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Impacts of Perceived Risks for Smart Shoes on the Purchase Intention
by Types of Smart Shoes
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Abstract: This study examines the impact of perceived risks for smart shoes based on purchase intention by type of
smart shoes as well as how they are mediated by fashion innovativeness and technology innovativeness. It also compares
the differences between awareness, interest and perceived risk of smart shoes by gender and age. This study was con-
ducted based on men and women in their 20s to 50s who provided 246 samples for data analysis using SPSS 25.0. The
results show significant differences in the awareness, interests and perceived economic risk of smart shoes by gender and
age. The perceived performance risk had a positive effect on the purchase intention of smart shoes for GPS. Perceived
aesthetic-psychological risk had a negative effect on all types of smart shoes. Perceived economic risk had a negative
effect on the purchase intention of smart shoes for entertainment; in comparison, perceived social risk had a positive
effect on the purchase intention of smart shoes for GPS and entertainment. Fashion innovativeness and technology inno-
vativeness also mediated the relationship between perceived economic risk as well as the purchase intention of smart

shoes for healthcare, GPS and entertainment.

Key words: smart shoes (220} E<7Z), perceived risk (£]E A Z}), fashion innovativeness (41 8 21 4), technology

innovativeness (7]%3414]), purchase intention (-7 <]%=)

.M B

to
e

g Fspr|ee] FR1FQ1 Wl wel AntEgeje] &
2 71& Jigo] 7hsEiRlt. ool AR we A

A SutE Y] A4S AHsh] st A7ls
|3 G2l AEFS sk o dEES gelal k.
ey ZutE o] AlFe] W AR 5% Vel &
T AHARES] ZrtEofd] g AT 9 FujeEE 1
of] mx]x] E3}2L Ut} Rogers(2003)2] &418H ko] 2 (Diffusion
of Innovations)?l] W=, &4lo] LHRENA 85+ 24
& 24 (knowledge), d S(persuasion), 27 (decision), 23

(implementation), €l (confirmation)?] T TAZ o]Foiz

i

L
p=d
=

o N, #N
a2y

FCorresponding author; Kyung Wha Oh

Tel. +82-31-670-4805, Fax. +82-31-676-9932

E-mail: kwhaoh@cau.ac.kr

© 2021 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

84

AAHT). 2, 2wkEgolol] g AlAEe]

serEgold] e Wi BRE FR9) AT 259
o 8 4 k. Tel7 A5 WAl Zuhegole]

A 4] e AMAES] FYA Qo] YT
s

&=, A% SAM AZR AE TR AR =i e

4, 2 T ARTHA E4dd Oig aHREe] 3] A7k

H ZuEsole] Frufelwrt vobd 4= Slth(Kang & Jin, 2008;

Ko et al, 2009). B2 ZupESofe] a2l A X&

< fleide 71dol anAkEe] Mg Agstr] g Al
H

W2 2E AW ohlel, AvAEe] Azsie AR A
AL A3 slefsie] olo] UE A WL UL 3
ofof gk,



HAole A AlFe] AR oFE FAISIIAR, o5
o= Alde] AAH] 2EfdHe] IS Aeale T
A ololdloz QA E|T TH(Lee et al, 2016). F3, Al
< QA 2RI 7P S AdEe B F shEA
Ak #AAErE T2 wiolA o] FAIHQ] A3k AMRfE
o] JFHoR Fxulo] Qrt. upgbA] AH|AES] Al AH]o|
gt Zget o3& fsiME SR AR Alde] AEskE
AF7F a3l 53], 212 Q1< (insole)o| Wt o] Ttk
TS B8] GXE FEsks 5 ITS HEsI A3s =
A% 240 Jlong AnEqxd E3kE dA37F a7dnh
a2 AF7A] ZnfEge] HoloA] gRE FHoE AnjE
o R i B &M 14 ZAPE o]Folxl Aol Hs(Jy,
2018; Kang & Jin, 2008; Ko et al, 2009; Noh & Park, 2011;
Park & Noh, 2012), Alglel] 2HE& @& 2nlEfp=o]| A3k
At wlg HESE Aot} oo B Ae ARERERE T
Aoz AR Q1AE AFHoE BAlaA) it

TAHLR, & A= AHRFE0] AZbske AntELR2] 9
A QRIS sk, SutEfRze] Tt 7] wet f3S
TSl ZRlERZ ¥R o] AuERZ §EE o
of pX= JEFS Bkt gt gl 2 A A AlF
ZutES2 s AM)RF FAEERAYAA, 71E8414)
o] w7 &S A E A} it Al7]Eo] o A2 ok
oA o]& FE&atH e aHIAES] AEA 4L ts] 9
sAle AMRE Hade vl AREE 5 l7] o]
THChoi & Yu, 2019; Jang & Kim, 2012). 5712 & A=
20~50th T AR AnfESp= QIAE, HAE 9 SR
Zko] zlolg HWBIIA} S} B Ae 1Et AnlELRFo|
o] HFE|e] ZnlEfzdle I EA] A 2H|A} 212
< 2Afeb] Sl 2ntELRRS f@AZ a91E ek, &
HERZE FPEE o] il EE AT Rt ) 9
o7} Qltt. B, 7€ AnfEOF) #HgE MPATet dE] &
H|Z} E21Ade] i EaE ERISKAThs HollAl 28] Sitt.

2. O|EH Hi&

2.1. AOEEFZ=9| Iy 7
F ARl 2rtEE Tl AT Z2AAM, AA, B4l
HH] Fo] FatE]o] wig) fHlFElX AFY X0 TS
A5 AFS=E YEPITH(Rantanen e
Egloj= 718e] AFe] 7KL e 715 HIasRA 7e
o] §= ] A715E Al | AFLEZA dojulE AT
ElZ}a % Sh(Noh & Park, 2011). ZwRES]|ojolls 2mlEe]
5, ZAEAIA, 2RfEQME, ZvtESRR 5o theket 5] 3
Fehedl, 25 AnfERfRE g0 AnlEdoe] A A2
& F9o] @ Aoz AETh(Lee, 2019a).

A& tigF 90% Frrt B3 T Ao HESY
wj o], HEol| 2rlESoje] A E FaslE gate] 4lu

ox

fr

2mERE fgN)Z] SrjEE G FelEe] s 9% 8

, 3%, Aol 55 A3l dd FRE S
g 4= 9Ith(Axisa et al., 2005; Mann, 1997). ©
Z7F 2AgAe] 717k BUEHS, 9H0=E ¢
3, BAlE 7l s, WM el aabAQ
5 O 715s ST 5 Atk AS 9u
et al, 2005; Mann, 1997; Rantanen et al., 2002). o=
ARl BAAR] AZAE TR Bl AR HAIRE 9AS
2 15 F e FHE 48T 0= dSFE(Cho et
al,, 2009). )X AvlEs=E= Tgl 7158 AT F o
uz 7|y 9 Biss gl AHREe] M= ke S50
UA 2RlERZE TS 4 9lofjof ghth

oy AgPAFelr F=2ela e AARe] AnjELR
8 R W2, 2nlEFe] §3e 1S AvE
OF, 2X 2§ 2nlESR, YELAE 2ulER, IHEHQI
WES 2mENR, AYARE 2rlEoFR TRHUTHPark,
2007). Z=PkES2S] 8 wlz Aok vl gloy, AnES:
=9} HASH MYy 2 L FF ol mEH AnlESR
o] F¥= 2vlESFe] 33 vl veRdth, 2y &
nlERZE £ {30 ddglo]l BF dJAEeA e
T UL VEHTVL 7Fsd AFe|BR B AFelxs YA
gg Anfegrzol YEYIL AnfESRZE nlg TEIX &
o, 2rlEgr=E YX|3e(Global Positioning System; GPS)
7150l A enZ et AulER2E FUlelat
gt &, 2 Ate 2nfER2S §38 A70EE 2nlEs
Z, 2x2g 2ulERZ, X Hehg AnfERZR, CEHIW
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A, SrlEgae A39EE 93 HHoE 8|
291 FEolt), 2mlEf2E Alde] Y AXE B3
ol 9 FHYS AHH o7 FAs]e] Z
sk, A5 RS AAsE 4 A7) wliEelth(Eskofier et al.,
2017). 2738 2vteEgze] PR AT AlRs Al
o Zpo|= AME FAete] 2=, Al 7187, 7HEE ARE
Poz HFuol A RUERo] Thsslal A3 U
Al BaAte] AnteEo 2 WAR|g Asprt Ao s %=
=9 Bxg AvpErz=rt A vF lth(Lee & Oh, 2016).
Kong et al.(2008)2] A7-ollX= w3l g7} Sle eate] A=
Aol WS f13 2rkEfr=E WSS, Edgar et al(2010)
& HET ] AES A3 A AF <12, 54 w4, B
& N = AT & F e SupERES RSt
Das et al.(2016)2] T Fhate] B3 Aol 7S $gk &
PEEFRZEE WiFi g0 2o} Sipt siate] glolHE 4
A7ke g gelsly B8 4= 9o, Park et al.(2017) Zm}
Ef2E 289 432 HF0 we 23 ol A7E Ayt
Ark. Z2RlERZ Aol ) A HAEg) T2

o
Y
3
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20X XujE 27] d23h] 93 BHow J|qdEn| g

< EAERAT. Xl Xd_%%*& % 37t de4de] FeE
o], 10709 g% AAM7F e 1Y ]
_7—10],] o]z\]- oJHE oIx ]'8]— 2= o)

\__

o] th(Kim, 2020).
Zakro] ~EREYQ] TAE (Digitsol)ol 11‘\: A Y] 2=
E 2ET F e SFE 23S AEAY o] AnE 2%k
%ﬁ*r—« 3 ddo] TksabH, A& TRads AR
CollM 45°C7HA] 28T = it o|AE ZwlESR
25 AX 1% olg3l A olsolv AeAolMH 4dE 4
X 75]333}7%] 24T o] A% AhelA ArfEAA G
ZmtEQPE R AEo] Qlrkal Hre7|%

rLi
C 4
3
X,
rok
>,\1

212, 2X2E AnfESHR

Lxzg sulEpze AxAlojehe SHM e
ZntELp= 9} Hl%f‘z ey, A7el g iﬂ}E*Xﬂ |8
Ao 7THH 2x=8 *U} 5ol Sk
A A HHo MA@ < vk 2¥x =8 3:‘3]'54\1‘5
o] FAAR] AT AlEl= %J% 2t} WA, Jung et al.(2014)
< WG AN} ZrlEqz 7|de] mhkd T3 34 AXE
Makstel AU 2 ofe] Axx BHE A A B4 2 TS
7Fs3HA stk 2212 Seo and Jang(2015)2 oFFol: RE
9 ZufEES] slo|H|E Qx| FAHI GPSE ol83) A&
= 748 -, 728 &%, olF A, 228 ARFS FH3)

X‘:./\ =
=

TT= EatuPZN

ol 4?5% EAEATE Ak o] AEFS A
=3t mjo] Ho] zAE ko)l Aot 5;1-.% o}
Ark. oal% E0], oA AFE el Eo7p
oAl aete 54 vea, E9 53
“or WY 27} *clo}ﬁl EEYA JFUPEE EEHel U
o} g el Al WA WA e 4E AXE B

FE ol dEle FAE F8ste] ZulEZe ERFEAE O
OlEIE AHAIZtem AFsle Hc}élsﬁ o] F X TH(Lee, 2019a).
HE X]-X]-fﬂ- —1—__35].
£ sl 28t 298ke et ilz°1 ot]ol &E=A
FE S8l A = A sisich AE HlelEle =2 3¢
dlolgje} Hlwe = rk(Lee, 2019b). FUHPumay= 1986
dol| A 2nfESfZ RS-Computer’E 7HA13t] 24
WA ASAIGT o] AFS 27 3% 7IEEA 9 ERFS
4.0 71%0] AE=o] 304 ] &5 tlolElE AlFsiErh
& A oM 21 7hsabe, FERel g2 st=go]
£ USBE 53] 24T & Urh(Lee, 2018).

H
02 £ 2

2 o % e

S H(Lee, 2019a).

2A BARA7A] A& fEAY B Al ] A& AFshe
T O 71so] A3 Ao}, o] {39 Al
dol, wopzt, X|ulf Fx}, AlzF Agoll, WEk 7L7—}°] =
oA a0 =8 & F Atk AT ZnlESRRY
#3 ATZE Ra et al.(2016)°] 9;1‘ AME S AnfeES;
=25 T3 Bzl S 2 57 o)ES EAsk] Ad 9A]
Zlo] 7153 2dS AE 3, Frontoni et al.(2013) Tl
g RFIDE $&3 AWl 913 F2o| 7Isdk A" 7
SioAth. YIX|Fetg AnfEf=e] A AR EE MITRIH R
(MIT Media Lab)®] ‘473|472 (SuperShoes)y ZZAHE7} QT

3 o |

T RE SRE ’é}ﬂg 0|83l ZnEEF AFste] AR
2o 919} WEF ARE BAEly, o mE 9% Aldo] &

AT e 22 ’dé | 5 FHA0 ol2= 4
LEE=TH(“Supershoes”, 2012). 1= 7Y FA HIEZA 2~
o] <4 ?ri(lechal shoey = Azt oljQle GFol FaL o]
9} vl 7158 AlFehe AES A6 FE 20
= EF5F27 WAEo] o] 2ol HAXE dEsid 7
TR AL dHFI FAR =2 std °o—. Aol z15-¢t
. HeExE 5k B¢t EX 9ow =
FE SUth(Lee, 2014). T, A= ZrtEMTIZTHl]
ARl A ZntERz 7S sl Al X]v)
=Rlo] AFeHE Qg AU SR 7IEA Al D
A€ GPS7F AR R Xufi=Rle] AR X5 vetsiH,
ujg] AAE QES o2 ds RIAA AR
2 Esl|=th(Lee, 2019¢).
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2.14. AEHIHES ~nlEfR
AEEJAH % IUlERZE AL
A 7)%50] k%

o] 7] AAZ 9r]e A3 % —‘jrﬁ AE3te] ‘?al‘i —‘:rEEJV\i
7V oIE AFE F Ae ZHERZE dsidin e
AREG 2nfEF=T} A7) E/\]EJ AZE =] k-
= AYARI QYA AHE HE(Vixole) ZRIEAZT}
AUtk o] AMERRE Eﬂ?ﬂ"e‘(Augmented Reality; AR) 7
ARl EAEIL(Pkemon GO)oF 5o EAEe] 2A o LiE}
W XFoa dHFEeh B, AF AYS T o o] A
gt =718 S Al W FRlIFe] Haplsls AoR
HIgEtHMorby, 2016). &= The ARIE 722 oftitis, Al
3|A} EA ¥ =0} HYste] 2ulE 2 ‘oltth GMR'S
sl o] AnlE 43S AA S35 & o ZEshH &
AEE, & BIA|, 7K, A9 A= T FF A7) o £490]
7159t o] Al 28Rl Al TT BuidHte AFE
QAN ST Aol FYEE AlY & Mo Ago] Fsitt
(Jung, 2020). Z*=H(Lenovo)= HIZL=2016(Tech World 2016)
oA Al o2& AEPAIRL vio] B3 (Vibram)zt 37 AlYS
T F e ZRERRE AESY TS AY HESHEA ¢

—=

F



AR o F5H A7 $HUE TH Aol Hgake Aol
T}(Statt, 2016).

22, AOIEFRZ9| & X2}

18X ZH(perceived risk)olgE AFolL} Au|2 A|Fol] wE

93 el tigk aHjRte] 14 HE ofw]grt
(Dowling & Staelin, 1994). 34 2JolA vehe K18A]7¢
2 A BES TE o AR sk BRI, A
=] \;l 7HBEi7<4 )\l-gl—oﬂ U]-E]— 71—7] q.E OFAFS- E’_?_]U}(Wlnakor
et al, 1980). Arnd(1967)°] W2 fJ&x|zto] & LHAE
2 AFAZo] B AR v Hals 2HEL =3, T
A Eol oJEs, S AlFel EHEH 2R HEE B
ol& 73] Urt.
dukrog AMzt gl miAlY AFolxe] fEAZE At
218 (performance risk), 737124 $1& (financial risk), 21414
3 (physical risk), Al7H=A2 918 (time-related risk), A}3]4
¥ (social risk), A2]% 2]¥ (psychological risk) 52| THuet
¢lo 2 ebdth(Stone & Gronhaug, 1993). ZF £¢lo|| thk
vE AEEA, A7 Fold AlFo| LMLt ZdEk=
el XA Fsls AL2Z 7154 21 (functional risk)o]=}
% 3KPeter & Olsen, 1994). ZAAZ 9@ Fu] Agjo
wE A &g Dk, AAA e AlF 2gel ot
A7 AP 7o, Al A e o AR sy

fo do Hdo

Lo

TS ARSI S A7 tigk g Qs
C(Nasir & Yurder, 2015). A18]4d gL AlF 28 A] @FA

Algro 2 HlFolx] AkslA] ek uf o] "ojRe Ao, 4
4 982 i Aol A opEE 2EdS, AT A9
& I (Nasir & Yurder, 2015; Peter & Olsen, 1994; Zheng
et al., 2012).

ZutEg o] g MRl 2ntEL R At HPAFoIx =
AAAZE 818 o3 ol AAStaL St} WA, Kang and
Jin(2008)S A0z} FdE AE I Hrb @ AnjEF 9
ARzt AE Halde AE BAEE, oW 2nrlES]
Fol f1A1Zre] ZAAA 913, Al 93, 7154 A, A
2 9¥o2 Yeldth Ko et al(2008)2 2vlES]Fo] theh

1_,
=
O
e
12

o

12

BT AFAZ] fEe] AF =S}t E-efrel nA=
FFS BAsIN e, AvtEe]Re Azt AA|AdHE 9
, AR E, AR A9, BAA e bl sl
o2 FEEALE Ko et al. (20090041 T=tels} ml=le] 2
PRES| RO A7t S/dA17te] AF =t Frfel el 1)
e FFE ORI, LntEF| PAZ} 2Rklo] A
A 99, *}W* 13, BAA 99, AEEA A, 71eE
Aoz ZFREAUT. Ju2018)2] A7ellMe= ZvtES]Fol o
g A% B %LuH 7R dFE riAe 2942 Al i
A3, el tig A3, AlEtez gk f1F, ZetoluA] e
Adoleke skl MFE FEsIleH, F7HH R HrklA 9
Holl tigh A o] vehdrhs AKS Slsilt. oluf

ZmfER= LJgIR]7j0] 2afE =

Y Fojele] rjRl= G 87

zto] Al 18] (privacy risk)o] 71<Q]
9024 MU HE =8 9 Y
f=o] BT 2o tig 925 2rlithPaviou, 2003). 3
s 2wlESRe] 319 A 715 A, AEE 99, A
A AF, ZAA A7, AAH AE, AkEdA 9, 2
o[HA] 919, 4luA 4 olo] uwet & A
T E ZulEF A 821 74 B Hoksle] &
nEf= el g x| e] SIS EstalAt dit

Eizil *HW—f A zto] H=&5E YAl AE gisl
A £ Ho|i Fujowrt %WL gl =t
(Arndt, 1967; Park et al.,, 2005), Z=R}Eg|ojol| M= o]9} 7+
ol YeRdTh Ju2018)9] Aol wEH, ARRFES 2ut
EojR{o] 4nF tiaRle] wekd uf FujE s, AnlE
77t iEsk=lA] ol FH AbgrEe] ARlel tisf g
2 QAE Zolgks AEA fdAZe] ASTE et
HojZIt}. Hwang et al.(2016)°] ATl E YL 5] 2

Eo|Ro| tfal] 7154 @A) 2EFE Bt Tujex
7t RolRle ASZ YEREO™, Park and Noh(2012)= 7H4
of sl Wzt 7H @allo] 2 AMAUFE LulEF
of &k |7} Yolxitkar sidnt. eyt ARjRES 7}
ZAo] Agsi olu] <3t HaAlltox AnfELFE &A%}
W olg FEAHOFE FujE oRE Ho|7|E 3I%ith(Ju, 2018).
Ko et al.(2008)2] o= AREAEIE X123 AAA
AR Zo] 2utEC]RF AlFol| ek el FujejEe]] F-4
FHFS A= AR eyt o]x§ oy Mol 2
nEg o] 91843 Fujew 7k FFF BAE dEstaL
ouf, ZmE °41°H FEE i Es goHd AT= mHlst
th mEA & AFe AntERRY ER| 7] ARlEq=
ujolxo W= FEFS FHUR FEte] gRlstarat gt

2.3. AH|X} SHAIM

Rk (1nnovat1veness)°]"4 7122] uj siElol|A] Hofu} 2

At Ake AEFS Pk B3 o7 k(Steenkamp et
al, 1999). &Mz} AFolXE Haldo] w2 FalH v
(innovators)e} THA] 92 H]EAIA AH]RKnoninnovators)E
T-E3l=t (Midgley & Dowling, 1978), T4 AFdollx] 4B}
E2 Jido] &5 EdtEl 34 ololdl, sfold|l= & Al

A AFE 7P WA Fejste Aol AThKim, 2009). &
HIZE GRS AAE A9 BF o7 B2 IS & F
W71 Wi, 7199 AAE i B v 28 Wik B
A A=ks FHs] faike v FAEE SvkEA Tt
otsl= Aol 523K Goldsmith & Hofacker, 1991).
ZutEfp2e] FR|Zto] AnlELZ FEE Fufoxe v

A JPYL olals] el $4 AnlAEe] 2ulegz
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2o AZE AFd od H=E 7R J=A] Fetsljor
T} Choi and Yu(2019)° w=w, VR #aAd Al7]sst
4 Feo] 2L RollMe olF FEatEs AR
g4 £4L "otetr] 3 v HAle wiviRcle =
@o| A}&3T} Jang and Kim(2012)0M % 7]&e] wa= 9
3 AEA S S Rl 2vlEE Y] S8
317] 913l 7HQ1el YA wifHI 2 ARSI
of gl A wigte] wt 4|t S4lAde AlRAR]
A T s, SVEFAE HIAEZA HE
Foll #Me B2 A7 ARR YA S A
(fashion innovativeness)Z} 71%841d (technology innovativeness)
o7 ERsta vk mEkA & A3E AR FA4E A
A 71eYAde] Ao R sk, g Te
63/\ /Ho] /\U]-E/‘X_,] H%‘JX]Z]— ol /\U}E/\Z_,] % :,LuH
o& Atole) ot Wi EAE A=A Yol A} gt

o> oo o to

5H e )\]Z_h% H] o% Gofjsk= Aol AUTHGoldsmith et
al, 1999; Jordaan & Simpson, 2006; Workman & Johnson,
1993). Beaudoin et al.(2003)°] W=H, o]#et 5L AR
‘:} QAN B T2 FFE HITE B ATl 401 i%:
2 A o/ FHod tARlel #g A4l FE
EXRE, AR Vel SHe] AREe e ‘501‘:}
(Kang, 2009). wets] sjA3EA% AHRELS HAEEA 7
EE 2utE R sl 23 FA8E w4 A T4
¢l Bl=5 H<IthKang, 2009). 72 &4 Kang(2015)2]
ArelME 217 A 2nfEd el EsE 93l 71sE4lE
MM LA RS Aet A=kl o SAAH
ook ghhar A
gt oz Yo =
2] vlEl G4l 71ee] B0 digk 98 RS 7170
ZreslazAl Stk (Rogers, 2003). ZEH Y Jo and Koo(1996)2]
AFoM s LHAREY] $RAAZe] s sjdELIge] =
oRRItkE AMIE ERIsHT TEgl, AH|R; YAl 714 gt
=9} vkd] ¥ 3FA] THGoldsmith et al., 2005; Park & Noh,
2012), Ju(2018)2] Aol ME AH|RFEo] fafo] upE wjujch
A&H o7 W7te] AntE RE sk Ao sl A4
wg =2Ivta st lﬂl 0131‘5* ZAAA Feke o
gk 4w ]Z]'—°] ZHESRE 78] e €kle] Eria
H -41’1‘4_@."&*301 iE% 2HIAEL A AES LE
—r-rx—?  SHRTE AFY 2 JFHKang &
Jin, 2007). :LEHH ARESRS] B0 7|50 2 olg)] AlF|

= -1u:

ol

_u
r°"
rE

29l 318 Qe 5 2R el Yol 93-S A
2~

mhEgizo] 7l 84S A 8 4 It

7|1= &h(Kang, 2009). A 2HdolA 71&84143-L StolH A
71eg A8 A ATl Uig 8 =2 HAERIR
o} s ofolgle] 7)ol 7l&d] H& #ilo] w2 AH|A}
E98 D3tk Rhee, 1999). 7182040 &2 AHRke] 4

= MEE 71%5E o837 HE @%ﬂi(ﬂ =S Holx,
A F EH?& Al won, AAFS Fulehr] 98l B

A7k} 18-S Sofgiti= o] UthJordaan & Simpson, 2006;
Kang & Sung, 2014).

ZulES R SRzt FEe AH|Rl] V)& Al uiEt
O2A Jepted], BE 7E o] A4S LulEF
Lo FYE 7)&ole ATo) l\il-(Schaar & Ziefle, 2011).
=, 7193 @Az 73 AL dvkaL olsid = 3l
o} Kang(2009)¢] Aell= 71*6%1%4 MR} FEAA
ARIRET} 2ufE Rl AEEH HAAAFLEA ] FalAd
A7tehs AR veRdth oA el 71edalE ARt
& 733o] S HolnE AnlESFo] A AF o ZH
715 ov] &AL U7 wiio] JAEE v QIS

H, Ju2018)¢] Aelre 7ledAilde] =

HIEL)F7F M2 71| HEF ‘*dﬂ
AEetAY 7]50] & AFeA e A
el olell Kang and Jin(2007) 7|84l
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Table 1. Exploratory factor analysis of perceived risk

Factor name Item

Variance
Factor  Eigen explained % Cronbach’s
loading  value  (cumulative o

variance %)

The function will be degraded after washing. 79
It would take a long time to repair smart shoes if defects were found. 18
Performance Continuous management and upgrades will be required. 7 31.97
. 7.35 86
risk Faults and errors will easily occur. 74 (31.97)
It is doubtful whether the function will work properly. .66
The devices used in smart shoes will affect environmental pollution when discarded. .51
Styles and colors would be too far ahead or behind the fashion. .83
1 would get tired of smart shoes easily. .81
Aesthetic.; The trend will change soon after purchase and you won't be able to wear it for long. .78 16.80
psychological . 3.87 87
risk mart shoes would be hard to match with my other clothes. 69 (48.77)
Wearing smart shoes might cause me to lose my reputation. .63
Smart shoes would not fit my usual image. .60
My health information will be exposed to outsiders. .88
Privacy . . . . . . 6.80
risk Without even me knowing, my personal information will be disclosed. .85 1.57 (55.57) .90
The personal information will be exposed to outsiders. .80
~ Based on the various conditions, it will be expensive. .80
ECOZ;T ' Smart shoes would not practical to wear considering the price. 74 1.39 ( 661'0663) .80
It would take a lot of money to repair smart shoes if defects were found. 72
Social  People around me would think I'm very interested in appearance. .85 07 4.55 %6
risk People around me would think I'm extravagant. .83 (66.29)
) Smart shoes might release harmful electron waves to cause physical risk. 18
Phryizl'fa' It won't be durable. 56 92 (736?297) 66
Sweat or water would cause problems such as electricity. .54
AT 25T o] AREUTT. 89 FaEe wE 05 Faolmz g 93 olaa 9usds. vHses gl
opde s Ueht SR Bl SRlENT. a0EA 3t 6 SutEfz] Yol F4] ot o HAulE do
AZ| =8N A= Table 13 2t 24 A vt $HE vehes AAE 93 o)t gwst
894 SHYES HH, 89 12 A" § ZrlEfR=e] 7] et
5ol AstEAY arge] fA Wsk= 5 7154 S EH
g oj7E Yehle %ﬁo_i T35 ok w89l 42 dE, Ao mME ADERZ QAXE, ZRIE F Y
© 915 gigolekn BRsdn. 89) 2k Suledze] F  Xi2e| Kol
W %] WA AeEaze) AReld Aol 54 A7) ATRA 28 AY7] SAste] 1A L QAR B
o A S Y 23 208 019 toh & Agald B L ASSITble 2). 2 Ak, SPIESE A 4
& el et ¢ E ek 2e]al Avteg=s 28eke g (m:240) 228 (m=249), X T (m=2.16),
o] 27] owAILt agel] o &2 o4& Aol tig gl AEEQL (m 2.03) &vtER= B 54 gE Hes
27t 3 UrE} foms a9l 2= v -4HEE °]‘6*’°1E‘r1 71EL %"J 33 vvtem EIEIY, Hd Aole
R sk A 3 LnpEf2E 28T W AJFoR FelsA] e /i vebstth 2y tles A8
He A% Zéi 5D ARIE o] f=2 Aol EH (m=3.50), 2¥E=8(m =3.41), 91X} (m=3.09) Lv}EF

l

HE YeRER ZeolnjA] 913 olzkal Wrsisinh. a9l
svhEgrze) v shdish 2] B B v)go] tj3t
g Uehle Wgolme AAE 913 olzka Fsisic,
o] 5= AU}E/\ZE Z]—_Q.—o‘]_ﬂ:] Ztﬂ }\]_E]—l:__oﬂy-" 7‘;;],3." oy
Rl AlgeR o= Ao e A44L vehie

@

b o s o

¢
F

AE

ZAA TR 3 ol FRE YA, A7EEE
(F=337, p<0)& 2XE28(F=270, p<01) Z2RFEZZA
A folgh xpo|7t vERTh. FRIH R, 7174 2n)
EfzE 500 9Am=3.81)3 40 FAm=3.81)°] 30th
oA (m=3.13) 20t] A (m =324t} & NS =3



Table 2. The result of ANOVA of gender and age

SRR SJRZ] SrERE HYY

Fp)ize] v FF 91

Variable 20s/M 20s/F 30s/M 30s/F 40s/M 40s/F 50s/'M 50s/F Total
(n=25) (n=29) (n=34) (m=30) (n=36) (n=32) (=26) (n=34) (n=246)
Aw. 2.72 247 2.56 2.12 2.51 2.03 2.52 2.30 1.893 240
332 3.24 335 3.13 3.81 3.41 3.81 3.80 o
Health- Int. 3.370 3.50
- ®) ®  @AB  ® @ @B @ )
3.20 3.09 3.18 3.08 3.58 3.13 3.60 3.50 *
PIL 2218 3.30
(AB) B) (AB) B) (A) (AB) (A) (AB)
Aw. 2.54 2.60 2.63 242 2.65 2.17 2.62 2.30 1.004 2.49
Int. 328 3.07 3.24 3.13 3.64 3.38 3.81 3.71 2699 341
Sports (BCD) (D) (BCD) (CD) (ABC) (ABCD) (A) (AB)
3.14 2.93 3.16 292 3.50 3.11 3.60 3.51 o
PL 2.691 324
(AB) B) (AB) B) (A) (AB) (A) (A)
Aw. 2.24 2.09 2.34 1.98 232 1.92 2.44 1.99 1.328 2.16
GPS Int. 2.92 3.10 3.30 2.80 3.17 3.00 335 3.35 .097 3.09
PL 2.72 2.95 2.97 2.83 3.11 291 3.44 322 1.327 3.02
Aw. 1.94 2.12 2.18 1.85 2.19 1.80 2.21 1.96 1.143 2.03
Enter- Int. 2.66 2.62 2.65 2.35 2.58 2.42 2.75 291 923 2.62
tainment
PL 3.55 3.87 3.84 3.78 3.78 423 3.78 391 2362 1.85
B) (AB) B) ®) B) A) ®) (AB)

**p<.01, *p<.05; Duncan test results A<B<C; Aw.=Awareness, Int.=Interest, P.1.=Purchase Intention

AL, A =G ZmlEfr=E 500 A m=3.81)0] 7HE =&
A& YeaL 200 o9 (m=3.07)e] =7 7P Gk

AEAZ 831 FollXE AN AgAZ NN A 7H %«1?&
zpo) 7} VeRHEE (F =236, p<.05), 40t) 1A (m=4.23)2]
x| zbo] 7H ¥ 20th A (m =3.55)2] 1FRzto] 7
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43. AOIERFZS| IEXIZ0| AOER= FEY i
ol olXle Y&

AT 3% A fE dssFARA S Aldeln
(Table 3). ¥4 A3k, 7154 ABAZE F13|v}elE 2rfEs
= Tfelee] A Y WAL= 21, p<05), Av -4
24 AR BE {39 2mfERR ooz F49] o
&S mHTKB=- 33, p<001; f=-37, p<001; f=-22, p<Ol;
f=-20, p<.05). ZAA 1A AEHRIHES 2wlEs
= el BAR] FIFE HH M (B=-22, p<0l), AKS]H

AFA 7 x| Fetg 2ntEFf=} EERJIUES 2nfESR
=o] Fujolzel] FA1l FIFS mHATHB= 21, p<01; f=.23,
p<01).

AA, 7157 ABAA0] BLFE ATty AnjEgpze
TFrjelE=rt =2 AR et olsh #Este] Ko et al
(2009)2] Aol w2, *HVFQ 7154 A9E =A A
Sl ARELRE AEE oJFfo] & ZoFT IRIFI
B3k Choi and Lee(2006)2] Aol AHIAFES ofo]Eont
oS 13 AntEL R, 53] AR E 7wl e &
vlE RO e #AE UERE bl Utk wEbA] AnfERz)

V5E @A) ¥LFE ARG Lvhedize] P

Ert & AL HxTe} 7159
A=) #HA F 71 77 R E R
Atk ¥, Av-AEE 9137 Jr%
Tl EE Holeyy, 58] 1A%, Ax =, dX|ehs &
HlEq2 Fuje]Role JFHo] 7P 2 AR YERt. o]
£ Tl AHAES AnfESZS] Tc’r?"é‘Oﬂ *Pl A°1 EIZP"W
0*9} 271 °lﬂ1 2| 2}e] ?J_ﬂ 04 =1
]_/k] O 01— 1];],
o S AEEE A8 5k 7401@ il
Zolsl=t, Ju(2018)°ﬂ/\1‘: ZH|IREL AnfESR] T)R9]
Z Ho] o]Fojxof Fujdd <]gko] Uil AL, Ko et
al.(2008) oL} E9lol et AlEd 97t SntESF Al
Foll tigk Bleol] 7421 &L mRITL sidict. thao& 7
AA APALL AEHRJIHUES AnfEfR2 Fujoedvt &
ogk 74 JFE vehied, ole anlAkEe] AAA 7ls
7158 AlF Tl Al 7ol ztsiAl v
= 210 ALE®ECh Park and Noh(2012)9] AellX=
7V =T 2555 ARELF et oo,
UHQJE% Eol7] SEire LrkEL R vkt AT 71
£ Azste] nAEe] THRIES W 4 Slojof sl
Tt M AHERINES AnfEqp= Fojor s &
o]7] M= THIES & W AHERIVES] ey 75T
& ZAxshs Aol ohgt 71531 A% I Axste] <lE
IRNHEE- 2nlESr20] 7PX]—§— Stk = defof gt mf
Ao Z ABH A 7] HEFF X TR ARlERZ
¢} JAdEEHIHES /\u}E/\z,] :rLuH,]JJ} Eolgon, ta
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Table 3. Regression results of perceived risk on purchase intention

Dependent variable Independent variable B T R2 F
Performance risk .16 1.78
Aesthetic - psychological risk -33 —4.38***
Purchase intention for Privacy risk 06 76
healthcare o A15 5.174%**
Economic risk -.12 -1.52
smart shoes
Social risk .08 1.11
Physical risk -.08 -.96
Performance risk 15 1.65
Aesthetic - psychological risk =37 —4.90%**
Purchase intention for Privacy risk 05 70
sports L 114 5.132%**
smart shoes Economic risk -.08 -95
Social risk .14 191
Physical risk -.01 -.08
Performance risk 21 2.40%*
Aesthetic - psychological risk -22 —2.83%*
Purchase intention for Privacy risk —07 _91
GPS . 085 3.682%*
Economic risk -12 -1.55
smart shoes
Social risk 21 2.89%*
Physical risk -.11 -1.36
Performance risk .01 .05
Aesthetic - psychological risk -20 —2.57*
Purchase 1r?tent10n for Privacy risk 05 64
entertainment ic sk » 0 738 110 4.941***
smart shoes Economic ris —. 2.
Social risk 23 3.14%*
Physical risk -.05 -.56

wrkp< 001, *4p<.01, *p<.05

T Qe RIS WHETE ANAES $X|Heket AS AR F A= S AlYEch o Ad, 219 8%l
AEJEHRINES 2nfESf= Fujolert ot oljet A o] Z&E|glom o2 iz ulg} a1 AL
£ Kang and Jin(2008)2] ollA SHAES] AntELFI} ZlEgados AN 7 88 B 24 = it
Al AL JAAEFE the AEES] Wil WAsiAl v Cronbach’s o - 0.8 o[/3o =2 et WA dAdE 25e
g Aete Bls=gk Wigte|t}, &) B A7 $HAES 2t Zo® Uehdth a9l Fatgd BF 07 ol deR A%
Efpz7} sildolgtarl Q12ste] thE ARFES] Hrtel] wixtst o] Aol SRIEATH(Table 4).
Al WRg3taL o]#f gt vhgo] Fufe|xe] ks Rl Aow S o= sasNgF 7EdA S iR st AntESR
Sk 53] A]A @A Zo] A Tehs- AnfEq=eL <l Z @A o] 2nlEfZ FFE ke vXe APast
EHEIIHES AnfEf= Fuo it f2)gt Jgks vzl A 2 7] axss A4 Yl SPSS Macro Process(Hayes,
2 AFH AFLTF 2RSS FAH AFFo] EokA]7] o 2013)94 Model 45 ©]&-3te] 48 At Ae 71¢
o2 etE &, SEAES AR dEHRIHES < 95%, FEZE (bootstrap) A = 5,00022 XA
ZHESRZE Bl T AREEAA £2lo] galdo]ar Am ‘:]'. A4 Az, MR FA3e] miiETe AAE 38Rz
= Alolgte SRA IS W71 L HUEE Wt 3 AAA @A 7 Fujel T Alojol| A ek VreRTE R, ZA]
© il et Zle = ofad ¢ Ut A @A 7o) A7AE - 2rfESRR PR nX= J3F
oA AL 71EFrldol £ misgte] We st H)
4.4, MM 7Ll o St Al 7 &3 Age -.077, 7 A2 digk 95%

AT-2A 45 ARs7Io PH, 2H1RF A
ZIEgAl el et a]lEA e Aldsiolnh & 107]9] =3l
thell FdEEA 3 Varimax 3RS Aldsision], adls= 2 5 v 0o] TFER ot 1 Gt frojek ZoE Bl
AFA 1 oPFer dHst diE TR 23] =R & STk A A o] A HeRE SufEgz T ol o]

AN FHE Cl=-154~017, 7]1&=3AA e 7H a3 Alse
—.108, 7Fd AR thalk 95% AlZF7Re Cl=-.196—.0532

=
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Table 4. Exploratory factor analysis of consumer innovativeness

792 FelEe] A= §F 93

Factor Eigen

Variance

explained %

Factor name Item loading  value (cumulative Cronbach’s o
variance %)
I know a lot about the technical information of high-tech products compared to 87
the people around me.
I know the names of high-tech products faster than other people. .86
Technology I have more high-tech products than other people. 719 633 63.31 0
innovativeness | tend to buy high-tech products faster than other people. .76 (63.31)
When I get information about new high-tech products, I visit stores or online 24
malls.
I'm willing to try a high-tech product that I've never heard of before. 71
I tend to buy the latest fashion items faster than other people. .82
Fashion [ enjoy shopping in stores or online malls with new and unique fashion items. .81 13 1134 %
innovativeness| always try to dress in a new way. .80 (74.65)
I am more interested in the latest fashion trend than other people. .80
A IF £ AN T1sgalgdel & milshks ~.023, 71239 7H 23 Algre —144, 7K AR o
Ao gk Al 7 a3t Al -.099, 1H S 95% 212 F7HE CI=-234~0662% 7Hg 37} folst
720 ek 95% A12|F7HE Cl=-.188~.034, 7]1&3 214 ATE AAA S84 Zke] IBEIIHNES: 2vfEqf= Fee
M &3 Al —098, ZH A=l tidk 95% A=k Cl o WA= FFelM = HAGAARE kA wizfekdet. s

=-180~—039% 7H a3t fostsint. A4 18R] A9l 7h @3t Alee -.087, 7Hd A= thak 95% AlF]

AEHIHESL AnjEs= Jujoto)] njx)s FaRE A

?_
Haldt Zlesalidol F vifelint. sdEade) 2k & ok 24 Zake Table 59% 2t
I Alre —109, 7H B2l TRk 95% A2 Cl=-.200 =, 2vpEgpze] AAE @A) 255 sl

Table 5. Mediation effect of consumer innovativeness

7He CI=-.190~-.0042 7Hg @37} felek Aoz Jept

Direct effect

Indirect effect

Total effect

. “b .
Variables (axb) (@b+c) Mediation type
A B C [LLCI, ULCI]
X: Economic risk, 077
M: Fashion innovativeness, —228%%* 340%*** -.101 1 5 4, —017] —.179* Full mediation
Y: PI. for healthcare smart shoes T
X: Economic risk, — 099**
L\f: PFIaslg(i;n Gi}r)lgozrz;t:rftf:nsf;lssés —.228%* A34x* -.123 1 8'& —034] —.222% Full mediation
X: Economic risk, _109%*
M: Fashion innovativeness, —.228%%* A0*** —272%* o 20'0 —023] —381%%* Parcial mediation
Y: Pl for entertainment smart shoes e
X: Economic risk, 08**
M: Technology innovativeness, —307*** 353%** -.071 1 9 6, —.053] —.179% Full mediation
Y: PI. for healthcare smart shoes o
X: Economic risk, — 098**
M: Technology innovativeness, —307*** 320%* —.124 ) —.222% Full mediation
Y: PI for GPS smart shoes (180, ~039]
X: Economic risk, _144%x
M: Technology innovativeness, —307*** A69%** —237** o 23' 4, —.066] —381**  Parcial mediation
Y: Pl for entertainment smart shoes e
X: Physical risk, _087*
M: Fashion innovativeness, —.172*% 509%** —-.129 1 96 —.004] -216* Full mediation

Y: PI for entertainment smart shoes

*xp<001, **p<.01, *p<.05; P.L: Purchase Intention; a=X—>M, b=M-Y, ¢=X->Y
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