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Abstract

The COVID-19 pandemic has not only increased customer preference for
contactless methods but also created digital business opportunities in a variety
of industries. Particularly in the fashion industry, contactless distribution and
contactless shopping have increased significantly. This study identifies the
changed consumers perception of contactless shopping, which has been
expanded due to the COVID-19 pandemic and analyzes specific factors that
influence shopping switching intention to derive efficient marketing plans for
post COVID-19 era. The study targeted Korean male and female consumers.
The perceived value, usefulness, and alternative attractiveness of contactless
shopping had a significant effect on shopping switching intention, and a
moderating effect of offline fashion stores was confirmed. These results indicate
that customers’ experience in a fashion store influences their next online and
offline shoping. This study, therefore, proposed the direction that the fashion
industry should advance from a marketing perspective in the post COVID-19
era.
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Figure 1. Conceptual Path Mode/
(drawn by author)
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Table 1. Resecarch Measurement [tems

Category

Questionnaire

It is worth spending time in contactless shopping to purchase fashion products.

Perceived

It is worth making effort in contactless shopping to purchase fashion products.

Value

It is worth spending money in contactless shopping to purchase fashion products.

MwiN|—

It is worth using contactless shopping to purchase fashion products.

—

Various cues (user reviews, user board, etc.) make me feel as if | am in the shopping mall with
other users in a contactless way.

Social

Various cues make me feel the presence of other users when | shop in a contactless way.

Presence

Various cues make me feel as if other users are looking at the same product when | shop in a
contactless way.

Various cues make me feel a certain bond with other users when | shop in a contactless way.

The contactless method allows me to shop anytime, anywhere, and on the go.

| can shop effectively by using contactless method.

Usefulness

The contactless method makes it easy to check the information needed for shopping.

ArWIN|I=B W N

If | shop in contactless, | can shop quickly.

—

Compared to before COVID-19, contactless shopping is more satisfying than offline contact
shopping.

N

Alternative

Compared to before COVID-19, |
traditional shopping method.

believe that contactless shopping benefits more than

Attractiveness

Compared to before COVID-19, | think contactless method is generally better than the past
shopping method.

Compared to before COVID-19, It would be interesting to do offline shopping in a contactless method.

It is attractive to see fashion products displayed in offline fashion store.

Offline stores that sell fashion products are aesthetically attractive.

| like to see fashion products directly in offline fashion stores.

| think offline fashion stores are very interesting.

Offline fashion stores make me happy, not just selling fashion products.

Experiential

The offline fashion store has a charm that captivates me.

Value

Offline shopping method makes me feel free.

Shopping offline makes me feel like I'm in a different world.

O VNV WINI=ID W

When | shop for fashion products offline, | am so immersed that | forget everything and go
shopping.

| enjoy offline shopping itself when | buy fashion products.

JEN RN
)

| do offline shopping for sheer pleasure.

—

Compared to before COVID-19, | have more positive thoughts about contactless shopping after
the COVID-19 outbreak.

| began to have the intention to try contactless shopping after the COVID-19 outbreak.

Switching

| intend to keep on doing contactless shopping.

Intention

I will search necessary information for contactless shopping.

U W IN

| will ask for relevant information for contactless shopping from those around me who have
experience doing contactless shopping.

—

| will do contactless shopping more in the future.

Switching

| will do most of my shopping in a contactless way.

Behavior

Contactless shopping will be a shopping method that | will mostly choose.

*Note: It was created by modifying the question presented as Contact-free to Contactless.

APEAGH S4e Avins] Sl 9, A, AF A gk, TS I=), BE dojels IBM SPSS
st M9, WHF 49, YHF WEAE NS00, YBF  Starstics 2508 Fo] QB U AHE B4 AP
A TS Zslon, ATEASY BAT = B4, oF SR, SAd S9Es, o) 9 adax
geels WyoRo] 4UAY oNE BE £ Ads R4S AYstel Ane =k
BE Bge T4 BAE AEE Agsion(1d="s 1
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Table 2. Frequency Analysis Results for Demographic Characteristics

Category Response N %
. . Yes 243 100.0
Contactless Shopping Experience No 0 0.0
Male 130 535

Gender Female 113 465

20s 80 329

Age 30s 81 33.3

40s 82 33.7

Graduated Middle/High School 47 19.3

Education University Graduation 172 70.8
Graduate school graduation 24 9.9

Student 25 10.3

General Office 140 57.6

Job Professional 21 8.6
Public Officials 10 4.1

Self-employment 13 53

Other 34 14.0

Less than 2,000,000 14 5.8

2,000,000 - Less than 4,000,000 70 28.8

Monthly Income 4,000,000 - Less than 6,000,000 76 31.3
(Unit: Won) 6,000,000 - Less than 8,000,000 43 17.7
8,000,000 - Less than 10,000,000 28 115

More than 10,000,000 12 49

Less than 200,000 109 449

Monthly average purchase amount of 200,000 - Less than 500,000 8 36.2
fashion products 500,000 - Less than 1,000,000 35 144
1,000,000 - Less than 1,500,000 9 3.7

More than 1,500,000 2 0.8

1- Less than 2 hours 77 31.7

Monthly average purchase time of 2- Less than 3 hours 105 432
fashion products 3- Less than 4 hours 24 9.9
More than 4 hours 37 15.2
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Table 3. Exploratory Factor Analysis and Cronbach Alpha Analysis

<

o A
e %
s

T
O
= H

I2} weEH, APl
8

QICEE BN

o, Kaiser—-Meyer-Olkin ZXZ(KMO)<}
Bartlett®] @4 AXE3 KMO
0.00022 o] 9A] uj¢-
2 Zow Uehyth o]AY
A (Varimax) Ao 2 =&

= 09073 feolstE
WeEe] Aol

. . Alpha If Item Cronbach
Category Variable Items Factor Loading Deleted Alpha
Kaiser-Meyer-Olkin(KMQO)= 0.924, Bartlett's Sphericity Test o= 0.000""
AA 3 0.820 0.775
Alternative AA 1 0.739 0.799 0.843
Attractiveness AA 2 0.686 0.806 '
AA 4 0.629 0.820
SP 3 0.829 0.823
Social SP 2 0.812 0.804 0.859
Consumer Perception Presence SP 4 0.794 0.816
of Contactless P 1 0.716 0.837
Shopping UN 1 0.816 0.783
Usefulness UN 4 Q676 0.774 0.812
UN 2 0.643 0.723 ’
UN 3 0.544 0.772
PV 3 0.813 0.793
Perceived PV 4 0.676 0.774 0.824
Value PV 2 0.609 0.758 ’
PV 1 0.503 0.787
Kaiser-Meyer-Olkin(KMO)= 0.907, Bartlett's Sphericity Test o= 0.000"""
EV 1 0.836 0.885
EV 2 0.795 0.875
Experiential Value: EV 3 0.787 0.867 0892
Aesthetic EV 4 0.707 0.868 '
Consumer Perception EV 5 0.681 0.868
of Offline Fashion EV 6 0.666 0.873
Store EV 9 0.864 0.877
Experiential Value: EV 11 0.833 0.846
Playfulness EV 8 0.811 0.841 0.880
EV 10 0.738 0.852
EV 7 0.582 0.853
Kaiser-Meyer-Olkin(KMO)= 0.876, Bartlett's Sphericity Test o= 0.000™"
Sl 4 0.790 0.816
. L Switching SI 3 0.662 0.782
Shoﬁ?;i’ioiwgﬁg'”g Intention K 0.655 0.774 0.836
Behavior Sl 2 0.582 0.9798
Switching SB 2 0.867 - 0.848
Behavior SB 3 0.867 - )
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Table 4. Correlation Analysis

Aoz Yehdth (:=16.054, p=.000). 2d 2= =&l {o]A
AEE AAEE FU1R FANZ Aeg, Bl 1R 04%
o Agsia ok Eeh A2 ZRA|(t= 13.011, p=.000)F
AS)A A =1.471, p=.014)2 BAA GOz slolA
aygtol ol FAARI JFS njRlEe Ao FRIEgIth
e 32 md 2o §-848 SR AR Adfoldh B
9 38 agAgtro] WS 57.1% AYsta 9low, o
£ 2d 28t 5%E o AYde UetyEe ddtelth 2|7t
A 7HA(t=7.272, p=.00002t 4-84(t=5.283, p=.000)2 ¥

W] A(HH] dFE vXE AR HERou, At
o

ol

(o3
O

&
A
=

rr

2 AR (=886, p=37T2 FAA froaE stolM I
< A e Zlos uehyn ope B 4= 2d 3
oA digke] wiEE 7tz AR Aol A2 71
(t=6.340, p=.000), 5-8/9(t=4.099, p=.000), there] =i (¢
=2.454, p=.000)2 FEHULQ] agPeeze] FH)HA

&S mAE Aoz deR.

SABOIE YD 5 G B4 el Ad G
g2 WRlEE, AZE (=497 aBaselE
2 97 el f84

ey
(p=260)°] F WA= Z FFY
ARE tijte] wiE(4=.155), Ul HAZRE AEA A
(£=012)9] &2&2 eyt FRHe 25 0.1 ool
b2 o532t g wdEe,
Durbin-Watson< 1.8142 7|3l 29 uf-¢ sk 0
T 4o A goBz A Tt AEEArt glidte
HojAo}, ez 2 SRyl st sfago

o Average Star]da.nrd Inter-Construct Correlations
Deviation PV SP UN AA EV-P EV-A SI SB
PV 5.1327 0.96109 1.00
SP 47593 1.23698 0.517" 1.00
UN 5.3230 1.01770 0.715™  0.444™ 1.00
AA 49619 1.11101 0.671"" 0.528™ 0.675™ 1.00
EV-P 41424 1.27453 0.210"™ 0.298" 0.185" 0.195" 1.00
EV-A 4.8971 1.03483 0.294™ 0.235" 0.290" 0.132" 0.633" 1.00
SI 5.3807 0.98970 0.719™ 0.428" 0.675" 0.622™ 0.065 0.266™ 1.00
SB 4.8601 1.32091 0.581™ 0.449™ 0566 0.695" 0.018 0.052 06177 1.00

"0<0.05, "p<0.01
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Table 5. Hierarchical Regression Analysis for Fashion Consumers’ Contactless Shopping Perception

Model 1 Model 2 Model 3 Model 4
Variable B t-value  S.E. B t-value S.E. B t-value S.E. A tvalue Tolljrrrz:;ce
(Constant)  0.241 - 5650607) 0.247 - (60007063 0.247 - ?630902 0.244 - iggg;
PV 0046 0.719 (Tgb%%fl) 0.054 0.679 (1.36%1**1) 0.066 0.465 (gégﬁ) 0.068 0.419 (%338) 0.403
SP 0.042 0.077 (?dﬁl) 0.040 0.044 2'3878763 0.041 0.012 2822217) 0.673
UN 0.059 0.323 (%ggi) 0.063 0.266 (%832) 0.419
AA 0.056 0.155 (_nggﬁ) 0.440
cotistics | R=517, aR'=515 R2=521, ,R%=517 R2=571, ,4R%=.566 Fﬁ;i?ﬁ;ﬁjﬁ%ﬁ

F=257.728, p=.000 F=130.568, p=.000

/=106.110, p=.000 Durbin-Watson=1.814

"<0.05, ~*p<0.01

2, ZEHERA HA0)| CHSH AH|R} QAN AHSIOE 71|
PN X201 Tidnipzio] ZHA J1xPt = oipiaxt
AZvE 7EA, AR A, /-84, tiete] wigo] &A
oo Fake mX= H qlo], el sfanfde] A
A 7o wpsRE AEsk] Sl
Kenny(1986)¢] A&  2]7&4(Hierarchical Regression
Analysis)2 Z-8319tt. 1 AW 3|FRFL Table 6°fA]
Ho|Zo]  1gHA|(F=8.086, p<001), 29HA|(F=82.759,
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A depgeng os3ad A7 gloal & 4 girh
SAAGS foge It dat, 1dA oA AEIE
17 6=231, p<O1)o] B(HHoRE Fou|stA Urebt
=, AR AAlRe] w2aE enel shdulge] 7
A 77 EolAle AoR HFEY 28AAE A
H 7HAI(£=419, pC00D), #-8-3(4=.266, p<.O0D), det
ofE(F=.155, p 05 Zg ozef foJgt H(+)9] 4
S HAe AoE yeuth 3PACAE el o
o] e 74A7F agAZe L] A(+)Q] Fek H|A]

Baron and

o 1o N ok T

o
2

2 e Zlod yeht EgEsvl B4
Lo oJgke mE o exmaiel mjAdujrte] AR JEA7}
10

EoHE aARET FoRAE e A

r
I
ro
Ex
ofl
)
rig
lo

2
s
E
rir
o
ol
rlo
[\
s
)
2
>
o
o
AL
Y
%
T
fu)
2
19,
=)
i)

o] £BARE G WA B o] Lxrefel w
ao] ZA 7HI7t Aol she Zlog Uehdeh
SEHAOIA A7k AR g=426, pCO0D), §EA(5=20,
€001), Tiieke] Tl 5=.149, pC05)}E AT §

3 Qe MR oz Ueht A2E K9 584,

ofo] HATIE] GG mAE § Glo] ox

o
<l sideigel Aed e i mlegs ske Al

3. SEE2|A SAof| Cifgh AHR} Q1A AYMSI0|
5

AN 2I21Q1 TNyl FHA JxPt R 2AE}

s LA o 4e] SPase] 4B
o] e mlA g glol, oxetel spanigel AEA
o] 2aNE AF] 9 A SRAS A9
stk 1A 2 SR47} auagozd uas
oL FAHAT, 28 AL 2EAS oxelel WA
el B NS Flz wustel Agshdon, 3
A Saset 28us 7 AoAE WSS B9



12 D HH|2RLA 2263 3%

Table 6. Mediating Effect Analysis for Experiential Value of Offline Fashion Store

Dependent Independent R
Variable Variable 2 SE A t - F GaR)

(Constant) 2.641 0.374 - 7.057"" <.001

o PV 0.150 0.104 0.138 1.437 0.152
Experiential sp 0.195 0.063 0.231 3.119™ 0.002 8.086™" 120
Value (.105)

UN 0.144 0.097 0.140 1.489 0.138

AA -0.118 0.086 -0.125 -1.364 0.174

(Constant) 1.062 0.244 - 4,348 <.001

o PV 0.431 0.068 0419 6.340""" <001
Switching sp 0.009 0.041 0.012 0.227 0821 82759 082
Intention (.575)

UN 0.258 0.063 0.266 4,099 <.001

AA 0.138 0.056 0.155 2.454° 0.015

(Constant) 1.186 0.269 - 4415 <.001

PV 0.438 0.068 0426 6.418" <.001
Switching sp 0.018 0.042 0.023 0.441 0.659 584

; 66.511™" :

Intention UN 0.265 0.063 0.272 4.188™" <.001 (.575)

AA 0.133 0.056 0.149 2.348" 0.020

EV -0.047 0.042 -0.049 -1.103 0.271

*1X0.05, ~*p<0.01, ***p<0.001
Az Al AR sARde 1A (F=257708,

pC001), 22HA|(128.685, p<.001), 3THAI(F=89.471, p<.001)
oA BE TAHLR fosHA yehter, ARRlA Azt
(I5HA: F=54.078, p<.001, 28H4): F=27.302, p<.001, 3+

Alr F=23.087, p<00DT {80 HA:  F=201.835,
p<001, 284l F=100.500, p<.001, 32A: F=69.812,

p<O0D), T=|ar vl mi=(19HA: F=151.732, p<.001, 2
@Al F= 76.629, p<.001, 3THAl: F=55.492, p<.001)°f tH
g FEY RE SAXASE  fooHA  UeHTh
Durbin—-Watson EAIFE 2% 20 ZARGH 3 HYorm
B 2] 594 Helle ZAE $ivkar & 4 g, VIF
oA BE 10 wgte g yepfong opEgis A 24
7} e Zo] FRI= I

SlAAIES] R HE Ax, 19AelAE Azt 714
(=119, p<.001), Ar8]A AT F=.428, p<.001), F-54
(£=.675, p<.001), =icte] wi=(£=.622, p<.001)°] H(+)H
o= foJoHA uetdth & AztE 7R, AREE AR
878, 183 dijte] wigo] E&4E AgAROLI} =
oiE Aoz AZEHL 2l E e matel mjMufE;

AR 2 AAg Wevt R()Hew golsh ek
= peEds a0 et 4ulAEe] A7 7}, A
A, 584, diete] diEle] aMAFlEe] ke ulA
£ ol Qo] emetel Wanpe] ARA AL B()He
2 24988 sk ZAow Uekton] omael miupg
o) ARA A A7 AR, AR AR, §84, o
gro] wiglo] amARO|Ee] MAL R0 I ol
FE Aow AzEet

EEE

PAZOE (=12.158, p<.000 )
WHOR fouF GFE T How =Yt 74
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Table 7. Moderating Effect Analysis for Experiential Value

. r
Model Variable B S.E, B t p F ()
1 (Constant) 1.581 0.241 - 6.567""" <.001 257 728" 517
PV 0.740 0.046 0.719 16.054""" <.001 ’ (.515)
(Constant) 1.659 0.275 - 6.032""" <.001 517
2 PV 0.748 0.048 0.726 15.581""" <.001 128.685™" ('513)
PV EV -0.026 0.044 -0.027 -0.586 0.558 '
(Constant) -0.023 0.747 - -0.031 0.976
3 PV 1.070 0.141 1.039 7.564"" <.001 89471 529
EV 0.383 0.175 0.404 2.192" 0.029 ’ (.523)
PV*EV -0.078 0.032 -0.608 -2.418" 0.016
1 (Constant) 3.751 0.229 - 16.377"" <.001 54,078 183
SP 0.343 0.047 0.428 7.354"" <.001 ) (.180)
(Constant) 3.600 0.299 - 12.043™ <.001 185
2 SP 0.331 0.049 0.414 6.779"" <.001 27.302"" ('179)
SP EV 0.045 0.058 0.048 0.783 0.435 )
(Constant) 1.290 0.725 - 1.779 0.077
3 SP 0.820 0.148 1.025 5.529"" <.001 23,087 225
EV 0.596 0.168 0.629 3.548"" <.001 ' (.215)
SP*EV -0.115 0.033 -0.982 -3.482" 0.001
1 (Constant) 1.886 0.250 - 7.530"" <.001 201835 456
UN 0.657 0.046 0.675 14.207"" <.001 ) (.454)
(Constant) 1.892 0.290 - 6.522""" <.001 456
2 UN 0.657 0.048 0.676 13.713"" <.001 100.500""" ('451)
UN EV -0.002 0.047 -0.002 -0.042 0.966 '
(Constant) 0.181 0.814 - 0.222 0.825
3 UN 0.968 0.146 0.995 6.616"" <.001 69812 467
EV 0.423 0.195 0.446 2.172" 0.031 ' (.460)
UN=*EV -0.077 0.034 -0.623 -2.247" 0.026
1 (Constant) 2.633 0.229 - 11.522"" <.001 151732 .386
AA 0.554 0.045 0.622 12318 <.001 ) (.384)
(Constant) 2.429 0.290 - 8.388™" <.001 390
2 AA 0.544 0.046 0.611 11.904"" <.001 76.629"" (.385)
AA EV 0.056 0.049 0.059 1.150 0.251 )
(Constant) 0.466 0.733 - 0.636 0.526
3 AA 0.939 0.143 1.054 6.562""" <.001 55 490" 411
EV 0.514 0.165 0.543 3.122" 0.002 ' (.403)
AA*EV -0.091 0.031 -0.728 -2.908"" 0.004
“p<0.05, “"p<0.01, ™ p<0.001
Table 8. Regression Analysis Between Switching Intention and Switching Behavior
Model Variable B S.E, B t p F s
o (aR)
Switching (Constant) 0.432 0.370 - 1.167 0.244 751 380
Intention Switching 0.823 0068 0617 12158 <.000 ' (378)
Behavior

"0<0.05, ~"p<0.01, ***p<0.001



14 D HH|2RLA 2263 3%

B A7 2%t 4HRFEC] ¥9Y Covid-1922 13|
A~

nRsg BEEds 490 g BHLEAE I4S
skels] mopek ol B8] 2 Qv auastolEste] P

£ gwny, oxelel shavkye] ZHA 77 Fi oy
iu}

=
ZARIE Felstglet. dEy ZEED|A WA o

7h dopinta sjds) & 4 9lrk §3] tigkezo)
gl o g ATl A Aole] emarel
o AdH 7 2E i Ss she Ao= veht

H|ZFSo] ZHE "halo] o malel 41 tiqtoz xjeigt 2

HEZA o] ok aggolro] @ malel wfidufe]

AEA 7H7F DA FFE Frhe A4S 4 S Al
2do] W Covid-19 ®e9] 717kg<t ofn] ZEE=A

£go g AR

pal

H b
N,

B

i)

>

Post—Covid Alth7t Zefistod] = A A&Hoz 1
8 7PsAo] Eohe AL ZHEDA ikt A4 7]
o f-84 I3 diete] o] Al ujX]E: o
& BHANE 5ol dEsE 4 ek Jv ex=akel
W dufate] AEA spx|o] BE o 9 %

Bl exal spdurte] 4o met @5l 71&
20] whE AHe 52 He o]ggEr T wuj Ad
2tste] Wargol wold 4% Yo Aol 7O of
Aok webd SAARASe] Ag omelel sjdno]
iRt 433 ES oABA AAsk=Aol wtet o]59] 43 A
4 e 4TINS AUsks 878 S/ 890l
2 5 lths AL F89] olsfstolof sttt 53] o=
G snge] ARY AP ANAEe] 87552 9
3 719e] Algste B Ee 7HA9] FHdAlolH ol 7]
A= "8 HEE Tl AHRREA FEEEE (Kotler
& Armstrong, 2017), AR QA HH 7|AES &
o suAEdl AZE FE

S Foll AHAEY AlRE Ao iRt 87EE5S oid
she o) weelslol @ Rl

2 I o

].

[e3

=
oH
olt
ﬂ"r‘
off
EO]\
)
H
2
of,
)

A A 15 FAY BH0E o) ZHEL
Ao £go] FRbEA meEs WO TG 384
o

&% 8771 S7¥t itk 2eine grozo] e
£SO 34T A FIAAZ 5 gk A
2 9g FomA oldurt fYIsAL, e Y
2 Fgsto] PHIE B Eo o) 5 WYL SIa P2
5 ORpEl 21318 ABstel o g Auap} 3Rt o
52 4 Es W TAslF Bk E, Covid-192
QM AW o] pak TAE B A7) e
2 27 37K Aol dgsid] ol oumetel sl
3} meEes oz Lelol BulE WS HeR
gz 94 Aol mujdere] whes) ST 9 42k Flol
o 2 oleld W ANy Sk J1E PATe o
o, auEe] &% AIE B¢ AFES 97

TFRO| B7HA ATt sl AHIE Sle BAasw
g it Ved oz o] Sttjsolol & Aol
.

< <]
AY A B9 Ao ZUE/ZHEE Afd 2439
e BAISk= 7o) FastAlth
References
Ajzen, 1 (1991). The theory of planned behavior.
Organizational — Behavior —and — Human  Decision

Processes, 502), 179-211. doi:10.1016/0749-5978(91)
90020-T

Bae, J. (2020). Consumer satisfaction, dissatisfaction, and
channel-switching intention in accordance with
shopping channels. journal of Public Relations, 243),
1-22. doi:10.15814/jpr.2020.24.3.1

Bansal, H. S., Taylor, S. F., & St. James, Y. (2005).
“Migrating” to new service providers: Toward a
unifying framework of consumers’ switching behaviors.
Journal of the Academy of Marketing Science, 3X1),
96-115. doi:10.1177/0092070304267928

Baron, R. M., & Kenny, D. A. (1986). The moderator—
mediator variable distinction in social psychological
research! statistical

Conceptual,  strategic, and



o2 / AAIETatolAe] 2HE|A WAlo]l Cigt AH|2} QlAo] aWMEIo|E| D= B& 15

considerations. Journal of Personality and Social
Psychology,  51(6), 1173-1182.  doi:10.1037/0022
-3514.51.6.1173

Bird, J. (2020, March 29). Zero contact everything:
Coronavirus causes the rapid rise of ‘no touch’ retail.
Forbes.  Retrieved  March 29, 2020, from
https://www.forbes.com

Chae, J. M. (2017). The effects of shopping value, ease
of use, and usefulness on mobile purchase intention.
Science of Emotion & Sensibility, 2002), 73-86.
doi:10.14695/KJS0S.2017.20.2.73

Chiu, H-C., Hsieh, Y-C., Roan, ], Tseng, K-J., &
Hsieh, J-K. (2011). The challenge for multichannel
services: Cross—channel free-riding behavior. Electronic
Commerce Research and Applications, 102), 268-277.
doi:10.1016/j.elerap.2010.07.002

Choi, Y., & Lee, K.
perception of fashion products in a pandemic. 7he
Research Journal of the Costume Culture, 283),
285-298. doi:10.29049/rjcc.2020.28.3.285

Claridge, C., & Hur, E. (2021). Revitalizing department

store shopping value and in—store experiences: A case

(2020). Changes in consumer

study on debenhams and selfridges. Journal of Fashion
Business, 256), 81-101. doi:10.12940/jfb.2021.25.6.81

Cottrell, J. (2021, June 16). Contactless vs. checkoutless
shopping: One problem, two approaches. Forbes.
Retrieved April 5, 2022, from https://www.forbes.com

Deloitte. (2022). 2022 Global Marketing Trend. Deloitte.
Retrieved April 3, 2022, from https://www?2.deloitte.
com/kr/ko/pages/consumer/articles/2022/20220228 html

Gale, B. T. (1994). Managing customer value: Creating
quality and service that customers can see. New
York, NY: The Free Press.

Gefen, D., & Straub, D. W. (2003). Managing user trust
in b2c e-services. e-Service Journal 22), T-24.
d0i:10.2979/esj.2003.2.2.7

Hassanein, K., & Head, M. (2006). The impact of
infusing social presence in the web interface: An
investigation across product types. International Journal
of Flectronic Commerce, 102), 31-55. doi:10.2753/
JEC1086-4415100202

Holbrook, M. B. (1994). The Nature of Customer

Value: An Axiology of Services in the Consumption
Experience, in Service Quality: Thousand Oaks, CA:
New Directions in Theory and Practice.

Hutt, R. (2020, August 11). Untact’: South Korea’s plan
for a contact—free society. World Economic Forum.
Retrieved August 11, 2020,
weforum.org

Jang, C., Chi, Y., Kang, M., & Han, K. (2016). The

effects of consumer’s perceived value and satisfaction

from https://www.

of omni—channel commerce on shopping channel
switching intention. 7he Journal of Internet Flectronic
Commerce Research, 164), 203-228. UCI:G704-
001762.2016.16.4.009

Jang, Y., & Lee, ]. (2020). A study on the spatial
characteristics of fashion brand flagship store by
brand experience element. Journal of The Korea
Institute  of The Spatial Design, 158), 187-198.
doi:10.35216/kisd.2020.15.8.187

Jarvenpaa, S. L., & Todd, P. A. (1997). Consumer
reactions to electronic shopping on the world wide
web. Journal of FElectronic Commerce, 1(2), 59-88.
Retrieved from http://www.jstor.org/stable/27750810

Jeong, D. (2021). A mixed-methods study of factors that
promote and  hinder  switching to  contact—free
shopping among  fashion consumers (Unpublished
doctoral dissertation). Yonsei University, Seoul, Korea.

Jones, M. A., Mothersbaugh, D. L., & Beatty, S. E.
(2002). Why customers stay: Measuring the underlying
dimensions of services switching costs and managing
their differential strategic outcomes. Journal of business
research, 556), 441-450. doi:10.1016/50148-2963
(0000168-5

& Seo, D. (2016).

moderation and moderated mediation: Guidelines and

Jung, S, Assessing  mediated

empirical  illustration.  7he Korean jJournal — of
Psychology:  General, 351), 257-282. doi:10.22257/
KJP.2016.03.35.1.257

Keaveney, S. M. (1995). Customer switching behavior in
service industries an exploratory study. Jjournal of
Marketing, 592), 711-82. doi:10.2307/1252074

Kim, D., Choi, H., Cho, H., & Yang, J. (2020). A case

study on untact marketing in the hotel industry.



16 IjHE[2LA 2263 3%

Korean Journal of Hospitality & Tourism, 29%4),
205-218. doi:10.24992/KJHT.2020.06.29.04.205.

Kim, T., Kim, S., & Kim, J. (2018). Antecedents of
cross—channel freeriding showrooming behavior in
on-offline multichannel environment: Focusing on
multichannel self-efficacy and the attractiveness of
alternative online store. Journal of Marketing Studies,
264), 21-41. doi:10.21191/jms.26.4.02

Korea Chamber of Commerce and Industry. (2020). ZZ
L}19 oz §JRBRA] BIS] AE] ZAF [Survey on changes
in work style after COVID-19]. Retrieved April 03,
2022, from http://www.korcham.net/nCham/Service/
Economy/appl/KcciReportDetail.asp?SEQ_NO_C010=20
120932932&CHAM_CD=B001

Kotler, P., & Armstrong, G. (2017). Principles of
Marketing (Global Edirion). England: Person.

Kotler, P., & Keller, K. L. (2007). A framework for
marketing management, Upper Saddle River, NJ:
Prentice Hall.

Kwon, H., & Lee, J. (2020). A study on the application
of retail tech for customer experience: Focused on
offline fashion stores. Journal of the Korea Institute of
the Spatial Design, 158), 199-212. doi:10.35216/
kisd.2020.15.8.199

Kwon, J., & Park, B.

transformation ~ of

(2020). A study on the

shopping ~ behavior ~ under
multi—channel consumption environment. Journal of
the Korea Industrial Information Systems Research,
253), 61-82. doi:10.9723/jksiis.2020.25.3.061

Lattin, J. M., & McAlister, L. (1985). Using a
variety—seeking model to identify substitute and
complementary  relationships ~ among  competing
products. Journal of Marketing Research, 22X3),
330-339. doi:10.2307/3151429

Lee, M.

consumption value on customer engagement in smart

(2021). The effect of service quality and

franchise stores: The moderating effect of perceived
risk on covid-19. Journal of Franchising, A3), 49-65.
doi10.22985/kasof.2021.7.3.003

Lee, S., & Lee, D. (2020). “Untact”: A new customer
service strategy in the digital age. Service Business,
14(1), 1-22. doi:10.1007/s11628-019-00408-2

Lee, S., & Lim, S. (2018). Living Innovation: From
Value Creation to the Greater Good. England:
Emerald Publishing Limited.

Li, M,, Yin, D., Qiu, H., & Bai, B. (2021). Examining
the effects of ai contactless services on customer
psychological safety, perceived value, and hospitality
service quality during the covid-19 pandemic. Jjournal
of Hospitality Marketing & Management, 31(1), 1-
25. doi:10.1080/19368623.2021.1934932

Lu, Y., Cao, Y., & Wang, B. (2011). A study on factors
that affect users behavioral intention to transfer usage
from the offline to the online channel. Computers in
Human Behavior, 271), 355-364. doi:10.1016/j.chb.
2010.08.013

Mathwick, C., Malhotra, N., & Rigdon, E. (2001).
Experiential value:  Conceptualization, measurement

and application in the catalog and Internet shopping

environment. Journal of Retailing, 7A1), 39-56.
doi:10.1016/50022-4359(00)00045-2

Monroe, K. B. (1979). Pricing’ Making Profitable
Decisions. New York, NY: McGraw—Hill Book.

Mun, Y., & Lee, J. (2010). A study on the effects of
shopping value on trust and repurchase intention in
open market: An analysis of moderating effects of
social presence. Korean Business FEducation Review,
61(1), 227-248. UCIL:G704-001274.2010..61.007

Oh, J. (2022). A study on the level of omni—channel
strategy usage in offline store based on consumer
needs survey of omni—channel strategy. Journal of The
Korea Institute of The Spatial Design, 172), 51-68.
doi:10.35216/kisd.2022.17.2.51

Oh, M., & Shin, J. (2021). The effects of live commerce
platform affordance and source characteristics on
perceived shopping value and purchase intention.
Journal of the Korean Data Analysis Society, 235),
2247-2265. doi:10.37727/jkdas.2021.23.5.2247

Parasuraman, A., & Grewal, D. (2000). The impact of
technology on the quality—value—loyalty chain: A
research agenda. Journal of the academy of marketing
science, 281), 168-174. doi:10.1177/009207030028
1015

Park, A., An, H,, Song, J., & Chung, C. (2022). Please



o2 / AAIETatolAe] 2HE|A WAlo]l Cigt AH|2} QlAo] aWMEIo|E| D= B& 17

do not disturb: The effect of Zero—Contact Marketing
on Korean consumers decision—making process. Asia
Pacific  Journal of Marketing and Logistics, 34(3),
488-505. doi:10.1108/APJML-09-2020—-0641

Park, J. (2020). The study on the relationship among
shopper’s personal attributes, perceived usefulness, and
satisfaction in an omni—channel context. Korean
Review of Corporation Management, 11(2), 235-255.
doi:10.20434/KRICM.2020.05.11.2.235

Payments Journal. (2020, July 31). Contactless and
contact—free  transactions post COVID. Payments
Journal.  Retrieved July 31, 2020, from https://
www.paymentsjournal.com

Pietri, N. O., Chou, X, Loske, D., Klumpp, M., &

Montemanni, ~ R.  (2021).  The  buy-online—
pick—up—in-store  retailing model:  Optimization
strategies  for  in—store  picking and  packing

Algorithms, 1412), 350. doi:10.3390/a14120350

Pine, B. ], & Gilmore, J. H. (1998). Welcome to the
experience economy. Harvard Business Review, 764),
97-105. from  https://hbr.org/1998/07/
welcome—to—the—experience—economy

Ping, R. A, (1993). The effects of satisfaction and

structural constraints on retailer exiting, voice, loyalty,

Retrieved

opportunism and neglect. Journal of Retailing, 6%3),
320-352. doi:10.1016/0022-4359(93)90010-G

Rogers, E. M. (1995). Lessons for guidelines from the
diffusion of innovations. Jjoint Commission Journal on
Quality and  Patient  Safety, 21(7), 324-328.
doi:10.1016/s1070-3241(16)30155-9

Samjong  KPMG Economic Research Institute. (2020).
COVID-19 Business Report. Retrieved April 5, 2022,
from  https://assets.kpmg/content/dam/kpmg/kr/pdf/
2020/kr—covid—19-industries—impact—20200327-.pdf

Sanchez, J., Callarisa, L., Rodriguez, R. M., & Moliner,
M. A. (2006). Perceived value of the purchase of a
tourism  product.  Tourism  Management,  273),
394-409. doi:10.1016/j.tourman.2004.11.007.

Seo, S. (2019). The effects of shopping value on the
usage intention of unmanned fashion  stores—

Application of technology acceptance model-. Journal

of Fashion Business, 232), 140-155. doi:10.12940/jtb.

2019.23.2.140

Short, J., Williams, E., & Christie, B. (1976). The social
psychology  of  telecommunications.  England:  John
Wiley & Sons.

Sneader, K., & Singhal, S. (2020, April 14). The future is
not what it used to be: Thoughts on the shape of the
next normal. Mckinsey & Company. Retrieved April
14, 2020, from https://www.mckinsey.com

Sneader, K., & Singhal, S. (2020, May 2). 3 changes
businesses will need to adapt to post—coronavirus.
Fortune. Retrieved May 2, 2020, from https://www.
forbes.com

Tu, C. H., & Mclsaac, M. (2002). The relationship of
social presence and interaction in online classes. 7he
American  Journal of Distance Education, 16(3),
131-150. doi:10.1207/515389286AJDE1603_2

Van Droogenbroeck, E., & Van Hove, L. (2022).
Covid=19 and point—of-sale payments in Belgium:
How the older generation also learned to love
contactless Journal of Payments Strategy & Systems,
161), 17-21.

Venkatesh, V., & Davis, F. D. (2000). A theoretical
extension of the technology acceptance model: Four
longitudinal field studies. Management Science, 462).
186-204. doi:10.1287/mnsc.46.2.186.11926

Wang, X., Wong, Y., Chen, T., & Yuen, K. (2021).
Adoption of shopper—facing technologies under social
distancing: A conceptualisation and an interplay
between task—technology fit and technology trust.
Computers in Human Behavior, 124. doi:10.1016/
j.chb.2021.106900

Wang, X., Wong, Y., Qi, G, & Yuen, K. (2021).
Contactless channel for shopping and delivery in the
context of social distancing in response to Covid—19
pandemic.  FElectronic  Commerce  Research — and
Applications, 48C). doi:10.1016/j.elerap.2021.101075

Weisberg, Y., Deyoung, C. G., & Hirsh, ]. B. (2011).
Gender differences in personality across the ten aspects
of the big five. Frontiers in Psychology, 2X178).
doi:10.3389/fpsyg.2011.00178

Yanamandram, V., & White, L. (2007). A model of

dissatisfied ~ business  services

customer  retention



18 IjHE[2LA 2263 3%

customer. Journal of Managing Service Quality, 173),
298-316. doi:10.1108/09604520710744317

Yim, J., Kang, T., & Kim, D. (2020). A study on the
influence of establishment and use of local government
non—face—to—face work systems on the usefulness of
non— face—to—face work systems. Korean Policy
Sciences  Review, 24(3), 49-71. doi:10.31553/kpsr.
2020.9.24.3.49

Zeithaml, V. A. (1988). Consumer perceptions of price,
quality, and value: A means—end model and synthesis
of evidence. Journal of Marketing, 52X3), 2-22.

Zeithaml, V. A. (2000). Service quality, profitability, and
the economic worth of customers: What we know
and what we need to learn. Journal of the Academy
of Marketing Scrence, 251), 67-85.

doi:10.2307/1251446

Received (May 2, 2022)
Revised (June 3, 2022; June 11, 2022)
Accepted (June 14, 2022)





