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Abstract

This study examines whether experiential factors of virtual reality (VR) stores influence consumers' percei-
ved amount of information and satisfaction, which in turn influences revisit intention. This also study exam-
ines whether the experiential factors differ as a function of an individual characteristic such as environmental
responsiveness. Female consumers who had an experience in using VR technology for digital shopping parti-
cipated in the online survey. The results showed that educational, escapist and aesthetic experiences have a
significant impact on the perceived amount of information, and entertainment and escapist experiences have a
significant impact on satisfaction. In addition, the perceived amount of information has a positive effect on
customer satisfaction, which in turn has a positive effect on revisit intention. There is also a difference in the
effect of experiential factors on consumer responses depending on the environmental responsiveness. This
study provides theoretical suggestions for experiential marketing and presents practical implications for dev-
eloping marketing strategies for digital retailers utilizing VR technology.
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Revisit intention; A B u}A| g, 7} A, x| ZFE A W o] oF mAur= AHFE o]

I. M = th(Berg & Vance, 2017; Flavian, et al., 2019). 7}AFd A

= A5 Al2dle) s A B 7ol 3 7HE 3D

ool aulAe B A ART e A4S BHoR ARl AT Ao, Az} 375 9l

e 7P A (Viral Reality: VR) 7168 530 7HF A19) 9403 ol AHALAIA Soll 4 EA13HE hAk)

A EYdsto] @A} 2 AES D 4= A = NA &} Zel A oz Aot 2SO n| gtk (Mujber

"Corresponding author etal., 2004). 7}l %% ICT(Immersive Computing Te-
E-mail: jungminyoo@ducksung.ac.kr chnology; =4 339 7|&)etal = Hefor, o] =

2152 20161 el g Ret gt ee) 1) A8 AR Shelw S UE L1 shel AR &

A& ol 3% ALA(NRF-2016S1A5A2A03927809). A5 2ES T 4= YT 5 Shr(Berg & Vance, 2017).
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Jtedsid H ol Jb AHIXCl XIZtE HEOl 2, (12MDkx S I F O ol DIXl= Y&t
53] 7HSEA 71 ol A5 AES S8l H4 A, B, 3F, o7 5O Fopoll A M Eof gho
Aol 27kl 7HF A xE vt ¢ 2 7)o & 5h, 1 (Bricken & Byrne, 1993; Buchanan, 2004; Guttentag,
221914+ 2] 7FAME Al 3E(Virtual Reality Retailing; 2010; Kim & Ko, 2019; Zyda, 2005), 287 X7} A =

VRR)= &H[ Aol Al A A 7S Al5-5ho] £ AAS
3FAFA] 71 th(Pantano & Laria, 2012). &3t 7] ¢-& VR
ZleE2MN ARG 22kl £ 84l ezt

21 99 B4 FHY 5 9 7182 71 chKang,
2017). o] ejgt o] o A - AN AE L

B A D 7HA) VR Aol 2 9 3827 885 o
o AF A YA T hE G Al S A A
A& A BT Hel ) BAS 2T AOR

Zg-35}al @l th(Bellini et al., 2016; Bonetti et al., 2018).
ABI Research @] X 31 4 of] 2]5}H VR 7]<:0] 2]H|
o 9 ukA g Hofef 4 20221 o= 189] e o] o]
2 A&7 © 2 9+ th(Bonasio, 2018). Dior, BALEN-
CIAGA, TOPSHOP} ZH-2 ufj A H 2 = of| A = A H| X}
ofJAIVR7|&9 EM o2 fALE FHEE J
© H(Jones, 2017), Z| L]l = eBay, SWAROVSKI 5-2]
Au| QO A VR 71712 S8 Al 74 B8t oh a7
u) A7) olol X % HAIHQ Y mAL A
A]3Fal ¢l th(Hollender, 2017; Matoniva et al., 2016).
dm|zpel] 23 AP A 28 B3] ml2] E4 3}
ZAe2 2935 947 g A Yrh(Cai & Xu, 2006;
Leischnig et al., 2011; Murray et al., 2015; Oh et al., 2008;
Wong et al., 2012). T3} 7] & 9] WA S 2 A& tjj 5ff
3D IA A= o)A, AN D 7N T eS F
sto] SA1AQl Y &S 245kl Qlth(Park
etal., 2008; Pizzi et al., 2019; tom Dieck et al., 2018; Van
Kerrebroeck et al., 2017). A~H|X}= & A1 4 Q] VR 7| <&
of that A e o= SAZFT A v]iEnt ofy e} Al Fol
et HE S o Zlo] QA A Zshar AAgE =7 7]
E& A5t 2E0 o WSt o] Aot
ol A= o2 7| FE0] VR 7S 558t &
H|Zpof| A Kot cheFskal Hel gt AH| A Algshal
Ao, FRoAE VR 7]& 9] S F3l Al
FrEdA e gAlo] Zldi g off whet Alg7ke] A oFoll

A ol chepat R B A Dol A AHES Tohe 4 9

EE A 5T 01]“0]%}1‘3%?1& o|A ¥ VR 7|&
o] A-8H £ Ao M= M=2E FEf o i
SEHYeZd AL §7]1’41E]017<15}(Han&An2019)
Ty 42B[AFE] VR 7] AIH EdgEF=2
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OFA| AL Q= ElH L &oFoll A= A A 2.2 v]u] ek 4

Folth g e Y AE oo tf g VR A= A E Ho] A
A A of] Tt A7) ol o] v (De Troyer et al., 2007,
Kang, 2017; Kwon et al., 2015; Lang et al., 2003), 3 3 2
202 23k A= A Y qlrh E3 2 E A 2ol
A 2RO A E S AHE VR A= A H S Ay
o 72 A 82| Tk (Lee & Chung, 2008; Pizzi et al., 2019),
719 e A A Bt A AA T} v Aol A pEBHE
gy AR AE Al A= AR Y 54+
Bolo] Au s Zo] 2.3 Zole Abr T,

ojof ujz} & Aol A= A F A B AE AlT3H=
7HAE Al A 3 o] E AL vlke] 5} o] Pine 1T and Gilmore
(1998)} 4] 87 A o & vheko = VR A& Al

Aolw, 7HF A HExo A & Aol Azt A=
9] oka} 1 AULEof] GBFL u| x| a1, A E A HFE o
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A&l (Luo etal., 2011), 2H| A= o] Y
o] G2 a-gS sof A= EAs= A
TS AT =N =2 A A=A
Gilmore and P1ne(2002)t AFuAEE 7|
O A O E DRSS BojEd 4 e oW EY
Rloleta A Flon, ol AlEFH AH| A5 Ak
3hot= 7HE 52 W S Shhe] tH(Chen & Liu, 2007).
Pine I and Gilmore(1998)+= A & -& A& 0|1} Al H|
29b= 2 stE Foig ez A ostdlon, Ald
o= ©=s] A2HE SHEvt oy AFH AU E,
A&, A=, v]H ZHo] EAFTRAL sl o]
of wha} & ¢ of| A= Pine Il and Gilmore(1998) 2] A
3 A A o] Z(Experience Economy Theory)S 7| WHo 2
shof 2epel A gA| o] 7HSEA 71sS dEE L
HE A9, 2 AE, A= A, n4 o=
TFoksleh A A=, A B JAHE A H2 A 2
oA 7 I FEf F sty R, L5 FH A
7H 2&skal Sk A e 4= s Al ol ok At
AEHAHE AL &3] Aty AAL 7)1
T35 &4 4 QI tH(Pine I1 & Gilmore, 1999). 2} 7+
ArolUr Bl v A Al X, A E B S0 22 43S
, 2B 2= o)y Bl EHEIHE
2 xl—oq o]——‘: ﬁzﬂ:o] o] o 111 EQJE
Aol 717t &2 4 O‘E]-(Plne II & Gil-
SAREA

F=AE
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more, 1998) L A3
%@4%41n~ﬂwﬂhgﬁvu
o2, JdHHAHE A= Fe] Faloluk £4 ¢
SEZA o)1 =7 Q] Zro 7} 424l E] o] oF SFrl(Pine 11
& Gilmore, 1999). 7+ of] o 3} AL, Thekgh & 4

o
A=A

wl, 9P A] QIR Ul 9] AH Ak B Holmot 2w
7} 744 = TH(Pine 11 & Gilmore, 1999). t}-z|u} o & 1]
A AP Aelel 2ol & A%
ALk o} o) 2 shis A3k o] Al 42
o4 8742 FASHa AR she 2 T
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Gilmore, 1999). VR 2173 o] A Pine Il and Gilmore(1998)
) A BA o] 82 vt Zol 282 4= ek 424
=& VR 71&S 8l i W ol AlE " aZeelE
Ao AZHE EART 538 =7 5 9o
,Ol= AEHIHE A 16‘01] S E o T3 Aol
MD(Visual Merchandising) S
%wmdﬂieqmﬂOEH
= ol AE 52w o] A
71ES Fol ﬂﬁ Lo =4
Au|AE Asl= dA =T A Y
, VR &7 Hjoll A Al 5-8= Al &

3] e o] o} 52 5 1] 4
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Jtesid O] MEQAIE AHIXIC X2be HEHO 2F, HD=xE D IHUF OISl OIXl= &t
Al P-5A A A HE =717 s ETh(Lee, 2012). So and o = iﬂ ﬂ Oo|Eo NEAFLE E 4
Kim(2013)-2- Pine Il and Gilmore(1998)2] A & 74 A|| o] Qlom, o]E 3 A 2B RS2 sto] & Yo o
2o ulgon 22U Hol Tl A A AL eI, *POIES&HﬂEOH e e 57}
AU AR AP AT ZASH BEA G Al71=8] Ego] B 4 YrH(Park & Stocl, 2002). 3
2 U EAS Angton], A7 A AW Suhand Lee(2005)i £-2Hel S0 o] VR AT o] 4
E A3t v A A7) o] EAFol ot FFE vlA H| Z}7E QIAI 8= Al A A ofl 578 2191 3k m] %Itk
i, AEERJIHE A7, 2 A, v 4 Aol vh= = A& stk 7HFE A 712 2HATF MY
off folgt Y vl A= AL 2 BT Jung et al. o] &4 &ofl A Al Fol A AE A she Hale
(2016)9] Aol A= A A A A o] 22 vl o= F 2 ABRE A5, AH O 7MY A4S Bt
A F A AESGAES] dFE-of| A HFE A 9] 7FAFE A o] %9 3F 93-& stch(Biocca & Delaney, 1995). Math-
T FAEA 7)ol et Al F S AEEHIHE A, wick etal.(2001)-% Q1B Ul ¥} 7k 2 71 £ 274 o A
a5 AY, A= AY], v]4 fﬂla L7 FHE5}o B2 1A 7HA 7L Atel E FH o S a23 g a0,
AT AFA T, v A A S Al el skaL lE Aol E A B2 0] 22 Al F 3t ;L A H] 2o TR 4
AHE A H, 25 Ao, AH =T Zﬂ?‘.—%‘%%ﬁﬂlﬂl H| ZFo] F o] ok ] th A2 2-elsk¢ith Kim
SAA R 7|5t SARS =, o] A etal.(1999)2 48] 2+ - }94 03] 8 4= AR}
o= of 2%t F3FS v A ). tom Dieck et al.(2018) R ztehs FA o 3849 Y-S v HT A9sal
= AErE A of] Zroijt Al E ] Bt S A of mebA] 2 At o 22 M & A sk
Z Aol Aol tigt AF S AP A o] 29 vl 7HA]
54z skl AT AEHIHE A Hla. QEE|JIHE A F -2 2H] 29| 2|2+ =
W& AT WHEE TN FFS A=A o] oFell H(H] IS v Aol
o2 et o, o] g gk vEE = WA O] Fof = HIb. 2§ A2 2B Ape] | Zhel A5 o] ¢Fof
of Fot FFE U]i“‘i‘ﬂr weba] & A= A (1] d3FZ v E Aotk
I SHAHY A S e AP AL e e Hlc. AAE3] A9 | 2ko] 2| 2H A =2 o] ¢F
2 2Rl 2 JA 9 7HIAA 7] &l et n|R} of F(H)e FFE v E Aol
g AAELS FEE Aolth Hld. v]4] Xﬂﬁ% HW4 A2l A5 O] o]

3. Dot
A 1 2] oF(Amount of Information)-2 -22}-Q1 A~ul] A}

o|Eo| A Al FE = FE HA 0 =2 o] T 4= 3l 2B A= Al Folu AH| 27} of B A o] §EH %] o
(Kim & Lemon, 2012) G440l £ Aol Ao ek 7] ok 712 ek o] ef ek 47}
LOlAEA HAKO| L RAS A B AE D AR B AUl AS WIS o) X Zkeke Aol
ABIAE AT 4= o, o] & ol thget A H ] 3L =, Bitner(1990)= 1 7|t 7} <2 uf, vt

x] A& 223} 2= 9] TH(Chiu et al., 2005). Z:H] ZH= ] Z7ko] HrAY S 31 3T, Oliver(1997) T ATZE
A7A o] 2o AEEJIHE A F o2 22l & o = AlFolu AH| 20 EAJof up& 4u R} 5 A
A ZAol= AFY o A& Bl anAES EAE (A4 B 7 AL (A A wEZ)oll A Al
= AFT g AL, ol T A A F A= aB| Al A FE Q=7 et wetoleka A o5t ohAl T
ot A A RE AT 4 Slok(Park et al, 2005; o, AT 48] ] QIR A whekal A A A wh-g
Then & DeLong, 1999). T3k, 22}<1 £33 o] A 3D= 3] o] gt o] Yetth= 2 o &, vhEof tf gk a7y o] o
A= A &9 gAEY ol & A= AL AR} th(Satisfaction Judgement)©| 2} 31 1 ¢Ft}. Bloemer and
7} Yol= AR E 22417 4= ¢l th(Park et al., 2008). de Ruyter(1998)+= TF=-3- A 3L of t gt WA & Q1 H 7}
2kl o7 &l Afo] E o) Al AlF-8t= Al ol tHEt 7b o] Foj A AL S ARl FItE Yolrhe Aoletar
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A o]51 9}, E 3t Ballantine(2005)2 A H|z}9} 22 AHAE2 2R E ol ol L W2 o AR
Q47 7 0] ABHE 20l FHURE 2ul B AZHES glon], o) A% vl 5| W 2
A2 28 2 AHS Algdette =71 o] G- 1A 4= ATh(Cook & Coupey, 1998). Kang
o}l W3t} Verhagen etal.(2011)2 7 A o A = and Kim(2006)2 Ao Eof T3t Q& =7 2 &
Pt ARA AL SR EES FAANT Wzl dfat guet B, B4 gol4 53t e Uit
LA Seleteleh eetel &% YA ES FalA o o] EAo| I iri AW ek, Szymanski and
DA E= A st B4 JEOL AFERIHME & Hise(2000)+= =22l Ato] Ent A &0 gt &3t 7
A5E YA RN Yot 2ulA] BEe] FHHA B DAREEY 2 JTE EohE AL W
o 3F-S- u] 2 th(Vijay et al., 2019). Wu and L1ang(2009) ol u| Aol A 2 EI A HE A2l 7,&% 2 7]
= @ # 7} (Experiential Value)7} -2 317450] Hh AH| 2 FA O] Sk &4 o] m, 22kl 2 of A
QAo FHHR WE HAE S Aol Atk ATEE A2 Aol ool YapE £uR 5ol
= AS 9 wlch Leeetal (2010)2 A F oA " o] 12 A8 A W AR A Aol f-of3t FFe v = ok
Ao Al S nAthE AS ERIFAG. = (Kim & Lennon, 2008; Kim & Lennon, 2012). Ballantine
wAe AR EE AR AUE B ALY Q0092 Sekel 9 BRoIA ATEE G o] 2
AFO ) L BEGS L7 4 olek Manganari et 7FE4E An|%) B} obche 21S waly
al.(2011)& 221 7H A Lol Al £ 2 dh= 5o = t}. T3} Kim et al.(1999)2 A u] A 3 314 of o3t
e EAE Al L vEEol 3 A G v i“]X}J AZtE FHLS TFHof 344 dFgFS
Aepar A ek AS = gH Y Aol A AlES A o Xtk A gelstich ol A dA+to]
A A A YT e G AEerde, o mhel B ATE 93 2o /A e Ayt
S A2 v A A F S ol -3 FFE v A=
A © 2 Ve th(Quadri-Felitti & Fiore, 2013). 2743 H3. Zu|2}e] 2] 7HE A5 o] oo m ko] &
AETE A= dEEHJAUE A ¥, 25 A F, (H9] FFF= A Aot
e A U YA o,
ALZ2T A EHIHE AA D S A o] ThEo] 4. YEox
a2 el 98-S ] % th(tom Dieck et al., 2018). T3
Qe Bl Aol MR A AR S AeE e of Eehel i 40| S8 £ Ystels Sl 4
2 A3 A7t )9t} 18] 21 Van Kerrebroeck et al. v 2o Y=ol & el Q3 ARZE 7H5E
2017)& 2 Eo A9 VR AT AF45t=d|, A th(Argyriou, 2012; Koufaris, 2002 LS MBSt
TAL 2| AEL2 VRAES 53l 7o o & A LTSI A HHE O] &= 7HO) 3R (IHA)of| th sl o
Qlstol Bl &M E BAGA Holdoma 24 ZolAch Bimer(1992)] Aol AL ARl
2 Q1 Wh-g-& B elrkal Awgsteict o] & &3l VR Al 7P g QS v A = o] Ao whE, vt
Hol REEo] FHA JFS UIAE AL AT Fol2ka el %Ak Oliver(1980)= T ATHE 0] A7)
S ootk WekA el 28 S AR, oLl Fe 0l A2, 0] A% v gl Wl
FHohE= A8 g W HE7F @1tk Cho and Hyun(2016)-2
o AU AL RAUEA 0§ ol B Aol oI F o
& v E Aolrh 2ok A ek Kim(2018)2 2HY £33 A] &1
Hob. W% AP nAWES] J(H JFL 0] WEEs} AuRelwo] $olg TS vz qba
2 Ao|t} 2 #2135} 4 2 1, Yang and Shim(2018)-2 X H} Y £+
Hoe BAET AFPS DRSS AHel dFE B o[ 8A] DAVEES} BF o mo] 2HH e
u] 2 Zol . T A LAVEES] £ 25S YAGO)EG 2
Had. oA A DAwEe] Y(hel dF v HOmo) AT J S Eohs AL vk o]
1 7ol o, 2 DAWBET} 5 RAA5S o] b HHE
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S SE HEO| M QAIE AHIKC] X2t HEO| &, (1MELE O THAF 0| ol OIXl= 28t
A d g0 Frh= 205 ER1E = Uddth ol & 2 AT A AR o] 24 nES v e R T}
Sl 2 A e o 22 M S mESH Y A o) AH a7t axnl &b X ZhE A H o
&, LTS B Ao o] v 2] = Gkl el &
H4. DAWE2 AR o ol A(H)2] I3 vl ofX 1A} 5F o, AxnfR}e] 5441 e RE-SA o
2 Aot} w2 Zpol & A B 1A} 5}t
HA AFAE 3-S5 71E AYAFE Ed =
5. gtZutSy sho] AEEJAHE A, w5 AF, =1 A,
uld AE 54709 8102 Rk 2-8veE 4
741 2 3F A} McKechnie(1974)= 27 ¥h-5-/J (En- H|2}o] 41 e uk-g-/d o= A5k iTh Al mt
vironmental Responsiveness)& 2742 ¢l &2] 2] 317 AY Qaof M2 4RO X ZHE A H o) oF, LA qk
O] E4of| W W= A4l o] A gFolebar A ol T = 9 A =7} o W g FFHAE A=A ot
& SHolA, R B2 2 FE 2 H7] 9ol v -2 A2 S AA S chFig. D).
IRk ofy Ef £ A of Ry of] T gk Au|Ato] A
Aol AFS 12 2= 9l ch(Eroglu etal., 2001, 2003). Ku- I Qiube ol & x|
sumowidagdo et al.(2012)2 t}oFst F 7] Hof of| w2
a0 ol JHF = A RFE AZEY, 1L 1. E3E7
o] AlFolut Al B] Lof tigt RS H e uf mf 42
9714 2 o] Y Erhal A J k. Muhammad 2 AFYY HEA = 71EY APATE 7oz
etal.2014) 22850 i W o] A A2 53 7 W Hebsto] Abgskith A a3 AT e,
AlFolLt AH| 2o T3t A4 % da2or st AT, A2 A o, AR e, 2HA &
A EALBES D 5 v AR A DAL FTATH Eof B FFom FAHAEA
Ha and Lennon(2011)-> 7H° A 5“ of ute} Afo] ‘:}. iﬂ;&ﬁ:(?ﬂ&] Eﬂ?l‘?iE A, s iﬂ@, %ﬁi

E Aol gk ¥h-g-o] th& Zlof2kaL Jict. thA] s
YA E S| &A 2 iHlXPeol A=l s dupt
W75t QR H=R| of uhg} 2fo] S E el ETF-&
kol S B3 2}=o] AH|R}9] FE oo R Ao
2 0]z 7| Bk Afo E 3 of el kA o]x]
2 Eg 1A o2 JFS u| At AL &
013} t}. Eroglu et al.(2003)-2 YAFO| E £ 7 of|
ot 2H] 2] YA A W Q12| 4 whgo] B S A
of b} ohg Alo]ehaw g o, SN

M5 ) 320l G v)2 Aol

l
whebA] B A TS g2 S B

|

2w

oo et

r
B o

O X0

T }:Il-F
rlo

gl
5

_ry.

aLgr

5t

]

32

E

ol

T —

HSa. $74Hg-A ol whet el Bl E Al @ o] 4
gl SIS 92 o Aoley
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H5b.
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CLO

G11more(1998), Woo an Hwang(2016)4 A s B
Toll A = A 5lo] B8t o, F1TEYCR =
A5 Tk A= 52 Oliver( 1980), Oliver(1997),
Cho and Park(1999)9] A =& & & Lof gbA] H 735}
of Zgotgon, 4Beo 2 Zystert A2E 4
H 9] oF 28}-2 Kim and Lennon(2000), Yoo and Lennon
(2014)9] A =& 2 A9 W&o HA AR
o 10830 2 245190}, 2459 % 232 DeSo-
uza(1992), Han and Jin(2014)9] A =& &-g-3}o] 35
oz PAGOH, Aulxt BHA BAWSAE
Eroglu et al.(2003) 2] &= & & ¢ Lo 2hA| ¥ 7 5o]
4gapow ZASYT 2 B S HAROR T
A1 2184 e T-HS 2P HEw
=48kt

[e)
e

2 RHEFY X 2Y
B QL B 20-300) of 4 v 42 o o
ehol MRS AN, 1 o) fi Theat P,
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Fig. 1. Research model.
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Fig. 2. VR Shopping mall.
Adapted from Lotte Home Shopping VR Street (2019). http://m.lotteimall.com
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AR EE Bt oA EE2E Q052814 a9l
F X (Confirmatory Factor Analysis; CFA)2 E35}o] 4=

BeFEs) A S AEagch ATmEe) A3te
E WA A E23F Al4=2F =3 X 4=(Modification
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3t 23t 2|2 7 E 3 2 1}, NFI(Normed Fit Index)
+ .93, TLI(Tucker Lewi Index)+= .95, CFI(Comparative
Fit Index)+ .96, RMSEA(Root Mean Square Error of

Approximation):= .06, 32(290)-2 607.67(p<.001) = L}e}
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Table 1. Results from CFA of the finalized measurement model

Variable (Factor) Items Est. [ S.E.| C.R. | AVE | Cronbach's a
ENT1. interesting items 75 | .07 | 15.64*
Entertainment - . N
Experiences ENT?2. enjoyed shopping .85 | .08 | 18.87 71 .87
ENTS3. a pleasant shopping experience 92 | .07 | 21.36*
EDULI. useful information 83 | .08 | 17.66*
Educational x5, ) leamable factor 79 | 08 | 16.24* | .63 87
Experiences
EDU3. a factor of improving knowledge 76 | .08 | 15.46*
Experiential ESCI. time distortion 90 | 08 | 20.44%
Marketing Escaist
P ESC2. a feeling of being in another world 77 | .08 | 16.16% | .71 .90
Experiences
ESC3. a factor makes forget reality and immerse .84 | .08 | 18.46*
EST1. color tone of VR store .80 | .07 | 17.10*
Esthetic EST2. light of VR store 75| .07 | 15.56% 66 %
Experiences | EST3. design of VR store 87| .07 | 19.45% | '
EST4. interior of VR store 82 | .07 | 17.53*
POILI. provide information with latest method 74 | .07 | 15.39*
POI2. various information 79 | .06 | 16.89*
POI3. detailed information with VR 80 | .06 | 17.25*
Perceived Amount POT4. complete information 80 | .07 | 1737 | .62 94
of Information
POIS. much information 83 | .06 | 18.40*
POI6. enough to make an informed purchase decision | .79 | .07 | 17.05*
POI7. fully trust information 75| .07 | 15.67*
CS1. satisfied with visiting VR store 92 | .06 | 21.86*
CS2. good experience 90 | .06 | 20.63*
Customer Satisfaction .80 .94
CS3. overall satisfaction with VR store 92 | .06 | 22.09*
CS4. pleasant experience 86 | .06 | 19.52*
RII. revisit VR store if have an opportunity 96 | .07 | 23.56*
Revisit Intention RI2. .ex%stlng., VR store is used even if other VR stores 81 071 1797% | 80 94
are similar situation
RI3. revisit VR store .89 | .07 | 20.69*

#p<.001

A S AT A TH= <Table 3> 2t} F el 5
A 2E(M1)2] 22 1067.06, df7} 5800, &4 =24
A4 RE(M2)9] 2 1119.03, df= 6078 Ve
ok 5 RS df7}270] F7EsEE A, 2] Rl 51.98
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5].0:11;]. AT 248

0014
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Jrdeid HEO| M QAT AHIKHC] X2t HE 0| &, (1M S A E OIS0l DIXl= S8t

Table 2. Correlations and AVEs of latent constructs

O oo @) EBems: | @) Bsitats | OTTENE | o e || (@) Do
Entertainment . . . Amount of . . .
. Experiences | Experiences | Experiences . Satisfaction Intention
Experiences Information
O]
Entertainment 71
Experiences
(2) Educational 67% 63
Experiences 45° :
3) Escapist .69% 70°
( p 7
Experiences A47° 49° ’
(4) Esthetic .59° .58° 61° 6
Experiences 35 33 37° :
(5) Perceived 62° 68° 67" 70°
Amount of 30b 46 45b 500 .62
Information ’ ' ’ ’
(6) Customer 1 .65° 728 .69% 719* 80
Satisfaction 51° 42° 52° A47° 62° :
(7) Revisit .68° .67% 73° 61° 728 .85° 80
Intention 46° 45° 540 37° 52° a2 )
Diagonal values in bold represent the AVE
a: Correlations of variables
b: Squared correlations of variables
Table 3. Fit indices for invariance tests for the group comparisons
Environmental Responsiveness v Invariance +* Diff
LB Group Comparisons MGGl R iz (df) Test dfoify | 7
. 1067.06
M1 Configural Invariance 93 .94 .05 (580)
. . 1119.03 51.98
M2 Full Metric Invariance 93 .94 .05 (607) M1 vs M2 27 .003
. . . 1090.35 23.30
M3 Partial Metric Invariance 93 .94 .05 (603) M1 vs M3 23) 44
Partial Metric Invariance & 1117.74 27.39
M4 Full Scalar Invariance 9293 05 623 | MAvsM3 o | 12

polgko] 27.39(p=12)% Lheh} BARS Aol e A wyo] AYES weksly] §)5) BAAGE 4

Akt e Ay myg 7he) g azersd Aol 4 2 3421 27} GFI(Goodness of Fit Index)= .88, RMR

ZEQlong FEHo g HEZHE A & M A (Root Mean Square)-2- .09, NFI+= .93, TLI+= .96, CFI+=

2ot E Uy BAMAo] A ATk WeE T Jol7 0602 el B Y o] It A S v|Fo] HEe
% ATH <Table 3>0] 4 A A €l v} 2k, ol S A2 st

3% 24w 7S Aaks <Fig 3>} gt

3. 7tdd s AduAE @ AHEHJAHUE A H, b. 25 A e, c. A

A w] A, d o] 2 A @)L ko] X 2H o]

= A9 M S-S sl R A 2 (Strue- Feoll A2 FF= v Aolzk=HIS A5t 23

tural Equation Modeling) 52 A A3} o} L2 HA AEHOHE HFL 40|29 X Z+E A E 9] oo
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1) Standardized values for the paths

2) *p<.05, **p<.01, ***p<.001

3) C.R. values are give in parentheses

4) Indirect paths

Educational Experiences — P.I — C.S: .14**
Escapist Experiences — P.I — C.S: .09%*
Esthetic Experiences — P.I — C.S: .18%*

5) Direct paths

Entertainment Experiences — C.S: .30%**
Escapist Experiences — C.S: .29%**

1.15%
(27.36)

Customer

Experiences

0E00

Satisfaction

Revisit Intention

Fig. 3. The results of hypothesis testing.
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] 2]+ 2 © & vheRTH(B=1.15, C.R.=27.36, p<.001).
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Table 4. Results from latent means analysis
Construct Mean CR.
Low High
Entertainment Experiences 0 0.78 6.48*
Educational Experiences 0 0.89 6.84*
Escapist Experiences 0 0.87 7.10%
Esthetic Experiences 0 0.71 5.86*
Perceived Amount of Information 0 0.65 5.85%
Customer Satisfaction 0 0.66 5.79*
Revisit Intention 0 0.80 6.85%

#p<.001
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