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BEe WslE F7eha dnkeg, 2015). Ed 19 747e] S7ke anxr) S
Lo AFE Al 94a9e Wil F83 UU0E AgHL JThPAY,
2018). R Aok 43 Y ATE THISHE ABIEl 29176 wekFo] 9
AYAE A2 AEE Hoka Yt v AR BnAEEY 44 A

SR EAo] A7t Au|zatgd e ZE7 M ZIAH|A(TBSS)E =9ste] AR

<£9] W MmE A8A YT S AHl: ES HIAA NEE AHI~
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A4 Weke rAstY F35E AtHGelderman et al., 2011).38wtch AN AhE,
27 5

TN 9= 5 4 g AV AEE e 7k F
AAANZANME B2 FFE vX o A= 3000 7He] 94
I FH 2 d ool HAYTol A ssted oF 250 i
| Azttt SEstor o2 € wEY =3 10%
AF3FAHKorea Foodservice Industry Research Institute, 2018). ©]
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AFsteg HolHol e e FEHeHRT &nxte] 714 Rizbgo] a3k 9%
T Aoz HAts ATAde} 7H4 Riztgo] o8 oo S HA =
(HA-olmlo}, 2016, R17W], 2018) U= It 714 M olgs |M4E 7t
sto} 7| o239 EA AR A% ko] FANM 24 anE <
olE Tl 9y o8 Heto] Fasgt FAHRl AEE AFstaA s B AF
o] BAL v At} A, s E 7|E] £3E v R FujdAe] 71Q
3 =9 9 dgol tisl] =Aksla, APATE FEHY e 13 9} V)&l
ZARIA(TBSS)E &3] 7|&7|[WH Z AR 2+(TBSS)$F 7122230l tial] o]afiahH
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21. 7|2A3 EAM

714 718k A =48] 2(Technology-Based Self-Service : TBSS) +3 = 3hel 7]
L2 2FA(Kiosk)E, ARI2=Z1Ue T8 glo] &nAt 2H 7IAAES dto] AMul2E
a4 AEE SHe ATM, Zutd¥, AR 5o 7143 44w thDabholkar,
1996, Meuter et al., 2000). ‘QHH’ {12 719 7|23 s AFEY JFE HESHe
Ao IX W o rE AFE dASteE FHoE Xsletal e B
7], 2017.09.12.).

Davis(1989)+ Fishbein & Ajzen(1975)°] A|tgk 3Hel& )5 o] Z(TRA: Theory of
Reasoned Action)S 7|HFO. 2 3l 7)|&48 2 (TAM: Technology Acceptance Model)
S LS HoHw, QEule] BaE AP AH, e-Business 5| #abghol whet
AZ4E 7HA], EAR, AE, Y 59 AER NEdES st S 23w A
T7F EH AL Qo E- ol A A 2017; Ming Cui-ols4l-Fr&, 2014).
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875 &3] ofa, vy dHolE, ARl thyt Blg A BithE ARz
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S thdoem JP2EFEY 7eZAZAN(TBSS)] &2 =9t Anjx
21839 A Dabholkar(1996)+ TBSS¢| £/4& &°]4,
Al 57 afler FAseH, I Ay §old, €4
=, 1731 3719 Q<IN TASS ©]§ =7} ZAerta stk

Zeithaml et al.(2000)= UTEIUl MMl F4 WA H7154 =72 e SERVQUAL
< MEstla 1 SAS A4, E&84, 794, AV, Had, 2, JidEke] 7
N sk 2am skt

Van Riel et al.(200D)= £HIA7E 71E7|RPA ZXH] 2(TBSS)AHEll Qo] A Zehe=
Hejow 784, HYd, TAE JH A= ¥z FAEIS™, Beatson et
al.(2007)= 7€ 71Nt AZAMH(TBSS)] TdolAe] Mulx 54& 6712 7+,
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NS, BAA, WO, AT RSO TASL s1% /N Az A2l 543
QA Al o) ABAT A%H BAE FASHEH FRT 80l AT
<E I> 7|=7|d d=E=ME|A BF
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AFAR, e,
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A ARG =548 s AE
44 n S A= 71+ TV/CDZ

Self-help A3 B A H] 2~

QIE Ul A 173 A0 oJ gz} A B o] 83t n&
Z4]: Meuter et al.(2000), “Self-Service Technologies: Understanding Customer Satisfaction
with Technology-Based Service Encounters”’, Journal of Marketing, Vol.64(3), p.52

21.1. &o]A
folde 5% Y glo] A2HE AT  tal de A= AoHH, &
olgltt= AL oAEgoly LYo 2HE AFEE AS T HDavis et al, 1989).
3920192 AHA 712223 o] 8AE FTACE F|ex39 BEA F &o|Ao]
+A(2014)2 AH&AHuser) 7}

AR SNSo] AR &old, 34, 84, F84 1
7} ZolA= AL 1 ST

b Az 71710 Alz=glol AREAE ARSE7] okl /14 =
ol Mefd F Ui ol An|zo FHoIY AR oRox IFS
2012)+= A<S FRJSIALE oo B AFoME fo]AHS 7]exT0] B4 Qo &
=33tk

212, #8&4

MZE 71Ed ARI2E o] &3tHA ol Ao S NAHs] = ZAA7el gt
AREALS] ZIHE Yu|et, 5 AJ2ElS ARSFO RN A S| Eobd Aolgtal
UE A5 eH(Davis et al., 1989).

&4 AHgAte] HEE ARstal AMS o =E @7‘35‘}{? fRlow AMELE 7]E0]
v a3l thek AREAF Q1] ket & 4 k(W88 2010). 71 7]8E
AZAB|2(TBSS)E ©] &3 &RAE2 ARl AA| AR sdov} &-871x|7F A4l
Al | F83ES FEAE AR AFskE Aol o] & oxE AAS= Fad ol
7} "lth(Dabholkar & Bagozzi, 2002; Pikkarainen et al., 2004).

39 22019 7122 (Kiosk) 71HF TBSS o] €142 843 &4%°] H=
of FAZR FFS vAE AoE YEREA, o]n|(2018)E o] FFAF AZA A
¢ A 2EHS AR o WAH EAES FE S UL, SF BT AN

Ko}
=
A Ao ra BEAE =8 A7 Ssd APoR EAS A= &

o

> r
_‘ﬁ
ol
9
N
o,

’ ’



QJ2jat}ie) Bithd 7] o225 54o) &nAEe vA= FF

T AT sHTh ok 22 AYATE Tl A0l = AAFH ok MEA A
o]

Hj2z=ol] thek 2MAEe] /1Y W& AL olmel FAHH YT vIAE oz v
ek ool £ AFolNE fEAHe Vlenae) B4 aglow =&

213. 7] FAA

A7 FAAolE e FAS B§ glo] 222 FRagolt Azt s #ele]
FEHoz 2UsW BEIE SYY 1 APIM e AN, $9Y, UEgos

Aeo)=d 4 th(Dabholkar, 1996). Dabholkar(1996)« #}7] SAIE-L 7|&7] Rk A 1]
25 AHgske H 8% A a]lelH, AZ|EAIdel wA s anlAe %
A @2 ARl W) w2 Ao =t FulE e Hol= o= e ol#tt F
AL MJAAN 2Ed 2 98-S ZFAAATIL(Averill, 1973), &H1AF 222 7))
B Al FHo A Y-S WX th(Dabholkar, 1996). ©1871(2010)¢F ©]l<
9(2013)8] AFNME 1A 2227F A7) FAAC] w2 FEL A U 4%
IEE T AHET 71711% 71eg Bokaoles Ao HE A=2<] AoZ Yehdth
Aol =& 7le F8Ago] SHY ol 3
Fe F= g UrE‘rkkD}. AT G A(012)2 HBefe 2B 2rEE o ST
Aol o] &EE B4 ATl AZIFAGel ol dshe Fdol =4 <2
3

A Fohe AR ALHoR AHE RS Hols ACE ATHA #AYS AT

= 9A7|oA B_E1 YE 7|0~ ERS uEdte] A
J 825 T 84, g0, AVIEAA A EAHS =E31]

AYE o= ko] YF FAE AR A sk

ARG = ARl B A AFolv Aul29) 74 WSt dolS W &nAt
S AAAR 7H4 ol ths drinkEe] WIzksk whg-o] yEeh=A]ol thek A%l &}
o] Hol= AR AHoT 4 AUtHGoldsmith & Newell 1997).

7+A Wstol wet A Al Hls) 7HE o] S5 AHIAES 7HE 0 O WA
WA, ARjRbEe] QAAIE EA XskAY AFe] ¥ F2 #8439 S-S 7L A
u 71Ae) & 97s] R cH(Nagle, Hogan, & Zale, 2011). T3 2H|AE AR A=

o r{r
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o AT thal L AFolets A wet AZsHe Bzl we Tl oA
A= s Uehdt 292 b 0gss suArh ATl oA

= Hgol me} AH|AEo] 01‘%17%] Els
A7 & AHAE 2
A UgErE e ARG o =4 7HEe AZehH, ek
714 Wl = Ay oz wstA whgstt S tHGoldsmith & Newell, 1997, &
=, 2012).
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Lynch&Ariely 2000 7HAg AASHE And 43 F4e 2ol AZshs Aol
A=} Uths 2g FHsEom, AF(010)E TFHEEo) BPAZo|
284 o7 Zlo] AU Cl e RS P06 AT
el meh AARREe] Aol o o] YA o M WHTHE g 3
Shom, ol g eI FLEL o) Hireh JHARPE o] BAA 9|

%12
4 e AEske el AANgEst ol dekdtha 28,
T3 AR YeiA TbAe AN sgAE] mAPH oY, e AAAAE

a7 Azeke ZHAe e Ak BEA dehbl B3, FEAe] o8 ANE
S99 Aolehe sl A48 B weh LA A 2 e
HE FhAe] el ARt 2uA AER Fol7t Al Bk

wepq anlatel 744 wizbgel oE whge amitel A B4 mE AFZH
whe} whgol thesl Uehd 5 glom, szl AFTU] B A olg A Fu) o
AR oA Fad axt @ 4 9ok
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AE ARl=PA=Z = “E‘%, AUl AlgAke] x]54
T AT =, 2019).

| HIthA 712719 AHl F-] A3F ATollA

HAS o ATE 2 ARAE NEHOR o]§ Vi ANE o=E & e
o, 54 d2Ede A7 BT APl 71249 EA i FriEA d7EAE
HR O 2 TA] A7l sh= A&nlA ARl e) o Ao il o= Agofstaat itk

. oA X ApEHH
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31 A=

0

B ATE B AT J1E AYATE ngon NS s1esa 54
AYE % be] T WAE Tty 1023 B4 AYE o] BANA 7}
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B AT /MEES o Stol e 2o ATRYS MYSh
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3.2. 78 A H
321. 8ol ALE 9=

W3 (2019)S 914 AR|AEC] 7|9 2AE o] 8317 YsiAE o] o] 9ok
ol gom, Foflely aPgart o] gstr] EHSER o]go] A AREE 4
55 71023 FF B AR S Aselof kAl skl on, H3]E(2019)2 4]
AHgo] o]gst=tl g Al&efoF &t ARl AlFo] Tedfof okal skl A8
=(2018)& 712278} ®utd FEAAZE olstA Hrtd &H|AkY] o] & oo
= PR &MY ARl 48 A ol& =TT e AR yedta 3
t} o]yt MFPATE nlglo 2 B AFANE 1A 7X7F 72 A ukso 4k
< HA Aolgta ARk, 7HEe vt ok

2 ook

7Hd 1) &l AR o=d Fold B(+)9 I9FE mE Aotk

Z1erE RS ol &5ty ZlerM AR 2o AL 8 29l E4T uRd-
Q.
[

988201002 7]&7|RH = AR 2= ARG B ol QlofA AZHE 840l F&Fe WA
= 8209<S H3len, HIH2019)2 7120 AREAbl thil Bj=olA 842
_]

ARgAR) Adket AatE AT AL AL, HRIFE(2019)2 A hA 71
= ol& A tZIAE =, A AR AR ]ls) 7lesme] B4l it
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7Hd 2) 842 AEE o= Fold B(+)9 I9FE HE Aotk

3.23. A7 AT AT o=

A7 EAE L 71E7 A ZAqH| 2 o]§ AH|AEo] i AHI2E ARERE AREALE
O H 52 SAYE 38y, S T ok FEAME SAHE &S A=
Q9lo=z A 53] ARBAL 222 A7] ofAatel] whet Y] 7R A H
o o AL 2HY F Jon, e zAn 2] Y A4S FAaATI B
F3 ALE o&d SAAY] dFE Fu 8A)] AeE AU Lee &

2002).
F37-H 42 (2011) ¥ Shamdasani et al.(2008) & A71EAE0] E&5% V& F

g3go] HAET WEo] YR T A0 Vet

e}

o
i
P
%0
o

Allaway,

7Hd 3) A7NTAELS ANE oxd ol A(+)e 9% A Aot
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nh RIZbeAl wkgeteErE UERdE Ui Zfole] WHEE DtHGoldsmith &
Newell, 1997)a 3}$3th

A Z 3] MRt 714 UAEE = Ao thEr] wid Y 7Aool
T JRQIARD el wel g E2A XSt 1o wet AlFolut Aol thet HEE
24 YetdH, AE 7HAe] wste] wet anjate] ojapdAo] wstE™, AlEel vt
Ao o)Est= i‘ﬂlx}co AFTo grAEA RN =2 Tl Hls| @2 7149
H3lo| = ‘ﬂ@%& &= BEATHTellis, 1998).

M 4) 1exTe] BAo] AWE o)=e] PXE GFE AHF nE=e) met
Aol7} g Aclt,
44 4-1) gol4o] ARE o|=o] MAE FFE 74 W= we} zfol7

3¢ Zolck
M 4-2) 840 YR el HXE FBL Mg NPse] met o)z}
%1€ Zoltt.
M 4-3) A71FAe) ARE A=l BNE JFL 714 Wg=e gt zfols}
3¢ Zolck
33. AEF
B AT 53s A8 fste] 2020d 3¢9 195H 20200 3¢9 10€47FA] 10€4%E
ARZAE AAF T ARGT) 3 SUF 7o) Y Ao Ueh HEe &
4, Hoke AAAA ofm B 2ARE 2020 39 1597E 20209 59 159744 oF 85
7 A1esgrk BAHYL Aol AzHS BFL AFUG FPAYL st
g Zadxolx HiEF(MERE, Frcl WAL, AT, vzl S BE
3 Ho] Qi WAL thFos B 2AE HASGC
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34. MEX TAI BALY

AEA 7/4L On/Off-Line oA HAFEFZHE A&t A7) 208
ZHgstA skl o, 220700 A wizste] EAASA SHET 19%-E AlS7 20170
o] FEI ARE LA B dAFolA A" M BAE AFFH R HIE]
fste] 3| AZ= SPSS Ver. 23054 714 Zz2a9e ol &siA SAZF]
A= FEF BRAS AFsh] sl AEE E4 5 247 addEY, dadA
4SS A, €02 isE ol SAste AABAE HASse Ae FHo=

Al
=

A

=AY
|

=

0]

41. 8RS elFSAHEAN S4

2 AFoA EAo] o]Foizl o Ul EAS <&E 2>¢ Aot ¥
TAS BA dAol oF 60.7%, Aol 393%2 UERoH, Aol 207294
72(388%), 5041 o’ 60(209%)AMINA Al UERgeH, wSgEe i &9
91(45.3%), ttAIs}t 76(37.8%) 0.2 ol YEeRown, 7]&EA 83(438%) KTt HE2;
113(56.2%) &= B%om, AF AYo] Rib/Zdd 156(77.6%) 0 HFE ] UElt&S
HAF3 ok

T A TR Nz HANE | F& A B 1A= HAE
A 122 9 60.7% _ & 83 43.8%

3 o4 79 9 393% | oo u & 113 % | 562%
37 2019 | 100% | A 201 % | 100%

A& 16 3 8.0% = 10 3 5.0%

= 1H/77] 17 3 85% Y o st &t 76 37.8%
2 Ay G 156 3 76% | nz st 91 9 45.3%
A5 12 9 6.0% gk o 24 4 11.9%
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A 201 3 10095 A 201 = 10095
1009+ =] gk 66 ™ 32.8% gy 69 ™ 34.3%
10072009+ =)=t 32 15.9% AHE-Z 50 & 24.9%
e 20073005+ w] 29 14.4% 219 AEZ 34 16.9%
=7 [ s00acowel mw | 27w | 134% | 454 347 | 169%
T =]
5 8™ 4.0%
4005HYA o)A+ 47 23.4%
- ¢ ° 7)E 63 3.0%
A 201 9 10096 A 201 10096
4.2. 7MLl A2MHT EIEHAN A
B AFoA AREH FAANEL £, 84, AVIBAA, AYE A% 714 Uzt
T2 FAEY gor Zhztel Fato tigh ElgAd FAd AFE fs B A=
TANMNEY SAHGE] A3 EfdAdS ER1sH] f8l Cronbach’ a AlFE ©]-83}
o gAlA aRIENI AFAHS HAIFSIAY. 7123 EA Uitk FE8A4GHE),

AR Aoz A8s 745N, &5 ]74 Al Cronbach’ Alpha A7}
O E FRANED), §1401ER), AFAL1ED), 714 IA=1ZHE AA

& F TG © SAAAGE hE Adhe <E 3> obelst gk

<E 3> TAMEe 202N Mz EMZED

A B
S} Fact Fi Cronbach’a
dL,Or 1een Variance(%)
loading | value
712237 AAE] e X FHE Aeolth 913
71237} Jv 2 ToFo R B ol 901
| ~37 Mx l‘_‘:_ _TV__%_ A HL_E,_%
awe |7 HAAsel S e A PR o -
o Zlo)tt, 4217 22.196 845
A 77t EAHAE AL B2 Slolth 818
7122235 o] &3l A&KAH 0w AEFSE TUY
793
Zolth.
7|0 AL WS £5317) Ho 859
7123%5 o]&3t7] 4ok 839 .
|ol4 - - 3.072 16.169 398
71e2-A% Wt dsks AL g4A A8 + Uk 747
71Q2-39] AL "ol B3R gt 711
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71exde FEE] o] HElslth 883
7122239 A QIEH o] ~7) HEstal o]3)slr] 854
it 1tk ' 3.061 16.11 759
Al FH o2 g8 olgta Az 734
7@ 23 AZHS Hoks) o). 607
At AFS TYT 9 L AF| e ™
Fasi |
A | wheel =5 AEE WA A6 Auglo
@7;5 heel =2 ﬂ;ﬂ% %}o] E? o Al 89 | 2340 12.314 914
Haol Folstes AFe] /M40l 2LETH dHEE o
U= YA g3 O AES 7 Aotk
712235 53 Ut dste AuE FE-AAY
2471 =4o] 7hssith i
=404 NeraE 2z ofo| hssitt, me | | 187
7)o Tt Ushs AL 2HT 5 YA ) 77

KMO = .837 Bartlett = 3189.547 p=.000
Cumulative distributed explanatory power = 78.582%

AFE BAA3 75 29219 Cronbach’s AlphaAls7t 25 0.7 o3-S 43lst= A
o= uyshr] wiZdd SAWse ARAde AV fle AR UEint
(Nunnally, 1978).

=o 2 HFE ARlY dRAEES EAS] fE dolE Al (Pearson

Correlation Coefficient) & AH&-3F A3 &olA, F&4, AVIEAA, e 9%, 7H4
s \eE Y e B

2F AW #AE dEiston OF golAdd F8&Ae AadAVE M =& A

Jo

o UEhtee HelFE JuA% Aske <E 4> ojdst vk
<E 4> 4TS B
814 84 AZVEAR | AR o= | MU E
814 1
EEw 569+ 1
Z715A 43 A26% MABE 1
AE o= D01k ABSw RIBE 1
THARG = 70k 267 106 249 1

wsp < 001, #5p<.01, #p<.05
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|4 71e2590] 5411 O%’“ o, A7IEAE] AE o=l mx
= &S AFs] Hdll BFIHEHS AAIRE AHRE <FE 5>A HoFRo] 7L
25N AE Y& 2o BACA FE8A4(B=198, p<0.00)et 8ol (B= .197,
p<0.00), A71EA4(B=145, p<0.00) =22 A& o= F&FS WA= Aoz
gt wEbA 7Hd 1, 7R 2, 72 32 A" ESl e, o <& 5>¢F o] £4H 3]
=g

_4

<E 5> 39 2o Z23

E. Hlx#s AT EE8 AT
w2 Sy B EE‘% W t frelgE
2=}
(&) 1.403 296 4735 .000
A £o]4 197 065 253 3.023 003
o= 874 198 .058 .250 3.409 0015
2715448 145 .059 171 2.469 014

F=11.992, R?=.333, adjusted R?=.245, p=.000
wsp < 001, #5p<.01, #p<.05

EY, 7H4E AAs] A8l 7lesm9] SAo] AWE o viA= 9F BAl
A 7 RE7E o 24 23t deA ASe] Sl <& 6>3 2ol fAA
tol A37h yehg Ao vk
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The Effects of Non-contact Kiosk Characteristics on
Consumer Behavior in Foodservice Industry
: Focused on the moderating effects of price sensitivity

Chor, Jai-Surn’ - Park, Ki-Yong?
Abstract

One of the recent changes in the foodservice industry is minimizing the
face-to—-face situation. The industry is moving in the direction of more utilize
of self-ordering and self-service which are the methods of untact systems.
This study surveyed people who recently visited a franchise restaurant. As a
result of the study, first, as three factors as ease, usefulness, and self-control
are derived from the characteristics of the kiosk, all of the characteristics affect
to revisit intention significantly. It signifies that consumers perceive the
abovementioned three factors derived as the characteristics of kiosks due to the
influence of the untact systems which are being introduced and developed in
the overall social environment such as recent development of IT, rising labor
costs, and the aftermath of COVID-19. Secondly, in using a kiosk of
restaurant, the effect of the kiosk’s characteristics of ease, usability, and
self-control on the revisit intention is analyzed not to be significant depending
on sensitivity of the price. Currently, discounts are not applied when using
kiosks in the food service industry using domestic kiosks. In addition, we judge
that the result of the ineffectiveness by the price sensitivity is deduced from

the same price set for face-to-face and untact orders.

Keywords: Kiosk Characteristics, price sensitivity, revisit intention, foodservice
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