy o2 & dfoA FHA o= AmE 17} of
=635) M 2558 g9 £48 Fxdte = FEY 4B ALH I AE 79 T 4=
HARE 2 AMasg=5.42)| A Bt A& tiof 2t 28 BE BASHAT & AA" 53} AE
A2 o] wo] Azt vhH(1=6.05, p<.01), &E35te] A 59 740 AT 2Re-e AlE Wt £ A~ A
83 2498 I ZAMagq=6.55)11E 255 HOTFo|A [ostA UEETth FAHo R, AlE
o] & £A8 A2 ZAMaay=5.43)1E BT tiof A= AlFol A8 uf= =3 1 el
Aol tisl) AgA= o wol AASHAThE=7.54, p<  (M=6.32)T} A&7 A 2RI(M=6.22) 7Fo] 2to|7}
01). ohebA AlE §3-2 A58 o5 22 QI LFEREA] QEQEA R, Al Fo] et e 53 Al
AE(M=6.39)Y TjET} &4 A AE(M=5.65)
4. &M ZAqt A off o WA YERGTHF (1, 137)= 6.19, p<.05). &
3 A" A ofekof tisiA e AlFo] A-8AY o
7] 2t =40 F aE A5 £ A = T AR (M=5.04) 7 AF-& 43 A LF(M=4.74)
28 9F(FHAAAE vs gAY A AN 7 2] Zpol7F UEA] EkAIRE, AlEo] A
W= AE Goret YA A Yoo A fojgt  me T ALREM=5.14)Yd i AeLa g AL
pol7F Urebgth 2| H o2 g4 AaBEg  HM=3.67)d o & WA YeRGTHE(, 137)=5.52,
A A2dd of AZHHMagen=5.94, Men  p<05); <H 1>, <3 2>, <TIH 2> %),
=6.36)7t © H& Zo® UEROM(F(1, 137)=
<HE 1> A S Y710l Cist LYAIAHFE x AIERH2| ANOVA 24 ZH3}
22 (source) M AlE5e AR YaAE F wolgtE
LA ABCH 6.40 1 6.40 10.80 .00
HELH 2.17 1 2.17 3.67 .06
LTA A ERE 3.67 1 3.67 6.19 01
2zt 81.13 137 .59
ZA 5,417.04 141
<HE 2> L YA A 2HERO|GRo|| CHSE £ UAIAMFH x AIFF2| ANOVA 24 ZH3}
$12-2] (source) MM s 2gs WS F Qolgts
LHTAAEHSH 27.86 1 27.86 12.87 .00
AESH 8.20 1 8.20 3.79 .05
AT AEKAYERSH 11.95 1 11.95 5.52 .02
at 296.69 137 2.17
Xl 3,391.75 141
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<E 3> A|ISGot0]| cist SAIST x AYALHF Y 2UF =20t 24 A
Y[R /] SE t ) LLCI ULCI
-1SD -.38 .36 -1.03 .30 -1.10 34
Mean -1.15 25 -4.57 .00 -1.65 -.65
+1SD -1.93 .36 -5.42 .00 -2.63 -1.23
<B 4> 2TA| AR YU Foj| T3 SHST x 2WAIA FUO| 2L 2} 24 A7}
Exeq B SE t p LLCI ULCI
-1SD -.89 .39 -2.30 .02 -1.66 =12
Mean -1.48 27 -5.51 .00 -2.01 -95
+1SD -2.07 38 -5.46 .00 -2.82 -1.32
Mg 87t LN 2 oY
8 7
7 P, 1e = o — G 7.0 = = = = - 7.00 o
R L2 e d : “-:Z:' _____ T - = 5.67
: 5l07 4 e 3.60
3 3
2 2
1 1
o 0
-.94 .00 .94 -94 .00 .94
SE2 SRS (-1s) B EHET F2 EH ST (+as0) %2 EMZ(1s0) B EMES E2 EX&F(+1s0)
o =% A as] Aeadm Aad =0 =0T H A AT LT AAY
<1 3> EHZ Tt LWAIAY S 20| 45242 B3}
Aol met 2 vebd s dSstak okt S ottt mebd of 22 EAEE Rad 5
A 1T AN R AL FE AN E AL Z AEF 2847 2P A2H] BA0) 99 HEE
ESFANAHOR T iuch 44 Ala AT S FAL AN S Ay ma R o)
Wog puje o] AEW Y £WA AT Yo wWasi
| o WA et ol2igt Aiks 2uAEe] F
A gpol ahet AR A 07 Lpebad], AH]2HE ]
5 477t w42 2R Aardor pog e V. BE
o A4y A2goR st o) AlEe] st 3
b8 AFg4 Azde] e Agelgol o Wol 1, @le| 9ok
At olet &2 Adte AT =2 AHA
Ae oo A7 v B AE el tiet 2F A 1= A 2" Fo] AlFel et B
FAES Ao R A H fdots AEL b WAL QY ool mAL JFE A
B ALEE wjgHo7] et Ao AAE = 9l fo] RS FRlkAh A8 Aol AL F
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AN~ o Fufjsts 9ot A-gay AAFC
2 Fuiste Feol Aol et H7F 9 £PA A
ol tigt A e ofgke] Zpol7F vrehtA] ekgiet. 11
2Lk A ol teljA= F4d Al AR e R Faljsh=
AL BT A4 A A0 g JLufshs A 9o A
ol tigh ®7 & A Age] tfgh A= ofgfo

o W 710 2 byt

—_— ==

AR 200 E 2BA2F O FFo] AlF Hg
Bt P A2 A o] WA= FFS 2]
A5 0] FA &7 24 -e skt 28 AE
O] SAET7 EoE 7 AL" 20 Hlsto
&4 A" 223004 AlFol et B7het 4273
AT A= o) gFo] VA YR TE

2. 2 AAPH

2 ATE e 22 ol B A S Al T

HIZA 0| A 7150 Agel dig A7 4
Aol dF A 7IRtez ¢ Z& AF

5 3)oll it A7 -;F% o|F et et AR 2

7ol o g Qs 7 & W7t yehal
+ 2 AFgell tiste] B B2 A7 Qs A
2}o|ti(de Bellis & Johar, 2020; Faraji-Rad et al.,
2017). 2 AFoNA = e Al 2H ZfHof n|Z]
= 78 ¥4 T A A AE F3% &
H|2}9] FA| &of uhE Zfo] & &}lste] AH| 2}

2l
Apged) A5 Ado] B AAHES A G

30 Mo

Hog of@ AFol gt o | 2nlxtel ] o wit
Hog Aqeg 5 YAl thste] A 2ASL
BrEd el A olel7} otk

28
AR, A8 ] 7 f-olli= AH A ATH} H-E=
Aokoff a1 AlF o] AE o] ek golido] =of &
ARl FujoAl A& st olfo] HEgE o]
(Anderson et al., 2014) A& A AH O] 2| = o] 3F
o Aol H|ste] Eokeh. A H- AFA
2" o YA A o] DS HAche A AL
HH T AH7E 4 0] Ao AA|E S7HA A
o = AHRRY] Al S Eebae A
Al2dlo] it o7t o w3ueh 2 A AE A
ol -85t 7] 4 o] Aol A= AlF el 3 ofl =
2t o3 A| A" A4S 2 sko] AR A=
£33 A AH AQES 2 A5 4 Qs ks nk
oha, 2owlAhe] AL ol A 2]
L5 ol MR A& SN & Aot
dg 59 159 A& (grooming products)¥} Z-2
A8 0] 9 A-&4 Y A ARS S-golal, et
a2 =AY A 4 ALRE S8t Aol
AaARl {5 Aol F Aol
EA, AFe P A AR FAEA7E S 4B}
of Hlof FA &7} =& AH|A A= BG4 &
ﬂr* e AR SAl 7 =2 AR
A& Frfst7] 7kA] o] oJAf A ol Hijt 2|2t

SAAl Histod w7
Cooper, 1979; Chen et al. 2017)
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The Effect of Product Type and Desire for Control on
Consumers’ Autonomous Shopping System Adoption Intention

Juyon Lee*

ABSTRACT

Purpose: With the proliferation of artificial intelligence (Al) and autonomous technology, automation has
changed many aspects of the retail industry. This research explored the nascent but essential topic of how
consumers respond to autonomous shopping systems to which consumers delegate substantial parts of shopping
decisions and tasks. Autonomous shopping systems have changed the shopping process tremendously by
reducing or eliminating the need for human decision-making. Recommend systems offer personalized
recommendations and take a supporting role, but autonomous shopping systems go beyond providing suggestions
or recommendations by actively taking over shopping processe without consumers’ intervention. Removing the
decision-making process offers advantages such as saving time and effort or alleviating cognitive tradeoffs. On
the other hand, consumers may be reluctant to adopt autonomous shopping systems due to the lack of perceived
control or higher uncertainty of decision satisfaction. In this study, two experiments were conducted to see when
consumers’ adoption intention toward autonomous shopping systems increases by focusing on the moderating

role of hedonic vs. utilitarian product type and consumers’ desire for control.

Research design, data, and methodology: Study 1 was conducted to verify that the product type moderates the
effect of the shopping system type on consumers’ attitudes toward the shopping system, including product
evaluation and shopping system adoption intention. The experiment used a 2 x 2 between-subjects factorial
design of the shopping system type (recommend system vs. autonomous shopping system) and product type
(utilitarian product vs. hedonic product). One hundred and forty-one responses were used in the analysis. The
purpose of Study 2 was to test the moderating role of consumers’ desire for control in the effect of shopping
system type on attitudes toward the shopping system. For this experiment, a 2 X 2 between-subjects factorial
design of shopping system type (recommendation system vs. autonomous shopping system) and desire for control

(low vs. high) was used. One hundred and sixty-one responses were used in the analysis.

Results: Study 1 found that consumers’ attitudes toward autonomous shopping systems differ by product type.

* Researcher, Institute of Management Research, Seoul National University, Corresponding Author
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For the hedonic product, product evaluation and shopping system adoption intention was higher in recommend
system than autonomous shopping system. For the utilitarian product, however, there was no difference in
product evaluation and adoption intention between recommend system and autonomous shopping system. Study
2 revealed that the desire for control could be a psychological barrier to autonomous shopping system acceptance.
Specifically, for consumers with a low desire for control, there was no difference in product evaluation and
adoption intention between recommend system and autonomous shopping system. On the contrary, for
consumers with a high desire for control, product evaluation and adoption intention were lower in the

autonomous shopping system than the recommend system.

Conclusions: This research provides several theoretical and managerial contributions by adding new insights
into the psychology of automation and human-technology interactions in the retail industry. First, this study
extends the literature by addressing whether hedonic vs. utilitarian product type leads to the preference for or
resistance to autonomous shopping systems. The results suggest that the autonomous shopping system would be
more effective in cases of shopping utilitarian (vs. hedonic) products. Managers could apply an effective
shopping system introduction in a way that is aligned with the target products. When hedonic attributes are
relatively more important, promoting products with recommend system is desirable. On the other hand, when
utilitarian attributes are relatively more important, selling products with the autonomous shopping system would
be more effective. Second, when the desire for control is high (vs. low), consumers are less willing to adopt the
autonomous shopping system. Consistent with this result, marketers should establish and apply an effective
marketing strategy by adjusting the autonomy level of the shopping system according to the consumers’ desire for

control.

Keywords: Autonomous Shopping System, Recommend System, Hedonic vs. Utilitarian Product, Desire for Control,

Adoption Intention



