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Introduction: Recently, margins of offline retail stores have continuously decreased due to high labor cost, low entry barriers, and dynamic change of customer demand. For this reason, Fortune has described brick-and-mortar retail a “death spiral”. As companies use technology on behalf of their employees to reduce labor costs and provide standardized services, self-service technologies(SST) are rapidly changing the way customers participate in the purchasing process. Given that existing academic literature has focused mainly on the acceptance of SSTs, there is much to be explored about consumer response while purchasing through SSTs. This study focuses on the fact that consumers are participating in the purchasing process through self-service technology, and aims to explore how consumers respond to purchasing through it. For this purpose, this study explored consumer's cognitive response and purchase intention through the service qualities of SST based on TAM3.
Method: A survey method was used to verify the research problem. Also, situational factor was manipulated through the scenario. Specifically, in the process of purchasing through SST, there were 2 scenarios: public situation with many people around and private situation without people. In order to investigate the differences between the groups according to the two situations, a total of 279 consumer panels were collected, who were in their 20~40s, and have used SST within the last 6 months. The distribution of respondents used in the final analysis was 137 private situations and 142 public situations. In order to ensure the homogeneity between the two groups, mean value of fashion involvement was measured, and the two groups were comparable since they had non-significant difference. All responses were used for analysis, and they were analyzed statistically through SPSS 23.0.
Results: The results of this study are as follows. First, multiple regression analysis was conducted to verify the effect of SST's service quality on consumers' warmth - competence perception. The influence of SST service quality on warmth perception was found to be statistically significant except efficiency. Enjoyment was more influential than control. On the other hand, the effect of SST service quality on competence had a significant effect on efficiency, enjoyment, and control. Among them, efficiency was the most influential factor.
Second, the mediating effect of warmth - competence perception was investigated. Using SPSS Macro Process, mediating effect analysis was performed. In the case of perceived warmth, it partially mediated the effect of enjoyment and control on purchase intention. It can be interpreted that enjoyment and control can directly affect purchase intention, but it has more influence on purchase intention by perceiving. Likewise, in the case of competence, it partially mediated the effect of efficiency, enjoyment, and control on purchase intention. The most interesting thing about this study is that consumers, even if SSTs are not people or brands, show emotional performance through warmth and competence.

Third, moderated regression analysis was conducted to verify how technical anxiety, which is a personal characteristic of a consumer, controls the relationship between cognitive response and consumer's purchase intention. This study predicted that technical anxiety would control the relationship between warmth perception and purchase intention negatively, but the control effect of technical anxiety was not significant. However, in the relationship between perceived competence and purchase intention, it was confirmed that the control effect of technical anxiety was significant. Specifically, even though consumers perceive SST competent, it is confirmed that if the technical anxiety is high, the purchase intention decreases.

Discussion: This study dealt with self-service technology, a new contact point for customers, which has been rapidly increasing in the retail market in recent years. The theoretical contribution of this study is an expanded understanding of the warmth-competence perception and purchase intention formed according to SST service quality. Furthermore, this study investigated whether the technical anxiety, which is a personal characteristic of consumers, has different moderating effects according to the presence of other customers in the store. In addition, this study has a theoretical implication for it focused on the impression formed by technology in the process of purchasing, which is substituting face-to-face interaction, and analyzed consumer's psychology in depth. Based on the results, marketers can emphasize the SST service quality according to the consumer's impression of the SST that they pursue, and if they take measures to lower technical anxiety of the consumer, they will be able to form a positive attitude toward the SST and increase purchase intention.
Reference
Aaker, J., Vohs, K. D., & Mogilner, C. (2010). “Nonprofits are seen as warm and for-profits as competent: Firm stereotypes matter.” Journal of Consumer Research, 37(2), pp. 224-237.
Bateson, J. E. (1985). “Self-service consumer: An exploratory study.” Journal of retailing, 61(3), pp. 49-76.
Belk, R. W. (1975). “Situational variables and consumer behavior.” Journal of Consumer research, 2(3), pp. 157-164.
Bitner, M. J., Brown, S. W., and Meuter, M, L.(2000), "Technology Infusion in Service Encounters," Journal of the Academy of Marketing Science. 28(1), pp. 49-138.
Meuter M. L., Ostrom, A. L., Roundtree, Bitner, R. I., and M. J. (2000), "Self-Service Technologies: Understanding Customer Satisfaction with Technology-Based Service Encounters," Journal of Marketing, 64(3), pp. 50-60.
Parasuraman A.(2002), "Technology Readiness Indes(TRI)," Journal of Service Research, 2(4.), pp. 307-320.
Zeithaml, V. A., and Gilly, Mary. C.(1987). "Characteristics Affecting the Acceptance of Retailing Technologies: A Comparison of Elderly and Nonelderly Consumers," Journal of retailing, 63(1), pp. 49-68.
This work was supported by BK21 Plus project of the National Research Foundation of Korea Grant funded by the Korean Government
Page 1 of 3
Published under a Creative Commons Attribution License (https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.
ITAA Proceedings, #76 – https://itaaonline.org 
Page 2 of 3
Published under a Creative Commons Attribution License (https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.

ITAA Proceedings, #76 – https://itaaonline.org
Page 3 of 3
© 2019 The author(s). Published under a Creative Commons Attribution License (https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.

ITAA Proceedings, #76 – https://itaaonline.org

