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A Study on the Relationship between Service Quality and
Visit Intention in a Cosmetics Unmanned Store
: Moderating effect of familiarity

Dong-Hwa Shin
Doctor, Department of Biotechnology, Graduate School of Konkuk University
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Abstract In this study, the relationship between service quality and visit intention of unmanned
cosmetics stores was investigated and whether there was a moderating effect of familiarity. To this end,
a total of 190 questionnaires were collected and the main results of frequency analysis, exploratory
factor analysis, reliability analysis, and correlation analysis using the statistical package SPSS 26.0 are
summarized as follows. First, it was found that usefulness, ease, and playfulness, which are components
of service quality in unmanned cosmetics stores, had a significant effect on the intention to visit.
Second, familiarity was also found to have a significant effect on visit intention, and was found to have
the greatest influence on visit intention. Third, as a result of examining the moderating effect of
familiarity on the relationship between service quality and visit intention of unmanned cosmetics stores,
usefulness, ease, and playfulness were all statistically insignificant, indicating that there was no
moderating effect of familiarity. As a result of the above, in order to increase the familiarity, which has
the greatest influence on the intention to visit, marketing should be presented emphasizing the
promotion or advertisement of unmanned cosmetics stores.
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Fig.1. Research model
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£ A7) 2ARAES oA gt Y= 3H
F RIS o83 AFol Sl AHRE RECR
ARl 2021 072 09YF-E 20219 9€ 2797t
A 7171 4F AEA] 20075 Bl gEo] &
=25 HEAE Foto] HEot B84 SHol A
Ay o] FEhE A8 10525 A9e 1907 S &
FREOZ ARRSIALE B A7 RA AT Tt 9
TEA S EAL Table 13 2t HL o] 82
B(43.2%), /o] 108H(56.8%) 28 RAFEOH,
A2 20~29A417F 10478(54.7%), 30~39A417F 707
(36.8%), 40~49A17F 10%(5.3%), 5041 °l4ol 61
(3.2%)°.2 YRt s 1ZE0] 327(16.8%), A
FiEo] 467(24.2%), tZE°] 103%8(54.2%), et
oj4o] 9 (4.8%) 02 RAMEIQY, Yozt FAY
o] 748(39.0%), o] 147(7.4%), Aol 483
(25.2%), B5Yol 12%(6.3%), 7HIFH7t 1678
(8.4%), 71EI7} 26H(13.7%) 2.2 Uegoy, ¥ 5
Sl4E 137F 938(48.9%), 2317t 678(35.3%), 33
7} 2278(11.6%), 43] o]Ato] 88(4.2%) 0.8 RAFE|]
ct.

Table 1. Demographic characteristics of the sample

(N = 190)
. - Percent
Demographic characteristics Frequency
(%)
Male 82 43.2
Gender
Female 108 56.8
20~29 104 54.7
30~39 70 36.8
Age
40~49 10 5.3
50 or above 6 3.2
High school 32 16.8
Educatio College graduate 46 24.2
n University graduate 103 54.2
Graduate school 9 48
Employee 74 39.0
Student 14 74
QOccupati Self-employment 48 252
on Official 12 6.3
Housewife 16 8.4
Others 26 13.7
No. of 1 time 93 48.9
visits 2 times 67 35.3
(per 3 times 22 11.6
month) 4 or more times 8 4.2
total 190 100.0

33 42X 74

£ Q7o) AH8E ZHEFS HAAT ol
B2 uloR PR Rolg AuAEA 1229,
G4 43, PRIE 3RYoR AT 1
Rl AHABEL Park(2019)9] 7]19.470] £4
o] WEolwo] T 0], A5HE Sung2019)
o F3 BPgE Anlae] @Azt FlolEo] A o
ol BASHSHY 2EEI3, PRIt
0h(2017)9] 2018 BHEANLYY BAC H, 1
WE A4, Eele] Qlab $432) A7l &
8T BYS £ A7) AP 2HFES S5t

FASNELS.

<

o 2 R

3.4 EYEH0| B I AR

2 Aol H83 =T BdE dHs] 9
off A QRIEAME AAstYlon, AF: BAE &
9]l Cronbach’s Alphag AFEst3itt 8084 ¥Ho
2 FAE EX(principle components analysis)¥}
H 2 A (varimax) A& ARESH] 29191%0& AA
STt 8919 4= ofo]Algto] 101431 8.1I%t A&
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stglow, W 7He] A o ol oo A
HE = JrE YeElE KMO(Kaiser-Mayer-Olkin)
2 BF 0.7 oldE HoFal Qloh TS 7 81159
WALHAS dosl= Cronbach’s Alpha 2 0.7
ooz Yeht Qo] Fadt ARk ££& Eol1

ATH33].

3.4.1 3YE FRUE MHIAZEC| BtFE 3 MZT

Table 2= FR1u Au|AEA9] 42 thgh
82184 ZAyto|t}, B4 Ay §-84, {04, §34
9] 37} QRle® FZEESlon, QEAMY A=
HetfiE KMOZES 0.75124 HE8EQ] A%o] Agt
3 Ao R BAMEQIT, Bartlett?] THA AR ¥ &
o] 2258.239(p=.000)2 Uttt &4 371 2219
SIAAGE AAgkel tigt ofol Al 72 7z {8482
2.870, 8ol 2496, 131742 2.435% YETh

olE 37§ 8219 FHAHAFHL F 65.01%= 4= A
1, AFE BAoJAL Cronbach’s Alpha A$7F &
£40] 0.853, &ol4°] 0.785, 934°] 0.760°.2
UrERT

3.4.2 2=go| BtEd 3 AT

Table 32 &40 tist Q0E4 Zlo|c}, 24
237 g gRloz FEEglom, 2849 AYLS
HePYE KMOZES 0.80224] B4E9] A4o] A%
3 Aog BAMEQIT, Bartlett?] T1HA AR ¥ &
o] 324.966(p=.000)2.% YEtytTh Hs49] AAE
g Aol gt ool 2 2.7698 UEtom, X
%4 QRlo] BAMEYE 2 (9.22%2 HAE, AF
T BAoJAE Cronbach’s Alpha Al47F 0.851& W
ERiTh

Table 2. Exploratory factor analysis & Reliability analysis of service quality

Constructs & Measurement items

Factor loadings

1 2 8
cosmetics unmanned store is useful. .844 .096 .096
cosmetics unmanned store is effective. .842 .034 .005
Usefulness . .
cosmetics unmanned store makes shopping easy. .830 165 .050
cosmetics unmanned store helps save time. 784 234 094
It is easy for me to get what | want. .081 .831 114
Ease of Use It is easy for me how to use Cosmetics unmanned store. .064 788 .046
Cosmetics unmanned store is easy to use without expert help. 156 771 .026
cosmetics unmanned store is easy to use. 212 633 277
Shopping at the cosmetics unmanned store is enjoyable. 105 112 .855
Enjoyment Shopping at the cosmetics unmanned store is interesting. 013 .065 .831
Shopping at the cosmetics unmanned store is fun. 226 .025 721
Shopping at the cosmetics unmanned store is very entertaining. .054 289 618
Eigen value 2.870 2.496 2.435
Variance explained (%) 30.519 21.841 12.650
Cronbach’s Alpha 853 785 760
KMO: 751, Bartlett's test x?= 912.121, p=.000
Table 3. Exploratory factor analysis & Reliability analysis of familiarity
Constructs & Measurement items Ic!:aadcitnogrs
= I would like to visit cosmetics unmanned stores. 915
int\élr?gon | ' would recommend cosmetics unmanned stores to others. .868
| will visit cosmetics unmanned stores whenever it is possible. 814
Eigen value 2.254
Variance explained (%) 75.142
Cronbach’s Alpha .828

KMO: 775, Bartlett's test x?= 240.274, p=.000
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Table 4+= W29 =0l tigt 821E4 Aot &
A A3 ddgglog FEE o, QE49 A3t
A& Uehfie KMOZ2 0.77524 W4E9] AAo]
Aeket Ao EAEQUY, Bartlettd] 34 AP
x* %ol 240.274(p=.000)2 Yebgth dHLor 9] 3
AAFT A gt ofolAll gk 2.254% U
o, FHEox 919 EAMIEHL 75.14%2 E4H
a1, AF L BEAXoJAE Cronbach’'s Alpha A7}
0.851=2 UEtyith
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2 Q0|4 AT BT 710] BRRS et 9
o Fol& HEAIA(Pearson's product moment
correlation coefficient)® ArREso] AATEHS AAJs}
ATt Table 59 AJ¥HEA AxjollA Ueh=oe] 7+ 7-d7h
g Zto] whEERg/do] SE eI

3.6 K22

B A3 5AE B4 SPSS 26.0 BAHIAE
Zgst] AFY FHo] weEh Wi (frequency
analysis), B2 QUEH(exploratory factor
analysis), AIZ = 24 (reliability analysis), AYTE-4]
(correlation analysis)& AASIHOH, B A9 7}
AL ASs] ¢ I 9 A (multiple

=
B

71 9

ofs

regression analysis)¥ 2EANE AZF

ARFRAL ANt
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4.1 MHIASED WEO =0 &

Table 62 3PgE FIuA9] Au|AFH o] HE9]
Tof| vjA= FAFE Hotstr] flsto] HAIRE B3l
4 Aot} tEIARA A E8¥sE 1Y HF
SA8E AENoF of=d LS S5k W
Hog ZAFH(TOL: tolerance) gte] 0.10]5t0]A
U EAHAQ QI(VIF: variance inflation factor)o]
1001422 e t554/do] Tshs Zojng
4 NS QoA Pe AR wddith

SaA0] TS| 2 oz ZAHAM. &4
A3, St S5 gt oARge 49
2 40.7%= Yergow, Sl AuAEA S 374
891 5 HE =] fot gL viA= A= Y
ERgtT B3 S50 diet S3We 271 &0l
3(t=6.219, p<.001), §34(t=2.992, p<.01), §-&4
(t=2.338, p<.05) o8 FAHUA

Table 4. Exploratory factor analysis & Reliability analysis of visit intention

Constructs & Measurement items Ic'J:aadCi_tr?grs
| am always aware of cosmetics unmanned stores. .888
Familiarit | know a lot about cosmetics unmanned stores. 819
harr
Y | am very well informed about cosmetics unmanned stores. 813
cosmetics Unmanned store is very familiar to me. .806
Eigen value 2.769
Variance explained (%) 69.225
Cronbach’s Alpha 851

KMO: .802, Bartlett's test x°= 324.966, p=.000

Table 5. Correlation Analysis

Constructs 1 2 3 4
Usefulness 1
Ease of use 460%* 1
Enjoyment 533** 435** 1
Familiarity 679%* .539** .695%* 1
Visit Intention 461%* 574%* A471%% .520%* 1

Note: all correlation coefficients are significant at the p{.01 level
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Table 6. The effect of service quality on visit intention

T R s st s : o
(Constant) 124 288 430
Visit ntont Usefulness 203 087 163 2338 652 1534
sit intention Ease of use 426 068 409 6.219%% 738 1.355
Enjoyment 234 078 206 2.992%% 671 1.491
R’= 407, adj R’= 397, F= 42.556, Durbin-Watson= 2.069
42 3= F—f HIZ 0| Q19| 2| I} ROIEE ERloioirt. 20| 2Eav= A3HA
Table 72 F4do] HHEolwof AL ojgke sjotsl ol BiF4e] e Uehlie Rl SARoR foft
7] 95t é_W° SR Adtolt B4 A3 = SR TR 28I Qe Aos wHiit
P47} SEH4] gt FAR Y] AP 27.0%= HA 5847 Rk oA W&o 2Eay

uehgen, =yuael  Zs/do]

p<.001)ol ot
4.3 HHIAZED}
Table 8—9 HE

T koA A

EELRLS %w 7+ 3%
2857} B2
Loz B apdHe) 23
ALAANA Avl2E A

044, BEIE J2n
SER LIS 8 SR Gt TR

Al A

AE|AZA

AE|AZA

RO E(1=8.347,

AL vlAe Aoz Uehith

yeeln
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489S hersh] gfstod
| AEAeIA
AZEAGNA
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BN 20 RIS S7IHEOM, HER e}
=915l A3RA0IA EAR 0L folaA] Qo 584
WEOE ol W49 2Lt et o
9, SOl Rl oA 449 =
g BAT 20 RGE F71) ok A
RO g o1 ROl Loy 224
37} ek gtk hAjgo.E 3143}
o= olA 449 2EANE BT A% R
e R EEE R REE L)
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Table 7. The effect of familiarity on visit intention

Dggﬁggleént Independent B SE t
Visit 597 268 2.226*
intention 608 073 8.347**+
R?= 270, adj R’= 267, F= 69.679
Table 8. Moderating Effects of familiarity between service quality and visit intention
Dependent Independent Model 1 Model 2 Model 3
variable variable B t B t B t
Usefulness(A) 572 7.128 249 2.397* 1003 010*
Familiarity(B) 449 4.579%* 207 624
A*B 067 764
R 213 292 294
AR? 079 002
AF(p) 50.815(.000%**) 20.969(.000%**) .584(.446)
Ease of use(A) 597 9.611% 430 6.106*** 485 1.648
Familiarity(B) 347 4.390%* 387 1.753
Visit A*B 014 -.190
intention R? 329 392 392
AR? 063 000
AF(p) 92.180(.000%**) 19.275(.000%**) .036(.849)
Enjoyment(A) 534 7.323% 240 2.478* -.029 -.090
Familiarity(B) 436 4.366** 215 789
A*B 070 867
R 222 294 296
AR? 072 003
AF(p) 53.623(.000***) 18.977(.000**%) 751(.387)
*: pd.05, **: p(.01, ***: pd.001
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290 thet EQMO R Mt H AH|ATE F5
%EHH%WPMPHWQLMwl%%ﬂ7%¥Hﬂ@
B HAEGEE AFo] oo AFHA JFE F
£ E FAMAel digk 984do] 87 EE FAo|
th. ojof & AFolAE SFE TR AuAgd
I RO mete] FAONA A&HA Y] xEans got
Bz spgon, 1 A3 o33t Zrh

ﬁﬂ@@+ﬁ%ﬁ%%ﬂ§f@4ﬂww%hﬂﬂ
o] 56.8%, 'BAdo] 43.2%F "3 H]&S Bk ¢
22 20t 54.7%, 30t 36.8%, 40t} 5.3%, 50tH °|4t
3.2%2 209 AB9 vl&o| 7P =Tt

A4, SE FUMAe] AHAgde] 484
84, 8o, R340] BHRO o] H|X &= og%;
Aet A3h §-84(t=2.338, p.05), &°l4(t=6.219
p<.001), §34(t=2.992, p<.01) =% {3t JFS
o2E A& Yepth HEro] tiet SHHsE
9] JFES AuEd §o]4(409)°] 7HF =A Uk
om, 1 thFoE= {314(200), F84(163) 2
2 Uepgt webA, 7 12 AEE Qo

ol 7143 EAo] Aol 8ok uXE FF
of 3t Go(2021)9] AT-olA 584, &olA, /314
o] Z|&olgolrof §o5t JFFE WX AOE e
U & Aol fARE A A7 YERGTHISI.

*1141 F&/dol o] X dFS £ 2
T}, H44(t=8.347, p.001) WE =] o3t
%aﬂhkeﬁziLkhh_ oo gt W&
A9l gL (520)0.2 Ut wkA, 71 2=
e =] k.

ol 2%l AHE Bl FAHE WS FEI=
o HX& ol dit Kim2 Oﬂ—‘rwllfﬂh Z14:4d0] ©
FOo] JFE wHA] = AoZ YERL B At
golgt AxAT7F UeRgtH34l.

A, sPEE FRlufde] AuAZdy} B et
o] A H&AH9] 2HaNE AHE A}, -84,
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