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Vahdat et al.(2020)=
= AMR)A F7F A
o 9F= v 4 A== AASFAAL, Arora and
Sahney(2018)= Al2l¥ 3J5C]E(TPB: theory of
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3 ol — — oll < o0 ol < o ol of) ol A - O ol §, - ar 0| o &0
RE| & <™ T 0o oo X = P 7 oo L ~ el
N _u_._o“_ol__._ o =< oo _u._n_Alm__oo D._AWN_Z _u._ﬁlonﬂ._n D._:AMEl ZH_.__.MO
H.AINM X B0 I__ < K X 6 =) An_
< _ — i ~ _
01 i i 0 ~ X
° = = 3 140 Ny "
= (Y ™ o X T ™ e
=) E] wr 'S ~J Rﬁ qr <D
= < ™

(factor score)=

g5

(%1:]-1

35}

£ 7

Lol A= UTAUT2

=

o5
-

o}

H B 298 2 (varimax)

S

o
=

Ol 2 M(factor analysis)



AH|RtO| 2.2matol gE0| WRY0 O/X|l& ke | 35
<E2>Hp0| 29k AT
HeE 3 BFEH} SAYU 2|22 2|53,
A2 M) 69,913.795 186,556.499 11,150 0 3,624,486
A AR A|ZHE) 126.118 510.804 0 0 13,711.384
O AT A|ZHE) 4,040.991 11,539.582 1,659.500 0 322,646
S 44.086 9.737 44 20 69
AELE! 4.062 1274 4 1 6
SIAE ATIHIE? 2.467 1.251 2.500 0 6
F1:(Yh 25030 2R 1=130H A 0|2 2=1~3Z 0 2 D|Ch 3=32~5Z40t 2 O|Ch 4=52~7 0t & 0|2k, 5=7210t §~1 2 0|2, 6=1
of 9l 0|42 LiEtY,.
F2: (2219 SCH HE 4BYIEO| FR 1= 13] 03}, 2=87| 1-23], 3=27| 1~28], 4=& 18], 5=& 2~33], 6=F 13| O|&+-S LIt
<H 3> B 7 AR
LI 1 2 3 4 5 6
1. ZA|=2oH 1.000
2. OfZATIA|ZE 1227 1.000
3. M AR A|ZH 343" 176" 1.000
4. A -.059" 1217 -.132"™" 1.000
5. 058 046 -.054" -.039 178" 1.000
6. BIAE ALBIE 125" 075™ 156" -.170™ 079 1.000

In(OHZE LA IZH

<% 1> ZHUNH AL o Fofl E

ol 7IHet a]li

77R9]]

&

In(OFEEHIZA)

[ ECETR PN Eal-TINE]

BT

confirmatory factor analysis) A¥H& HolFrh 2
24dls duK(Cronbach’s @) %= Fol W&
A& ST AT 25 8 o9 A= A=
E UeY 2 Aol g

Z4Ws5d] gg adAAe] 7 ool
]

PROM42] A Q& AjgFo] 6342 LIEFFO
GeeE SR Sa B mgh, g4

I (CR: composite reliability) 4t .8 o4}, H

AF3Z(AVE: average variance extracted) &=
oo L} FEERAe] e shlst
Ch(Hair et al., 2011). =3+ 2 o)A UTAUT2
TANEE Aol WHEFAAS HE5H] Sk
HTMT (heterotrait-monotrait ratio of correlations)
- Felotdot. HTMTE o144 H4dS

>
EL
EN]
38 o Hr L T

=



36 | REET HM31& HM1=

<E 4> 201 201&8Y
s QOIA z{2k CR AVE Cronbach’s a
PFM1 842
M7 |ch PFM2 833 874 698 874
PFM3 832
EASY1 862
EASY2 854
37|04 925 755 925
EASY3 887
EASY4 872
SOC1 907
AtS| A ok SOC2 936 .945 .850 944
SOC3 922
PROM1 806
PROM2 866
Z2212A .858 .612 .856
PROM3 804
PROM4 634
HEDI1 894
a2 =7 HED2 908 923 800 923
HED3 881
PRIC1 769
b7z PRIC2 826 852 658 851
PRIC3 837
HABT1 835
S HABT2 861 .876 703 875
HABT3 818
Aok AXE o] AT BRI FAG T 38
ANEE 2ot AXS 7Ho) AA Bzl
Hl&S Fo AdE™ 2E HTMT o] 9 = u £ &z BHAE 53
d o wEErddol YSHTh(Henseler et al,  AMEE 1 ais o, AH|zLe
2015). <¥ 5> UTAUT2 T47HEE 7He] HTMT  Zr4e 3 o 47 |7 283
gol . B4A J12el 85 MRS BelFI oA o WS Aole] EAHE 4
Qo] HANEE 7He] wEEAS SHEAS d= (endogeneity) wAIE FAlol al2fst
= Qlstict 1A} 2THA| ] AA|H(2SLS: two-stage least squares)
s 9 tHRutz & Watson, 2019). = 2
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<E 5> HIMT 7|4 BHEEL Y 232}

1 2 3 4 5 6 7
1. gk |ch
2. =H7|0j 716
3. AKE g3t 371 274
4. 221xHA .637 813 403
5. 32k 7| .650 578 S18 .598
6. 7tA7tA] 582 .566 483 .616 .686
7. 58 510 .399 .568 432 714 .625
Aol A 4H|AFe] H&B Ao A2l & AA| + 5,7,
_ - - q ol Bk
Folo] JFL vd % 9l HlTLH unobserved) igﬁi a3
QaQlo] Anjzte] AujHofAe]l £gAZE U mHf +543]a-7<4£27]2_
A &P H AREAIT FFS P1E & A= 7t +67H4 7Pib
/\
gota, g EHRSET 24 Atolo] At +ore oo
_ B +58‘—0 +59i—|TT':Z
AE 135l o33 T2 2SLS BElS -85t + 6,3 A FELINE,
oh. EAIgolA ZF Bl FEHSQ] A4 + vy ©)
off, ) AREAIZE, 23 o APARE HeE B
T Z(log) W3 e AHEStATH u; JER o
u Vu _ 1 019
. Vu 14 612 2 4
AA Y, = B, + B WA S A7, 2i @)
+ Byl 223G A TH,
+ AESFE
MO A (12 &0l io) Bk &3 AT 2
+ 1y  amEdAA] &P AIZre] AHA 9] H&B A-Hf
oA o] & AAlgde nA= BE FHoHH,
PAFG A 7E, = 4, + %Agﬁrﬂtﬁi A 2) 2 A Q)ellMe s3SI WS R
+ =2 7], 7F9E 48zt o] mebd &gy AREAITHE A&
NSRS WA 9] £WAIZFS EFHI(IV: instrumental
+')’4'J_;1<_]_}~Zj_ =1 ar o = T . strumenta
+ A 5], variable)S Fol] F45ItHEbbes et al., 2016).
+%7}j7b‘% ErHsEs 23R A7) g UTAUT2
+ =
4 %Zodggl b AE SR QRIS s nefsigith. BH 71E Aol
+ 1B E Y &, = olg3t UTAUT2 Q84E50] A&9y e

4

o @ auEe] 2UAY 2BE TS v
25 Ho]ZEr} Juaneda-Ayensa et al.(2016)=
) G a7 =6, + 68 T, PABHE ZARACIA Q] AHIAES] LUAE 4
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=9 44 2
7y 5 (Sanderson
& Windmeijer, 2016), 552 WAA o F = 5
g Heso] eAHS= AF7HES Durbin E
+ Wu-Hausman HIAEE 5ol @350t o
=

SRIFEtH(Ullah et al., 2021).

<& > AAE o WA 7] 2SLS B
do] FAIE HofErt. 2SLS B 1A oA
= WA tigag Azt g AR F
SHSR F1, A7 YAHeE S5k =
Roess SHASE ARSIl WA w4y
AZel 73 et 23 AH8-5719h ARsHA]
wvlet £0x 47t folotA et &
Be A 5 e 71eH 2o] MEHL
A BOE =7lE aHAEe] emesl nid
LPAE S BTl Fore HolE ®
FAtAoR e anAdeS mielA Y] &
BARYO] Foiual, S agRIETt w2 4|
A5 s H&B wigell o] £ ARt A

N,
2 N
re
-
o
>,
rr
2,
it
AN
N,
e Iy
=
g

Sttty H k=t (Boardman & McCormick, 2018),
o BARE oleld ANH BRE FaAs

AH[ZHES] H&B o] izt Atizoe=z
o=

g

=
=
St
W

Hes sl o AF
StCH(Fang et al., 2007).
29 295 7|E A7
719k A9l Z1dret A=
& wi(Davis et al., 2014), ZH}
Azt #H=FA T2 2
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<H 6> CI= LA 7|8k 2SLs RE 24 A
1EHA| 12HA| 2CHA|
BA (DV: D&Y A|IZhH (DV: Y ABAIZH (DV: ZAH|ZH)
FHASU BFE22} F8AY BE22} F8ASU BE22}
EFEAIV)
ATp|oy .099 .085 156" .094
a7y 150" 086 152 095
At Hgt -.058 .085 -.203" 094
22zA 1727 .085 1737 .094
Mt =7 -.008 .085 194 .095
7HA 713 -.068 085 -.091 .094
s -.131 086 193" .095
Sl
Al AR AIZE 733 469
O ATHAIZE -.094 703
SAH
o -.039™ .009 -.088"" 010 .037 046
LAELE -.027 .069 -.175" .076 298" .164
SIRZATBIE 378" 071 653" 078 226 349
Abpest 7.566™" 498 3.744™ 552 1.839 5.035
R? .060 173 .068
Adj. R? 052 166 064
F-statistic 7.530"" 24.748™ 6.425™
( H:”‘;Fggi‘gi; F(2, 1186)=.153(p=.858)
" p<.100, “p<.050, ™" p<.010.
2 FEGAIZT Ee f ARSI F Shel & 20A AAEdT AAfA = @Y WAHES
od WAHSE 7P 2SLs RdlS A%t A7 7|9k 2SLS Bdl 427 H&B W AREAIZE
£ HolFd ity #AAN= o AR 71 9] S7PF AR oA o] wig A Az
gF 2SLS 29 EAANe npEviA R FXx7, 1 vEe] AAFd 9% H(+H)e EHE m
P2 571, % 9o 4BAES] } ARRA A Alr UERTH<®E 7). olHd 2448w
ol frolet Aol dF= AL S Ho] = H&B Amjflo] BHtYd 4 WS ol APAF
= oMo FuiE S 5 e AFY A=



40 | QEAT M31E A1z

Lt D22 A2 Lt o A A2
e 12HA| 20HA| 12HA| 20HA|
(DV: Bj L AIZH (DV: ZH|Z) (DV: Y ALBAIZH (DV: ZA|ZH)
FYAFYU| BER2 | REASY| BERR |2EAY| BERXX | 2YUASU| BER

EFEXIV)

‘g7 |cH 086 .085 146 094

L= plul 138 086 137 095

NIRRTy -.041 .085 197" .094

2212 158" .085 156 .094

Mt =7 -.024 .085 195" .094

1A 713 -.061 085 -.084 094

&S -.147 .086 206" .095
Sl

OH AL A|ZE 081" 026 486 079 729 432

Of AT A|Z2E .033 658 099" 032 -.079 077
SAH

oy -.032"" .009 019 031 -.084" .010 037 044

LSTE -013 .069 260" 147 -173" 076 298" 164

SIAZATBIE 325" 073 353 255 616" 079 223 324
Ab4est 7.264™" 506 1.820 5.002 2,997 601 1.743 1.773

R’ 067 .080 180 068
Adj. R? .059 076 172 064
F-statistic 7.758" 20.9117 23.522™" 6.431°"

(Ho ;I gﬂéﬁg 1= X(1)=.018(p=894) X(1)=.308(p=.579)
( Hyglfzgfg;% F(1, 1187)=018(p=.894) F(1, 1187)=.306(p=.580)

* p<.100, “p<.050, ™" p<.010.

o] oS AARITE EAET = T3 oLy 2.2Hed 2Mdq

AlZtolLt Q) AREAIZEO] Fg-eh= Ee] AtiA e

2 A55F0] 32 MR H&B Arf oA <] AH2Ee] AP AIZE 9 Q) ARGAIRE W]
AAEd JA T2 AS BT o s 2 digk A ASZEY oF a8y 3 ygd
NZZ THORE o 2pHSE HAujEX = Al 4 7|5k 2SLS RE BT GOl4FE  ¢=0.0594]
EEHAE 2] 2a4dS AAsta Ut g Blego] st ARIMEE V7S
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2| Eohe AoE UERHTH<E 6> <E 7>9]
Durbin test®} Wu-Hausman test 23} 3+31). ©]of
A ZARA AHRpe] u gL P A B
H AMEAIRE HIpE SYEgo|x; RS E TF
Foto] AH|Zte] H&B W AFE-57]9F H AF
AR g AW aNE AR (regre-
ssion model)2 Fof EASIATH<E 8>). Model

=

5

717 H&B ¥ Af

44 A8 5715t 9
AGAZ WS 0] BBREYE FAHHOR T
Agoas sulztel olugt 43 A45717t
B AFGAZ] AAFAS] v AHE G5
A z2-sh=A] BASHE,

<E g2 7 2ARGY e ARG 24

M
S

)
oﬂ
a,
>

(VIF variance inflation factor) #t<
S 13 ofstE ul$ WA vheht

&y

g

T BEAE - gel5td th(Hair et al.,
)

&

L

Model 13} Model 22] 24243} H&B
svizte] 43 2485
W4 71, S8 8
Efstom, o]3g H&B
]7‘}9] iﬂa}o] bl
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e

B
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E~ 1o olx
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=
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o] } AMES] AIME Eopd 4 glom, o]

H&B Amo) A 8] Frfdlo] 3424 Q1 JF= 1l
A 22 oulgtt(Zhang et al., 2022). 2 A
7o paATE wutl 4390l L mekel Ay
oje] W21 A2 AEFEA 2 AEFAE 8, g
ot AQt F9 7lsor AHAEA W
AN HoldS AT 7 UeS HolEr
(Dekimpe et al., 2020). 2HFI £3Ho] o]t
HOd2 H&B ERfE AFo tigh 2 AP S
SANZIE H 7199 4 glew 59 2-exnzgt
1 Ad 7t Sl WA AR Mg Fa

\
9

e 942 28 4 9SS AAHEIAY, A

, 2018; Arora & Sahney, 2019). ©]2|gF &4
AH[Zpe] A Fr|17F BEtd 4
At dol Aol FujE o1l

842 7tdE HaUt Jes Hols
A7te EAw2 BHtd L3 { 42 g4l
Fol gt anAEo] AR E AWT
© ™ (Dickinger et al., 2008) o]= H&B £ A
| & WA gEo] el iAol ¢
3 A5 olFE F Ue % |oF An] @47} o

gatelE Wart gee AN
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Syl A
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42 | 59T HM31¥E M1=
<E 8> 3|72 2343
Model 1 Model 2 Model 3 Model 4
A (DV: ¥ ALEAIZH (DV: ZiA|22) (DV: ZA|Zd) (DV: 24| 3)
= = = = = = = A =
anat| o5t | V| ezt ot | VT |Aage| o4 | VT |kt ot |
S
QH AFZA|ZH 493 | 057 | 1.198 | 489" | .057 | 1219 | 479" | 057 | 1.229
OH2EATIA|ZE -055 | .063 | 1.062 | -.055 | .063 | 1.072 | -.050 | .063 | 1.074
Mopo|cy 156" | .094 | 1.007 -032 | .185 | 1.010 | -.028 | .185 | 1.028
=Wl A52 | .095 | 1.029 -190 | .187 | 1.033 | -210 | .187 | 1.046
AHE) X HEF -203"| 094 | 1.014 -257 | 185 | 1.019 | -250 | .195 | 1.138
2ZRA 173" | 094 | 1.014 115 | 186 | 1.020 | .068 | .191 | 1.086
Wt =7 194 | 095 | 1.019 069 | .186 | 1.022 | -.037 | .191 | 1.085
7t 7tz -091 | 094 | 1.007 -022 | 185 | 1.008 | .058 | .190 | 1.076
&su 193" | 095 | 1.035 -053 | .188 | 1.041 | -.032 | .192 | 1.099
BARZ A2 27|l -012 | 054 | 1.025
UAHZA|Zbx = 7|CH 1517|055 | 1.017
MALEA|ZExALS| 2 A&k 012 | 053 | 1.135
HALEA|ZIxERIR 033 | 052 | 1.074
QWAL A|ZExT 2t £ 7| 14377 | 054 | 1.086
UARZA|ZXT A TR -052 | 050 | 1.076
HALRA| 7SR -042 | 052 | 1.069
SAHES
k! -.088| .010 | 1.118 | 016 | .020 | 1.165 | .015 | .021 | 1.201 | .016 | .021 | 1.209
ArELE =175 076 | 1.071 | 260" | .148 | 1.050 | 281" | .150 | 1.076 | .307" | .149 | 1.083
SIAEATHIC 653" | 078 | 1.094 | 3807 | .156 | 1.133 | 398" | .159 | 1.178 | .389"" | .159 | 1.189
Ab4=gt 37447 552 24677 | 1.184 2366 | 1.194 2.129" | 1.192
R’ 173 082 .084 .098
Adj. R? 166 078 075 084
F-statistic 24.748" 21.095"" 9.068"" 6.723"
N 1,194 1,194 1,194 1,194
* p<.100, “p<.050, ™" p<.010.
v. 4 sAde] 29 AdgosA £371AE %ol
2 11 5} (Heitz-Spahn, 2013), AM}H-L @ Takel
o Jlo| Qok Adap 22kl Ade] Feol ZIRket a7 wte]
AH g2 mjSAANE =o]3AF Fh(Neslin et
AHAFES QO] £BF/I0H FAo] ke al, 2006). AHA] fEAE 2 HA PFo o
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An Analysis of the Effects of Consumers’ Online and Offline
Activities on Webrooming:
Focusing on Motivations for Using Mobile Shopping Apps for
Health and Beauty Products*

Jei Young Lee**, Youngjin Joo***

ABSTRACT

Purpose: As competition among retailers intensifies and the strategic management of distribution channels
becomes increasingly important, understanding consumers’ omnichannel shopping motivations has become
an essential factor in establishing effective retail channel strategies. Previous research in retail channels
has attempted to identify the motivations influencing consumers’ preferences for specific channels and
their cross-channel behaviors. However, there remains a need for broader and more comprehensive studies
on shopping motivations related to both online and offline channel choices.

In the health and beauty (H&B) market, which encompasses a wide range of product categories, retailers
are expanding their customer touchpoints through omnichannel strategies based on mobile apps. At the
same time, consumers are gaining greater access to H&B products and services as opportunities to receive
personalized services through shopping apps continue to expand. Accordingly, this study examines consu-
mers’ motivations for using mobile shopping apps within a theoretical framework, focusing on the rapidly
growing H&B industry, and analyzes how these usage motivations influence consumers’ webrooming

behavior.

Research design, data, and methodology: In this study, panel big data obtained from a marketing
research firm were employed to examine the effects of consumers’ mobile shopping app usage motivations
on webrooming behavior. The dataset comprises mobile app usage records, location data, and in-store
transaction amounts from consumer panels residing in Korea, collected between 2022 and 2023. Based on

these data, Brand O, which has recently demonstrated notable growth and market share within Korea’s

* This research was supported by the Academic Data Support Program provided by the Korea Distribution Association and Macromill
Embrain in 2024.
** Associate Professor, School of Business, Chungbuk National University, First Author
*** Professor, School of Business, Chungbuk National University, Corresponding Author
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H&B market, was selected as the focal brand for analysis. To measure consumers’ motivations for using
mobile shopping apps, additional survey data were utilized. Measurement items from the extended unified
theory of acceptance and use of technology (UTAUT2) framework were adopted to assess factors that may
influence consumers’ behavioral intentions toward mobile app usage. The survey data, which included
1,194 consumers who had experienced Brand O both online and offline, were linked to each respondent’s
actual shopping activity data via consumer panel IDs.

To examine the webrooming effects of consumers’ H&B brand shopping app usage motivations, while
addressing potential endogeneity among in-store shopping time, mobile app usage time, and total purchase
amount, this study employed a two-stage least squares (2SLS) estimation approach. The independent
variables influencing the dependent variable (i.e., total purchase amount) were mobile app usage time and
in-store shopping time, and control variables included consumers’ age, income level, and self-reported
frequency of cosmetics shopping. The endogenous independent variables were instrumented using factor

scores derived from UTAUT2-based app usage motivation constructs.

Results: The 2SLS estimation results indicate that consumers who use mobile apps for more efficient
shopping (i.e., performance expectancy) tend to spend more time using H&B brand apps. Similarly,
consumers who derive enjoyment and fun from using shopping apps (i.e., hedonic motivation) or who
habitually use shopping apps during their shopping activities (i.e., habit factor) also exhibit increased
H&B brand app usage time. These findings suggest that, when consumers’ shopping motivations are
broadly classified into goal-oriented utilitarian motivations and experience-based hedonic motivations,
mobile shopping app usage is influenced by both performance expectancy and hedonic motivation.
Regarding the second-stage outcome of total purchase amount, increased H&B shopping app usage time
was found to have a significant positive effect on consumers’ in-store spending. These results highlight
the need for webrooming strategies that enable H&B stores to stimulate in-store purchases through mobile
shopping apps.

Based on the endogeneity test results, our study further analyzed the webrooming effects of consumers’
H&B shopping app usage motivations and app usage time using a regression model. By including
interaction terms between consumers’ shopping app usage motivations and app usage time, the analysis
examined which types of shopping app motivations significantly moderate the effect of app usage time on
total purchase amount. The results show that H&B shopping app usage time increases with consumers’
performance expectancy, facilitating conditions, hedonic motivation, and habit factors. Furthermore, increa-
sed app usage time has a significant positive effect on consumers’ in-store purchase amounts, and consu-
mers whose shopping app use is primarily driven by effort expectancy and hedonic motivation were also

found to make higher purchase amounts at H&B stores.
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Conclusions: This study employed the UTAUT2 framework, which has been widely applied to examine
consumers’ technology acceptance behaviors, as a theoretical model to understand consumers’ webrooming
behavior via mobile shopping apps from a retail marketing perspective. The analysis revealed that H&B
consumers’ shopping app usage time is significantly influenced by performance expectancy, facilitating
conditions, hedonic motivation, and habitual factors among the UTAUT2 constructs. These findings suggest
that H&B brands considering the launch of mobile shopping apps should design user-friendly applications
that facilitate efficient and convenient product search, while being easy to install and use.

The results also indicate that H&B mobile shopping app usage can enhance consumers’ actual in-store
purchase amounts, demonstrating a webrooming effect. In this process, webrooming behavior is strengthened
when app usage is associated not only with perceived ease of use but also with hedonic motivation. H&B
stores need to adopt personalized marketing strategies by providing real-time updates on in-store promotions
and available coupons for visiting shoppers, along with convenience-driven services such as location-based
store guides through mobile apps. The usability and enjoyment offered by mobile channels that enable

direct user interaction are expected to further stimulate consumers’ webrooming behavior in shopping

apps.

Keywords: Webrooming, Mobile App, UTAUT2, Two-Stage Least Squares (2SLS) Model



