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Recently, the retail industry is creating a new customer experience with the advanced technology in
stores. Therefore, this study aims to examine the effects of store characteristics on customer experience
and engagement. Two aspects of store touch points including traditional and digital are considered as
independent variables. In addition, the moderating effect of the consumer untact tendency between digital
touch point of a store and customer experience is tested. A survey was conducted on 393 customers who
have visited beauty stores, and the hypothesis were verified through a structural equation model (SEM).
As results, the digital touch point of beauty stores was a important factor influencing the customer
experience, and the customer experience had positive effects on customer engagement. Also, it was found
that the influence of digital touch points on the customer experience varies according to the consumer
untact tendency. The research Implications for the retailing management and further researches are
suggested in the conclusion.
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oA Al 7 E ATTe RN Bl o5 S
#A #8E A (Islam et al., 2019; Sierra
and McQuitty, 2005 Lee, Kim and Kim,
2014)stH, aAIAIAHMES A= (Hollebeek,
2011: Bove, Pervan, Beatty and Shiu, 2009:
Islam et al., 2019)3%t}. Yoo, Yi and Gong
(2004)9] Aol w2 o] Mu|2 AR
Bl Bgolvt 34 g WS o nAe Ade
W dvke Az gAdtal, ol AH| 2 719
ek ARG Eo s Yepdtia Basti gl oA
v nhe s 502 el 43R AUE
o= qI3) AAQ =
o= HYsle AoR
ol ¢} Akl Roy, Shekhar,

F

o

&3 @<
TS 17”01711 ] ]LM E
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Lassar and Chen(2018)¢] G-l = AH] 2 7]

Aol DA AFshe Mulx AT} FHA 5
o] &9 (benefits)S LAJAACIAHE &S +
= o2 Yeiyth &, 71de] Alsta 34 e A
H2E AT E

7H) = 48t
—% s "JZ]@ 738 (Zeithaml, 1988)
ot A HA & T3l DARJAAHE
IS = 7 A Aotk APAFoA AA A
AE A44 T E BAME SHE & ASE
3|2l 9]o™ (Zeithaml, Bitner and Gremler,
2006 Roy et al., 2020), A1Z4€ 72| ¢} &g
DA A HES] MePgQlo =z AAH7 & gt
(Hapsari, Hapsari, Clemes, Clemes, Dean and
Dean, 2017:Van Doorn et al., 2010). °]’<&
Hig o 2 o532 7S A

2.2.2 8144 4

MPATlA] ufe] 7S nARIACIAHES] 8
o7 Bu¥x tH(Pansari and Kumar,
2017). Moliner-Tena et al.(2019)& 72217
]x]uq E,] /ﬂag olo g 77147151(7% \ﬂ-—ﬁ_)

o
Alorstal It} Moliner-Tena et al.(2019)2] o
Tol| M2 nAAE Ml uA9] 7L Al

il

1316

Al AHE AHAQ G5 Fom, Ao 7t
L DA A HE
role) & ¢thaL A|Qtsta
oA AAIAAHE b 5

A2 v 5 Al DARIACIAHER o]ofxitt
B3t 9tk (Moliner-Tena et al., 2019). Gao
and Chen(2013)2 nZQAlo|AMES] Mg
dog nAY FMA HHE AlQtetn, w1 @
T2 XA e 249l i
01 ottt a4 Y] A dee e RE ¢
Mot HeAed W wle 718 AN, EA%
(Triantafillidou et al., 2017)914 58 H
gt de, $3] #i=(Garg, Nitika, Jeffrey Inman

H

oruru

and Vikas Mittal, 2005) 53 #-& tpat 71+
o XE. o9} e ue] YMAH BHELS
=1 B FFo uQA AN EYFS et
4 9lem (Van Doorn et al., 2010), o]& &7
A=o2 Qe uAo o] PFg e
73/1\33-5} o]%o] S-O- Rutﬂq_l: ZE].—O uﬂBl—o]a]. €$E1—
4 9H(Mehrabian and Russell, 1974). o]&
vero 2 thea e 71d S A eiqlnh

M 10 249 3AA B nAdAeIAR
Ed 2449 93¢ F Aol
2.2.3 814 2% 2AAIARE

A8A ARe Be neld B A S 4
29 ﬁ%—a}ua X817 et} Ao} Yk
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o ont
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o,
18
)
to
Og‘:“,
offt
&
i
rlo
Ry
)
ro,
X,
o,

=~ i
29 7t 7)Q1e w&l/d 74 (reciprocity norm)el
Zis s AlFet gigalA FYg Waeg
Heteltla b (Blau, 1964 Gouldner, 1960).
b wiA 219t A5 A A Ay 17 Afol
of 2 7+S FA & (Price et al., 1995: Park
et al., 2018) ol gh Aks] A AL Ak A wmekd
Aol FAAQ0 4, =% P, Mulx fAAY
59 AARACIAHE P52 L 4 )& Aol

th(Rosenbaum and Massiah, 2007). o|4& E
U2 ooy e 7S Axetsnt.

M 11 249 AEA AR nAdAelAR
4] 244

FZ19 o] % ZE U A= dYE(Untact)
Edso tigh #4lo] =t JdYE (Untact) & A
Z31A] gethel ouiE Ao un'd FEFs0
‘contact'®] FPZ EN= Fgo} 2018914 FH
22 28 Azofoltk(Kim, Jeon, Lee, Choi,
Lee, Kim....Seo and Kwon 2018). A€ E AH]
2% gAY Ves dédte] A4 g HES
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T
—
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N2e el 92 9.
= oleld daE

£ 4939 45 vt

He Mostr, Bl
RS A g EAA agte Al AedE
=71=(Kim et al., 2018) &HzF A ofn|e
o} tE AlgFe] Eded HES vstuA e
AURIEY] ol et AL 79 g4l giol o
HE 2HE ¢ A3 He AR Eaxa 9l
H(Lee and Lee, 2020). %38+ Azt#A o] B4

v7)& A#HE(Sweeney, Danaher and McColl-
Kennedy, 2015)7 tAE HA EAEE

A
9l (Frontline Employee) Z4& B4 dl& ¢

A
7] W&ol (Grewal et al., 2020) EZ83 il
HEE Zola, Brh Fog ZRl2E A FFo =N
S fEetar ool tig 2k vke-(Bradley
and LaFleur, 2016)< 32 Aoz o3|
= F Utk o]F Sl AHE o] =2 MR
U5 HAE A IJAEZ A7 P nX = o
g o = A4 F A2 Aolth. weA E
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20917k 24.9%
(n=98), 40Ui7} 15%(n= , 50W7F 5.9%
(n=23), 60l °]’°] 1 5/(n:6) o2 YERt
o A € Hit &5 1009 v 6.9%
(n=27), 10171 ~2007¢) 14.2%(n=56), 201
A ~3005H 31%(n=122), 3018 ~500%F
A 29.5%(n=116), 5014 ~1000%+9 16.5%
(n=65), 10005 o]} 1.8%(n="7)2 UElstt.
SHAY AF A9 "1%/737] 66.2% (n=260),
d/FE 5.9%(n=23), ¥5/4 3.1%(n=12),
N7/ 8.7%(n=34), ‘r*]'/ @ 10.2%(n=40),
Y= 1.5%(n=6), =5 2.5%(n=10), A&
1.8%(n=1), AF%= 0. 3/(n D& Vebsttt, o
g F ERAL 71 2AF Pt 45% (n=177)
2 7P wekon Az AlFTu7t 40.2%(n=158),
dx A AFFu7E 10.2%(n=40), &%
Tl 2.3%(n=9), 274F 79 1.3%(n=5),
718t 1% (n=4) &2 Yeygth, dailes 3 2o
3~43]7} 46.8%(n=184), 3 2ol 1~23] 24.2%
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(n=95), ¢FYd| 2~33] 23.2%(n=91), A
mj%d 3.6%(n=14), g 2| 103] °]4 2.3%(n=9)
o] oz Yehst

=
HI

SER

4.1 dzld o EEd 24

AEET BEAE EA4e ddl F4 adEA
(Table 1)@} 3##A #4(Table 2)< A8
o A eQlEM A REst QXA B
0.5018el0em, tg= 2.00 o]de2 FAHoR
fFelvistel 9% Beie] Aumgnin @ + Uk
2d AFEE x*=625.057(d.f.=.346, p=.000),
x%/d.f.=1.807, RMR=.025, RMSEA=.045
GFI=.901, AGFI=.875, NFI=.898, TLI=
943, CFI=.951% Awtxo g ¢ggsii ugict.
SR Z(C.R) S BAFEEU(AVE) B3 =
A71EA FFNHE(C.R.) 0.7, 4
FAHAVE) 0.5°]17 (Fornell and Larcker,
1981: Hair, Anderson, Tatham and William,
1998) o2 Ueh} Alg)A 9 gdAlo] SHE Tt

8 4 9t} 7 905 7F BHERA S A=)
HOH Fornell and Larcker(1981)¢] A48 #=x
ofo] E<1A QQEA § HdE 4 FE(AVE)Y
43ttt 23= (Table 2) o3 2
o AVE Al 32 0.550 2 Aoz Yo
o, g3} Do le BE % Btk AVE AlF2
Z Ao Uey 744 g 7+ 1 Bl A

g 3s ¢ 5 it

Ags ol

oN 2
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(Table 1) &ol™ olgAl 2|
= b2 == H 3]
o 2y93 o | | o | wh | ane T
AAA (AVE) |(C.R.)
AFES oYz wART W 5 908 | 667 | 11.93 | .000
Eﬁﬂi Eollie 8 5 e U AT Ass gelR] 62 [1SL[ 00 )
£o]A AES H2E dh= AL Y 48 o 748 | 13.17 | .000
AES BrESE AL AHEE 54| - -
g gL Adah S 732 | 13.92 | .000
AU ohge Aee a7l ol R0 s | 789 | 14.97 | 000
e W3 9L S| 24402 g 743 | 1413 | o0 | O | 8% &4
h W Ade 29e o, A
dzad | AE Et NE2ARE 88 < 4 9e | 724 | 12,91 | .000
By 83 AJHE AL £ 9L 774 | 13.69 | 000 | 650 | .848 | 774
g A&l 1‘4161 ARE RS A3 TS 4 95 | 703 - -
gAg A | OAE 7712 Sal dell B AFS 2 | 767 | 15.79 | 000
Y BEE] UAd 7718 Ba A%e AES A 774 | 1594 | 000 | 689 | 869 | 820
4 Yol Al AH3e AES 23 795 | - -
Nze Be 4L A3 648 | 11.58 | .000
o4 2 AED BEG BE ASS e 757 (1880000 || o
B Jus &= 785 | 13.72 | .000
goket AEE 75 4ES ¢ F U 684 - -
W Ao EASE A 795 | 15.68 | .000
g wAelN Aol e A 802 | 15.83 | .000 | 718 | 884 | 831
gl 2 39 770 - -
W A9 e AUE A 663 | 12.86 | .000
A 4 A Fol 9292 29 643 [12.40[ 000 |
Wgq AAE B AT 4 756 | 14.94 | .000
YL Zal viglst o w4 .804 - -
AR MUAE T2 ARl A% 23 | 622 | 11.43 | .000
‘Mﬁﬁ]‘d %u& AHIzE o Agell AF4ez 99 | 6% | 1208] 000 | | |
e & A AHAE o] &8 o B A E 25| 624 | 11.48 | .000
B 298 Aulzol ol A ookl & A | 697 | - | -
\=625.057(d f.=.346, p=.000), x¥/d f.= 1.807
RMR=.025, RMSEA= 045, GF1=.901, AGFI=.875
NFI=.898, TLI=.943, CFI=.951
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(Table 2) Ak

AE HAE | AdTe | Asshd | gAE 718k | IAE | XA | AEE | 2 AA
2ol | 4% 48|40 AT | AYHE 30| 22 | A9 | 23 | olAme
AF H2E ol | (L772)
Ao o AL 498 (.827)
AgeE AW AT | 416 | 496 | (.806)
;ijfg% 418 482 | 712 (.830)
SREEE 499 | 474 | 647 678 | (.768)
FEEEE: 460 | 481 | 608 625 665 | (.847)
REEEE: 364 | 507 | 530 547 553 | 530 | (.782)
SAAACIANE | 434 | 471 | 626 617 713 | 648 | 648 | (.798)
“Q7Hael (€ 2 Bee AVES ARE &)

v ATE ?1”*78” 238 (Structural equation
model) & &l 7HdE AT} FAZ27R= (Table
3 2tk 4 A 23 Afwe x*=777.046
(d.f.=.359, p=.000), x*/d.f.=2.164, RMR=
.041, RMSEA=.055, GFI=.879, AGFI1=.854,
NFI=.873, TLI=.917, CFI=.927, IFI=.927
o7 AHg FEOE gttt

4.2.1 AFHZE Golid3} AAH /M B4

\
I

A FE2E &olido] AAA B (F=A
t=2.003, p=.045)% FA4 A& (4
201, t=3.432, p=.000)°l 2% 4?_]
Aolehe 7Md 1744 2+ AA =AY, &
e wjZo A A A ES }zqi HAE

& 2HAR dlolg o B2 AFS Ba, o
HE A (AA whg)otes 7]-r°:]§‘
ol (Roggeveen et al., 2020) A4 723

b

HU

X
2
I <

o2
lo

re of
5 o )
flo rir lo

§2

ol
-
N

Ho B oo b N

_‘TL
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o Zstet Aor s & F vk E3 AlFE
¢l (somatosensory
S Guksl Aog
tH(Nowlis et al., 2005:Biswas
2010;Shiv and Nowlis, 2004:Nagata
2005).

3
: o
experiences) <
Az & 4+ 9l
et al.,

et al.,
4.2.2 4979 F5287} AA4/A184 A9

A Azte] Faatgol Q1AA ﬁfﬂ"ﬂ J@qu S
kS = Aolgke /M 3&
000, 1,001, p=.999). ol 32 ﬂEﬂ‘” 37
oA o1& 949 ®HE J9E J|eEe] A
3 AlstS % A—]UO:IEHZF_E_ A3z /zgﬂgﬁ B o2 onjr
M| 2] AAD mAe] M|~ AA
AMu| 2 A Faket el #A & wh
27 W3A 7)1 9k (Van Doorn et al., 2017).
g W 712 2 83 Aol @ F U&
ofel H3 299 (Frontline Employee)
g (Grewal et al.,
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2020). olejgh A= HA A HAHo| 7R
A= o] AR P A3} (Grewal et al., 2020)
A ARR A7 & vt @, AdRe 4
SAgo] AS|H Ao A e = Aol
= 7 4= AR HAHAZASF =790, t=
10.696, p=.000). o] A9 99& MEL 7]
=50 tAlstae AR QIFtNte] si& 4 e
AbE A g A, v 59 doo] AR
Age Aow AZHEh. ole JHE At {1
B X7} 9 23t} Kim, Jeon, Choi, Lee, Lee,
Lee... Kim and Han(2020)¢] 43 2& 9=
olg} & 4 i}

4.2.3 AEshe BEAZH AAH/HA A A

AFEste AE Ago] XA AR (B EAT=.493,
t=3.159, p=.002)Z M4 ZA(H=2A5=.595,
t=3.112, p=.002)° FF A9 J&Fe & Aol
© 7k 5, 7Hd 62 AA =T o= w7 Wl
A 71ES 7IMe R Al FE e B RS0 LA

Al S8 FEHY] 9 (Ogawa, 2010)=
sta, £33 B AXE Y98 S = (Forsythe
et al., 2006) &M<} #AH FAE &4 (Shim
and Kim, 2005)% 4 &% ol "’7”4
oA AYE 7ttt Aoz /@71
gl A A AFE B ]"h‘ @Eﬂ
ZH) ALY A A A 73%‘01] 4 ?Z}(Chm and Kwon,
2008)% & Ao

rE‘L
>
oft
_\?L
F&ﬂ,

4.2.4 AAE7IRE Sk F=2 2 AR /A A
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% = 7K T AAHAHA =
Al =2.049, p=.040). °]= MAg=H
WA A7} 2bal o] FE o] E7] witol] F o of
gt B =S E—EO]—’(KaIyanaraman and Sundar,
2006), 271 2~7|0tE DA A FEAEE 3
% (Tam and Ho, 2006)3t A4 Z ] "ézﬂC
Sl SR A g = e s B P = Ll v ) B3
g FHo] XA A FHAQ 9= = 3]
= 7Hd 8& 77| HUTHAZAF=.
1.400, p=.161). o|& U¥ Fug F3o] 23]
ZHIAR stelg AEIH(EHD 7 EAE & Uk
A0y ¥2] (uncanny valley) &2 Mori, 1970)
o} Ak Wetolgt & 4= gitk. 7Y 2] (uncanny
valley) &%= E%Qoﬂ’ﬂ 22 (Mori, 1970) 3
o] olArt A2 YAE 7]eo] HuaiAHA ¢
AY FRZME Al EAgtta Basta
ATHKim, 2012). ¥ A7 A= gAg 7|9
Molstd FHo] YR Fua] HEite] Fssitrt
ol AlHo] HH ARgho] WSt 6]z A8
7 deide &, Ao el ast 2E sle R

A28 & % g

AACIAHME T2 d&F
9= Z]X]E]‘}i‘?}(%‘iﬁ]ﬁ\“
). ol# g Adbe AH 2~

= 0131 deleg s uy
Ol Ao A HEof| < 501:?5 Zt}= Roy et al.(2018)
o At Wk Higtole} & = 9l AAA AE
< 2Bk o] A Hriel Aol Ajet & 5 gl
©™(Bai and Han, 2015), A1Z€ 712 ¢} &€ 0]
g 4 sol TotEh 2B AzE e
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H] & tfH] &g
1988)clm, mjol A AlF= U}%ﬁ
1 NEE 7se

2, AgAgela A48 7HA], e
Eo Hgjaolo® AAE7]|% gt Hapsari
2017:Van Doorn et al., 2010).

AlolA

et al.,

4.2.6 XA A4

HAA Z%e] AN HES] FHA Ja
2 2 Zolgke 71 10€ ARDAFARAS

4.2.7 A4 7483 aAJQACIAHE

iy

AFE A 3ol LAQIA | AN Ee] 3422 93]
S = Aolgke /M 118 AAHJAH A=A G =
270, £=6.762, p=.000). °o]= Al54 wglo]=
(Social exchange theory)ol| Wa} oS #|23t
el Al ol ek W o g BshH (Blau, 1964:
Gouldner, 1960), B & Fej= 2222l 5
(Suh, Kang and Ahn 2010) &, 1.7
EQEoR ooyl Aiz "ﬂﬂﬂ = & Ut ol

191, £=3.502, p=.000). o]& &AAFT o= 9l o A= g AWk, ol 4 395 Al
g w9 o] FE& fudte @44 e o] 2 7]EE] dAltaE YA dzbito] g E £
£9] SORE4Y (Mehrabian and Russell, 1974) Ae AMEA A A4 ay 53 2 A1 A
I w3 32 £ BAA Azt aAdACAY A o] IAJA A HME FHH R ek Ao
EE gt A9k Gao and Chen(2013)<] 2 AZtEn
(Table 3) 7M1= ZAx}
74 AR BRAF t D A%
H1 AFHAE S0l — AXNH #g .100 2.003 .045 e
H2 AFH2E g0l — FMA 2 201 3.432 .000 e
H3 Aol Bs g - XY 2 .000 .001 1999 712
H4 AQate] Fs AL — ASA A9 790 10.696 .000 e
H5 At HH AT — ANF A9 493 3.159 .002 A8
H6 AsstE HH AT — ZME A9 595 3.112 .002 A8
H7 Oxg 719k ARk F3 - A4 2 253 2.049 .040 A
H8 OAg 7k ke 4 - FAH 49 225 1.400 161 712
H9 AAA A3 — nAAIAHE 493 6.581 .000 g
H10 BAAA A - aAAAAHE 191 3.502 .000 g
H11 A1E AE - aAAA A HE 270 6.762 .000 e
X*=777.046(d.f.=.359, p=.000), x*/d.f.=2.164
RMR=.041, RMSEA=.055, GFI=.879, AGFI=.854,
NFI=.873, TLI=.917, CFI=.927, IFI=.927
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4.2.8 AYE A3 2453 gAg 7]Ek 7RISt 3ol QIAA Ao WA
T 9FE dUE ¥l ¥ aF o 12 IF

OAg BHA ZRJAEHESE FE AlF, dAE oA 28 9 AAAH AES Fs7e A= v
7ak AQlekE ) ek nAAE Aole] AHE A Bt Ax*(d.f=1)=10.467, p(0.01). 34, ¢
gol A8 gelsty] Al Hy 2§ T4 A" ZEk ISk e YAA e AHA e
(Multi-Group Analysis)< AAlstAth. Q9 E  2& F3s T4 FUAR AYE Ago] e A
gkl Pk 7ITo R W o e 252 o Eo 2 oA FMF BEE Ads)e
AUE Mg A 2§, Figh Bo £& 252 98 Aeg el (ax?(d.f=1)=10.081, p<0.01)
E A% 1 2528 PRt 7 AT AelE webs 7H12-3, M 124w AAEHYE. F, A
Adslr] el AR AofRd e Flo]A~d  PE Ao 12 Hdo] "AE B EIET}F 1
o] A% = AAG AF (Table 4) @ 2ol & A4 nxe 9385 t B/ d2te 2oz
ok ko7t Qle Ao E e AT F Utk o] & Fall wjFelA 7|9 2
TFAH R AFsE FE AFol AAA A & HUAE PR FRE ATwa, fo3 FHE
X e 9IS AHE o] ¥ IF Hrf B2 T AHE o] g2 MMzl nABFES d
g A Y QXA A AsAlIlE AeR EA QAEE A ¢ 5 Utk AEE Aol 22
UebdtH(ax?(d.f=1)=10.538, p{0.01). A% AH|2HE S £dshe A HElgs »7]7] W
sbe B AFo]l BAMA A A= 9 =g Fll(Kim et al., 2018) HAE HA| AES 2
AYE Ago] B2 OF Hr} £2 25 &8 & AHE Mu|xd dig] 594 (Lee, 2019)22
O AMA A Ae7e Ao dedth(ax? W3 AR Qs B 4 ou B3 ERIze] B
(d.f=1)=9.146, p<(0.01). watd 7}d12-1, a3 H=S vstar '5}% olglgt 5ol dYE
7Hd12-2& AA = ATt 2HE o A58 b= Z(Lee and Lee, 2020)

(Table 4) SEE dgo| zH= HE 21}

Coefficients
= = %H;_g}% g | a QLLE?“% 5 X* Al p-value
(0=205) | (n=188)
H12-1 X}iﬂiﬁiﬁ:%% 830 ) .689 Ax(d.f=1)=10.538 | 001
H12-2 R 585 ) 459 AxA(df=1)=9.146 | 002
H12-3 qx]gj‘;%]gjg T 099 ) 095 AX(d.f=1)=10.467 | 001
H12-4 Majj‘;};ﬂz}g T 103 ) 098 AXH(d.f=1)=10.081 | 001
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