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A Study of Digital Signage Effects in Shopping Context for Fashion Brands
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Abstract

This study explores digital signage's effect on shopping value and customer loyalty in shopping context for fashion
brands. A self-administered questionnaire based on literature mainly included digital signage usage, shopping value
and customer loyalty. A total of 317 responses were obtained from consumers who had experience with digital signage
in shopping for apparels. For data analysis, Confirmatory Factor Analysis and Structural Equation Model were used
via LISREL 8.8. Estimated structural model showed that digital signage had a positive effect on shopping value. Especially,
the usage of digital signage more highly influenced hedonic value than utilitarian value. Also, the hedonic value was
significantly related to the utilitarian shopping value. The utilitarian value had a significant effect on customer loyalty;
whereas, the hedonic value had no significant effect on the customer loyalty. In addition, managerial implication for
utilizing retail technology to create and improve customer experience in the shopping environments is discussed.
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2} nAE AFUAoldY] A2 deridS AAkaL
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AAl, A" AfelUAlE 71Ee] Lo JEHE |
o] IEHFER 7Fo] dalid FuigdelA ARAE A
FEA7IE 552 mlyofolth(Kim et al,
2012). 53], 2330l txg Ale|UA7} AFEE
Qole rjr] Fedk ARE AT 8 ol yAE
71&0] Zte AdmAgAdel ot o=hHl AFe] v
HulE FAE AlUA] &3 ofFelgtal B glvk
(Kim et al., 2012; Lee et al, 2011; Shin, 2012). 7]
Hel YolA @AM o] tAE AbelUA] =9
Bi= Fuady opvel tekst HHel AW|eiE
Frhste] BAES SE F vk AHE FAl
ZE=tHMin & Kim, 2014). $HH, AREAE Pdelxd=
gAg AtelUz|ele] 5524 FEAg-S S ARile]
A= HH3 ARE FAY 4 9Jon(Kang, 2014),
2= 73] ARl= 7ERE e AEE T2 9
t}. ol9} o] YA Ato|UXR|e] Arsde HGiA
ol#¥k gH|d AT Y 7] HAR 7|elA
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I e ANAE S AHSZHo=R Fofah b
(Chin, 2014), o2 wiA|ol] B]a] OS 55220 Foah8-
’d wiiel] Bzl #sk 1], BE, Al JFE o
o9l Fue =g FAdsk=tl wie- SFHolzkaL AA|
HcHMin & Kim, 2014; Shin, 2012). &3 8734 2]=
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1. CIXIE Afo|UX]|

thekeh Ak P HellA 7]‘”0]‘% HA=E= ARgAlele]
HerteAe ol UAYslEES 2esT ek
Ad AR t]2~Zgo](Digital Information Display)2 2+
Azl HAE AbolUA = FEFAa s TtollA
LCD 2218 i tAg tagelols olgalo] &

ojn]z], FJF T e HAEE t=EYo| st B
= H]E"JELH H] 20|t Dennis et al., 2010b; Heo &
Park, 2014).

YA Afely|E t2Ede] ©ir]E B8 AR &
Al 25 AlEtaL Alofg 4= Jon X7 AH|=E o]
g3to] Al33t SIS Blolu 54 Aat ARES AP E
4 JtHMin & Kim, 2014; Lee et al., 2011; Shin,
2012). 2719] 718 Lukd Fef 5 shuel A8 S0
8] B9 ARG A AP, AR ol Fel=E
Ao, Agst, AEH Fargtel] vs) vhkgt AHe}
Au| 2 4xs Bt 4= e o] Atk Min & Kim,
2014). WA, Ak, B, AR B TR

A nFAE FHE T AlFekal, ok 23,
A B 2 t7PdiolA w2, G, oMIE, v
~4 =S ﬂ]#ﬁﬂf‘:}

g F7ME AF

Lo}
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7ﬂn AEERIME =5 FUlete] o]gake]
A=Al FoE 715A SHoH(Chae, 2012) E3] A
BIcEe wukd B QRIE Tjes 7NECE T
g AlolUA] YESFE Z-83td] E}oohﬂ' A ELS
31 Qtk(Han, 2013; Lee et al, 2011; Shim &
Go, 2012). o] &mzr AEle] %5 W& Hul o}
gt Fules SV 2 9 FeE T|dist
I QtK“Digital signage,” 2011). =] thFZel &
SAHE AR, Web(: ZAziglol, R, )
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s Hedle Sl 7P AE o]8st 3D
Hx 234, 7P 99 Al2E 5 EPEREY U)X
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Ao ek 28, YAgd n]g(digital mirror), $IE]
E|B. 2T (interactive screen)S AAX|5le] AJE$A|
& QeI vl 269l e, 24 B s
shde $dE FYE FHF7IE gtH(Cho, 2015;
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o7 A5 dti(Lee, 2014).
1% CAE ApeluAls] A wo]
BE ol SEAoE Washs QA %
A gozd wAe] YxE AleluA %
Aol v& AHA5Hor st el Hal, o=
oA Aol A7l 7bAe]l BHle AR X7
Aol wrh A3HYY] wEolain =]} girk(Han,
2013). olsh ol, B Aol o oa
S EERE g3k TAxE AL 5 g
e Aok Agdel 5E Audede 5
et AHolA 2874 71XE zhe=tHBarelka et al,
2013; Cornewell & Maignam, 1998; Han, 2013). ©]
2 AAsR= Heo9} Park(2014)e] AFolrlE= tAE
Aty e} ARE E7]0l SlojA] Qe Rt AR A”
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Eliiss

M
Ok

r
%
to
m£

o

<]

o

ola7lx AHEdEe] T Aol e 1w}
4 opon Fulsl BAL fEs Awe] FEold

g Axd ARA" 2 AFUAlA iR FesH
Zhgste] nAel QIAAIESE FE & ArKKim,
2014). wEhA, i Bl= A YRE Alo|Ux|E
o] g8 AL, AgAR= Asze-S Fa ady ddEd

AuE JAekm SEHew gagomy XH Zu

o A8H AAE PIND F ode Aoz et
et 2o e A
3L shaBRse] St tAE AeluA]

ARge A8 JIAE SR Aol

2) H=HH 7

A=A Aol o ATES "AL AfelyA|e
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o

B e GNA AP 2AG A whe2 S
ok TAE AlolUA Bas AzHem 2ol Eu
ofe BE AFom avAel FNE FuAY] o
o Adel gxsln % de 89
Shim(2010)e] T/& Afolux] wlciolZel] T AT
o eetatt] WlolE Hwol fold wAE ®
o ol A erg ATl Gk w=ols
9t} Shin & Shim(2011)9] AToHE= CGVel Tl
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A7k &4
2 FAEIg o o=k g9l
ML HEe 3 gHl AdE EOiE}
23870 YAE AbelyAe] 23& & Dennis
et al. (2010a; 2010b)] AT-eA= ﬁ%%ow A4
E] AR, EY oy, oA
At IUAIE ZHlzte] A1 2
ZYPEL fmshst] B_J/} dg selskolnt.
T Oﬂ?oﬂﬁ—t— tAE AlelUAE A& @?‘& 37%‘91
B 2AA, AAA Aol HIEATS F58
dl&Hol o g YePJtH(Dennis et al., 2013).
9, AR 29 F Lee(2014)2] SATollA]
gAe Aty AR 47 H3H
Aol frojst Za7E HolH, 53] gjdni=el tA]
g AbolUAls AEARTE BEA 7ol 5255
£3e] A% wWiE ZoE vehth w3 Lee
9} Hwang(2014)2] Alg|A7olE didy g8 o
=] 1:!]1:]017: F2 P52, 7dH Q1B Z}]—‘—'o‘]—o:]
A% BFARS FAll Far glon,
= 882 53] o e
Aog veht tAd AteUXA]

rlr

A~ =
A0l &

oct] ;(4_1_@_1,]_ oElAx] Fg ==

[ M | —Hl=E=s
ol g3 ﬁﬁg%oﬂm AL BT F Ues @
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o= B3Rl vl Feto]7|® sti(Im & Yoo,
2010; Kim & Han, 2013).

QA A w2k oA A Aol
Yol that 898 A gort A Aolu
wste] oA FaAe B B olch 489 B
oA, TIAE AloluRle] ArAge 2nlxke]
FIAA 2] BEAS ST HE xS
W, A Bl AR Al 4e] 248
I ZnE FEEhs AEATAE B YJeHDennis et
al. 2010b; 2013). o]e} o] TJA|E Ato]y=|7} £g €]
287 sk A2k RS ZAATNeE Tt e
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74 2. s dEe] agutold TR Ao
Age S g 0 Aol
(H2a), 284 74319} N2 7px)o] w2

= o Aolti(H2b).

3. &@Itx|et nAESH T otof A

aulA Bopold &BAbAE FHEe ol
2449 e nRoeA AT B7)4 WA
gAseE Wl Fasjth AEHo= Babin e
al.(1994)0] AAg wg7hA]e] s 2 = N%ﬂ
AAsh ALA AAE TAFAE T AT
dFshedl Sa% wWeleg & HAFHoA %Wchlu
et al., 2014; Demangeot & Broderick, 2009; Jones et
al., 2006; Song & Yang, 2012).

53], 8l 22 ArI|e dete] Afteie AL
Azte] &4 WAE A=t AR aedv
BAA olde AFdh= HoA A8d ) o F
Q3 dAg-g = IS Holtl Wong et al.(2014)2]
bl eehel ol id Azhe -84 ol4
o] IAFAEE FVM7I= W, A8 1A
wob folg Wb el gkt vlAAE Park
et al.(2013)e] AT = £We] TLAT AAA 7t
2 Aol g WA, "7%"—0— AT-Hl o]
ol frolsh e ol Gk T, A o
LGPl EolX A|ZhE -84 ﬁ%ﬂ%]: Ao =
o freld JFe vIAG et LRE feld 3
ko] YehtA] gkglti(Park & Yoh,

olst o] &3] MgH s ﬂﬂ%*éE-@r e
gk WAL A EEs] el lew, 53] A
= ARglEtoM= A8F ZXel Uig ZdE o &
AL &4 2= o). ARAF sk ARYFAo|HE
s AR ez Axse) OAE AoURE &3
AEH N PPN DAFHEE Z7H
.Q_

2 % e Aolth wehd get e e Adal

Lo

4 3. ORI AoluA) Akgel ol
= o FAAS] o
oI},

484 297}

DAFHE 332 112 A

(Kim et al., 2013). }z7IA]=2 Han(2013)2 <15
B oA Afolux B

mltjo] 7171k ARt

FLE AR olAdel 7?—0}04 Bzl s SvlE

FEA7IL BE B] 8 AME SR Fe=H

71w Biileete] #AE A S okl =
o3t

ag@gelMel  "AEd  AelyAe]l 2HE

Dennis et al. (2010a; 2010b; 2012; 2013)<] I7-ejlA]
= OAE Al Alge aulgel IR 74
(positive affect)”2 FLAI7|2L, AH[x}e] =
4 AR WE dodsd o3 alow g
drbn  FAe. AUdEE FHoz  dvd
Lee(2014)= HAE Alo|yA] LA RS
A e ARl S ) S i
z252 271

= =

4374

=

E /IR F S Aol ok <A
71e ARgHElAM A ZRR|e] Aol A
e B A4S otk G2l sl(Babin et

al., 1994; Blazquez, 2014; Kuikka & Laukkanen,
2012; Oberby & Lee, 2006; Sherman et al., 1997)&
A ek webd TAE Al Akgel 3lo1A
Aot AR ARe TAFHES ol F Y Ao

2 BT g e spe skt

1, s i

2 e UAE AlelUAE AR bR &
el ek e nde 2z dvvHds A%
8faL, <Figure 1>3} o] AFRES A 8e}. 428
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24817] 98l SHain

Ao FAo 7 gAY Alo|UA| AL, £371x], 17
ST Hg £ TS
gAg AtelyAlE= s Adufgollx] o}z 7bA] 238-slE]A]

271EHA0)7] whzel, Aol TlAE AtoluiA
© 23 () saRlon AFe S92
£ S0 2% AN w3349 PEAY S AT
YAE A e AE, I, T
QRZLE 73t shE =] TR Aol WES=
1—5—3}014 Aol sl A%, 7
48 2 & F Agol

xm UAE AolUAE B 2
B3 HHEAE)E FUZE, Hol7], dlSlAzZ, HE,

orhe, E2 5 U HHDAs

ff koo 82
o fo
ﬁ

rulm rl

hass
A
;z‘,éi

B dFoMe glan =i ARSEI Q=
IZER DVIE* AtelUAe] 24-g FaL, Ax AR A=
g EE 7]eam, AEAREG AEA] FERE S 5
A4, 3akd 2 g s 78, AF AR TP
ZF Mu) o] 47) o 2 A5t Han, 2013; Shim
& Go, 2012). YAE AfeJU=|e] AR AP s
BA=E AR a9 o et F88H ARSEA

o 3l 74 H=(ds] FaskA etk - i
ZA3 3t

237 R 7]122] Babin et al.(1994)0] A|A|EH 218
%] 7}7_49% 541‘““}751 7S Z33E &= 107) 23he ALR-E)
= YA AlelyAlE g fjdE=
7@:% FaL ._%HE Az, FHo %, AFriee
© 2 F43FHH(Chiu et al.,
2014; Cry et al., 2009; Park et al., 2013). 2 & =22

74 AEe(ds 284 grhels agth Sgsiet.

Zasth=

Bl HEe ATEAA S4e Sohur] slal 4
g, A%, S, AT F45, A9 L ABNE T

20-407) WHiam| AR T, A

Aol o] =sto] 20154 3950
AABI. & 6l6ve] S8} F, A4
Be=e] HRE Aol A ol8s) & AFo] ek
49 31799 AR Fzalel B A7) HEow B

e

1% ol

/U ‘rﬂ_l‘ra_uan\\\
..-”‘ \\ Value /\

/ Digita lz/
\\81 onage

: S T ™\
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e

e e 8
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H4
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[Figure 1] A hypothetical research model

2) FUZE46), Ho171(28), clISIHIZI=(19), RIZE(14), oltitk2(14), AHA|(14), A Lrh=(14),

E2(12), AAX(T), B2(7), EHFA(T) A

ZH9), IF&(7), %d, A2|oK 8), H&M(4), SOUP(4), TA|(4), AI=(4), 23912(3), AWITAQ), oFA2(3), 2HFuk3), 701(3), "H(3),

E=20]2(2), §2(2), B7HHA(2), BHtel=(2), BHE(2), 292(2),

HY(2), K2(2), ez22H(2), A125(2), 7TEKT7)

- 3066 -



e =0 HEuoM CIX[E ALO|LX| Sofof et

of ARSIt

TE| ATEAA EAS Auny, Aol 50.8%
(m=161)= 34 49.2% (n=156)Ec} ok} o] e BHys
Bk FEo] PFddwne 33.9340]1, 20tH(33.4%), 30
(35.0%), 40th(31.5%)°ll =27 BEHo] Ut 8+
< st Eo] 7P Bkem(69.7%) 1 ok thetul
ANEH12.9%), e Z9(7.9%) 22 YRt} 2971
LT 255FL 4007H0-6007+Y blvle]  27.1%=
717 Bom, 3009+1-4009+ 11w(19.6%), 200%+1-300
w2 1uK(16.7%), 6009+H-8009H 1]vH(14.8%)<] <]

(Table 1) Confirmatory factor analysis

oM m=A REHo] 9es o
V. 23 %

A a1

= =
= @?0

171 Slal WA el
RN o) BAE Qe

RUER LNy |

o] 50018kl 17} =& Al

Factors and indicators Fac.tor t-value Cronbach’s a
loadings
Digital signage 91
X Self-checking system or kiosks 78 16.03
X, Augmented Reality for product information or 36 1891
store location. ' '
X3 Providing 3DGraphics or videos 92 20.85
X4 Virtual space service for product experiences .88 19.52
Utilitarian value 92
Y, I found just the item(s) I was looking for. 93 21.75
Y I felt really smart about this shopping. 92 21.45
Y3 I could buy what I really needed. 91 21.07
Y4 1 could get information to make a purchase. 74 15.19
Ys This shoppmg_was helpful to make a better R 14.54
purchase decision.
Hedonic value 90
Ys While shopping, I felt a sense of adventure. .83 17.49
Y7 Compared to other things, I could have done, 79 16.20
the time spent shopping was truly enjoyable. ' ’
Ys This shopping was truly a joy. 94 21.26
Yo I enjoyed contents for its own sake, not just for
. 78 16.18
item I may have purchased.
Customer loyalty 94
Yio I will buy more items of this brand in the future. 94 2243
Yu I prefer this brand. .96 23.10
Y12 I will recommend this brand to others. 91 21.18
Y3 This brand will be my first choice to be considered,
.84 1833
when I need to make a purchase.
Y4 I intend to purchase this brand in the future. .88 19.88
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AR A, ofelll gk 10l =

2z 729k g 71x] 270 @¢lo] mEEglon, uAE

e} YAE AlelUA|E il o g YeRith F 4

7h 891e AR B ] 79.42%E 2AE QQlNelERe

67-.892] ® 9]0l 9l 291 A% Al4(Cronbach’s )
R 9001o 2 Yeh g AlRE vl £5ls

alaleir. U4 FRERES A% 95 B4

g < AN Ay, SRl Fho|xlggk
o BEARom folatdont(x’=312.04, df=125,
p<001), oh& RAXFR|F= 58k Helol U
591 9ItHGFI=.90, AGFI=.86, RMSEA=.06, RMR=.04).
<Table 1>04] i vhe} o] 47he] FANe] 243
Zol gt aolRsheEe 72 - 969] Wele] glom rgte]
wE BAHoR felg sEoltrh

E3 A ASE 00lFoR AT B Wl
Qloith. BRI W] gls) BERRA 23
(AVEYE A3 23} 700402 eton,
TN ARAASIEY 2 Aew vehid
(Table 2). Wehx) 2 o] Zihel RE grlasle] &
ol dig Seigws gEnges) Qe Selsa

FEEDS B,

il

n

TEDUEY

Zesgaietollx] TRE Ato|U=], 287 71X, A 7}
%], AAFAAE ] 7R FALle] 727 S A
Z517) 93 UAE AlelURI(E)E Ul A8
ZE), A (), TAZTEEm)E IR
dAgstar 7P A FREAS FA Akdo g Flo]

AsAe BAHeZ  Felahelany=355.83, df127,
p<.001), o2 RAHIAHGFI=89, AGFI=.85,

RMSEA=08, RMR=.07)%= Hair et al. (1998)7} #|2}3} &=
S8 visk Jelol| A it webA] B ATE FRlst
= gelx] A 7EA7E A8-A TR 6] vzl BE(Bi)
ol HH A A4 (maximum modification index)7} UE}
U APdts AR 2] el HESICh
Babin et al.(1994)c] <J5}A 4] 712 G744
AFE 797 AAE v 28 TR e8ERe
kil A¥H R GAst & = ARE d5sta
o}t o]t T Ex= FEulAA AAR BY] ofgal, &
B@A) oA Ao 282 7R g dT (A
o J&E Frh= =95 ZAZ(Kim & Han, 2013), =}
A 7EA7} A8 THA| e w|AlE mke] BRE SVt
FARES A3

FAEES FAgE 23} <Table 3>¢l] AAIE vle} 2
ot AR Flo|Regke 313.042  7HAEFaL
(df=126, p<.001) 7Pd 2] AFEL(7|ARD)} 4=
(BAEH) ] Flo|Agk folE AFe AF TAXOR
Golal UERITHAY 1=42.79, p<.001).53F Aukzlo]
BRI e lon 8at7]o] At 7l Q)
ATHGFI=.90, AGFI=.87, RMSEA=.06, RMR=.04). u}
A, 7S AS310 eRdeitta wEk it

o

gul

gl

O

~

3. JKddE A =9

1) A Ale|yx7}h &3371x]0) vlxl= a3t

WA GAE Afelyx|eh fegrbR|ote] A AdvE
H, AE AeUA] AR A8F THA ol frolgk A
EIE B AH(y11=43, =7.04, p<.001). =F Ao ¢
A At || JIEHEE. 755 T8 AR
A Fufshsd] e JRE da Qg ofoldls o
2 Ffshs Aos yehsit) ol Avks vAE A
oJUAE F7 FEF 7Aool HRAE ohet

(Table 2) Squared correlations matrix of latent constructs and AVE

Latent Constructs Digital signage

Utilitarian value

Hedonic value Customer loyalty

Digital signage 73"
Utilitarian value 51°
Hedonic value 46
Customer loyalty 22

72
Sl 79
37 23 .86

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.

b: Numbers below the diagonal are squared correlation estimates of two variables.
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Anele] BEYS A QAE BHS fEdtkn XD AlluA Akgo] ek e Z7hAZ Aolet
A5 ’%Boﬂ So] W Ax|ahH(Han, 2013; Heo & & 7Fd 2ax AA =YL} o|gjst Ail= tAd Alo|y
Park, 2014), FHBAE 4] AL Aol ARgol  APE 2 eeolx el vhal S 2 whejeka
284 71XE STIAZ Aolgle 7HE 12 AAFHJTE doH(Lee et al, 2011; Min & Kim, 2014; Shin &

SR /\]-0]14 A= HFH (=68, =7.04, Shim, 2011), AFH BHAN AL Alo] A= =3
p<00D)el felat A FokE veh s 2 s aA AR, 249 e AT Fa

(Table 3) Estimated structural models

Hypothetical Modified

Model Elements Testing Hypotheses

Model Model

Standardized Parameter Estimates
v Digital signage — Utilitarian value 75(14.17) 43(7.04) Supported H1
v21 Digital signage — Hedonic value 71(11.99) .68(11.42) Supported H2a,H2b
Bs1 Utilitarian value — Customer loyalty .55(9.20) .55(7.47) Supported H3
Bs2 Hedonic value — Customer loyalty .10(1.76) .08(1.13) Not supported H4
B12 Hedonic value — Utilitarian value - 42(6.86) Added path
Model Fit Statistics

Y (df) 355.83 (127)  313.04 (126)

P .000 .000

GF1 .89 .90

AFGI .85 .87

RMSEA .08 .06

RMS .07 .04

BN

‘Y1HY2HY3”Y4HY5‘

\oa 31 m./'fa/'
617‘3 B _ 9\\_1_!'/

Digital \_ Az3me L.tilnanm

86
¥3 .r-92¥5ignage (&1) Value (1)
RS NG \\hx

— —

94
e e - o Y11
\< Ir—ledonic \_ _ 08 / Cusromer\\)é:’

"‘"\Lw&lw (n3)

— = _'__/ R e
o T - B8
837 73 4

s8OS Y14
[ve [ v ][ va || vo |

25
Madel fit statistics: x"'=313.04, df=126, p=000; GFI=90; AGFI=87; RMR=04; RMSEA=06
Note: *** p= 001

[Figure 2] Modified structural model result
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o

el At gl
YA AtelUAI7F 7 2pde] g7k e] vl x]= 2
= A8 71X(43)Et HFA THH|(68)el vl A= 2
7F 9 2A yebsith. a3tke] A 2718 vlaskr] ¢
3 7 AEAG7Y Aok 7PgEk Alekrdld v)wgk A,
AolAie) Aol B0 sl LA o
=24.02, p<.00)FHA A 7124 v == a3t v £&
R R
OUIH) ALg-E 218 FhAlsh A2 hAol vlAle 9}

= gE Aolgl= 71 2bE= AA|=Qc

olgfgh Ayl HAE Alo|UAP} L@ ol 5
2] Ao FrE fasla, aPARHS TS 27
she aA4lelA AFolRla w AAATE et 2
o] 3lti(Dennis et al., 2010a; 2013; Lee, 2014; Shin &
Shim, 2011). B A= AL TR Alo|YA] 7|4

=,

m

o AFFHe 334 YAY 2 IR B ey
By 7ol $ul, B9, 27 5 A2 A B
s g EEee ¢ 4 v

FH, TR AfolUA7t 4824 7HA] el mlxlE A
e} A 7Ex)o o3k I EaIH0.29, =6.29)F A3
FAT0.72, =13.55)= A=A 7pxle] AHare] T8
H0.68, =11.42)0]] v]a] okt o 2 Aoz vehdt) o
213k A= sfdBA=] Slolx TAE AtelyA] AR
& £2%7(shopping process)ollr] 24z os =

ro\' l:‘o{t

2 771 83 Jg-S s, P AE
sHog Agx A 2de]  2e24d7K(shopping

outcome)E AT O T o|m= wyfEs st S-S
HolEr) webs, sfdBie aguistea txd Ale]
Y7} 2o o] 82 7ha]oh Szt 7ix] o vl a3t
© M= g2AN L33 olM T 2l agrAE
sHH R oAyl A Y-S FEkaL Qv

| ST Iz BA 48 A 3
FAwo] froldt GTFL VI R0 Uehhpa=SS,
(747, p< 00148 Aol It A8 271
b FNRrE AFHEIL Fkska Qe HelEth
webA] HAE AoluAlel sfat AEA spe 1A%
2ol 392 9T v1A Rolehs 74 38 A=
o olefat Aske UAG AloluAle] ERl=} ALgAfs)
o PPF ARUAINE B3} 2] EEYS Foln

AIAH AFES Azt 7] whieel Aew AdEn
(Han, 2013; Kim, 2011).

A2 aAAs 27 S fold e 1A
A gFe Aoz vehgth. o Ak Azl A
4 A A2 AL B SR e A2
FI3 A AR Mol NYATS BANT A%
Ho|M(Kim & Lee, 2013; Shin & Oh, 2015), 37
2 HZollA HAE AfelyA ol thigk 2Hg 2] whg-o] vk
oy FoTE VPRIt g AASHA et
(Dennis et al., 2010b; Dennis et al., 2012; Dennis et al.,
2013; Lee, 2014). webr] 7Hd 4= 717 =lem, YA
AtolUAlE E7E Aol A VA S44
BEL o] EA] Eob- B ‘/}E‘rkliﬁ‘r o3|y

] 4% éﬂrﬂ EAloll ke
4 4 Je ZoF Heth

H, I, 22kl 4%, mukd LegEiEtells A8
A 7H e SAE Froldh 92 viA=d HEl, &4
ol g HqHAE AR EE wE] o5 #
A7 YehdA 71 B2 7281 dA1E Bt A9
ATES AAFcHPark & Yoh, 2010; Wong et al.,
2014). oleld Azhz JFolt £Ade] Auetol

whe} e 4 glom, B3] TixE Aoluxe} 2 Ar
FNtol s Hel, FRAM ol et drE &4, A

24 Azl 2 7l 5 Gz SRl 284 )= A
e PPN Ao] A AREE TP
ol uhe w34 Roleh. Teh et £l &
gshe] o) that =ere] ofxl= o} gl

v. 28 9 A4

_4

Aurlge) wew yEga el o )
& tekst WEvte] ALe olgatel tgy A
Myle] sEo] Flsaldon wMel ABL
a7 & e ARe v 84 dudos A
Holi gtk E el SlE R AR
wiAl % shtel UAE AlelUxle] 2¥< F1 Babin
et al(1994)2] ol2o] 7gke] 3 wetelx AR
A=sf 9 Aol Aol 48 Filsk et
NAZ PPN TAZAES o]Z 5 JEAS
.,

2
HS sk
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2 A7e A8H WA HAE AfeluA] AR ol & WSS oluedl F8F §7] 24 Wt

£33 AEHOR TS SAAA RS A 2 AL Guman(1997)8] FR-HHolES AAI.

S A8 7R ofdet b dold e ol Aks VSl SIS frAlsh] Slsiie

Hgel eotd MU A A A advkale YA AteluA|e] A8 2ol & Yle 7k v

Agsta et Zed HAE AlUAPE sgzkxiek ® ARUAIA ko] a7 EHI S AR 3
AFmel vAE dFEe v Aot sl e th

B

(

| ol2S A|=3tozN a]sﬂ%l A7) ggd
et Se4de Al glon IS A7

(

;

AT A A AlsE

sguEtold A Aoy ARge] Fa4e 4
HHos d85 JHRHu= H2H 7Rl ¢ dehdal
e, S dAE GRS, 7RI A,
T 233 5 JE YRR Ve AvAE st
7 a8e 779 &3S SR e &
HFHPE BolErt o= YAE AlelyA|e] o=t &

Zof gt Fo4s TS 3}(Shim,
2010; Shin & Shim, 2011), £33k 0lA FAZd H2

o AFriAE A FYUsl=d gAY 7)Eo] 2
3l 8 1 oS AAElT Utk wlebd wgesk

AEATY AL AloluA] Hil= HAE AboluAE
ARgshE oM gt TR dsAedEe o
S Aslete] S7%old RaAd 22 dEtd A4S
& QAL AR 2A8 aPARS e
== ﬂz_g_ 7H}:ﬂ—b‘]— ,ﬂ_g;]_ oh;]_

53 w2 AQFeEA Tl A7
£ 9l %‘x‘%??} d3o] a7-dr:. wehy HaEH=9)
785 FEd AFARE Bol AlEsh] Hoks yAd
HA7e(FEEL F2 7Y e 2d=E &
g8ke] aAlo] sk W es A} 7hsstaL, sAld
ARgALS] BlA), &, Al2A], A2 2Kl o' v
w2 A=aas Asigiehd A JARE ofyet A
4 7HAE A AT e AUA 2dE 9E
& Aolrt

S, OAE Aol A8 237 el
a7g HeloeH HJuyle AUl Agre 3
ol HEAe ESHOE Folshl sk AT
49 e Pl Bk =R AeH HPrbAe
Aud fold 9T e o vekdeh
s} gol, tHE AolUAl g FX-nASYw
2= UAE AllUAGRE Tl 29 A
e wAshed 8% FuoR olgHa glom,

PN
-

ik
X9,

Fll‘

el

B
N

7

O

2o

=7} OHE AelUAE 28T B35 1A
BEY JRATY clepgst AP, P AR
3 AEG 715 52 Aokl 2nlApt TS S5A
o7 AEAEIA Hdofstes %Eo}ﬂ o] wE
& SHsAAAc @ Aol w3, A s A
% ] AsAe AzkE f540] TAE Aol
A 53 gl O B Bk B ANS
tHPark & Jun, 2013; Shin & Shim, 2011). o]z{3t
23s g o sfABRA=T gAE Afe]YAIE o]
&8 7AuAlold Ak 7184 Al 2 @rZq
Az A74e AFF 5 e A4EE a9
watel AR StoIF TS AFA Bl %%‘é
FET Bat Uk g UAD Aol AgAS
3t ol ZE = AAA E_/\]-_/] = g AH)
A _7]_}\]71025111 riEi

HJ

:|:‘4

& 5 HAg A
el e efels 71%01 ﬂlfﬁu}ﬂl% 2rol 43713

»"H A @ogow CA1E] A1) Aol 271 @A
AR YA Aoluxe] AFEARE vhgo s =

@;L APATE Abslahv] Felslof & Slolh. weh
A

5 ddXE PAE AeluA 715l whet 7414
o= ASEs frasetal A=Fdl wet A= 74|

o} 282 7ol mAE adte] ApolE Hlu BAE) &
ot 3l& Aotk &5k tAE Vs etelA
S} 482 Sl s —TL_%ZQ WA= oA =4
o oAx7} Qlet. wiebd, FFATE Sl A HAE A
ojyxE AP F ﬁo*uil # F<(Donovan &
Rossiter, 1982)2 7|8t 2 tiR|E Alo]yX|o]] tf3t AH]
2ke] A Wh-g-S AeHow M 2 Fevt glow,
w3k grhA e /30 Yse] T2 daAlE ASH

o= BAslo} & Zloleh.
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