Journal of Digital Art Engineering & Multimedia Vol.11, No.4, December (2024), pp.525-538
ISSN 2508-9099(p) 2672-1198(e) http://dx.doi.org/10.29056/jdaem.2024.12.09

IKEA Kreativ AR APP 2 Za0| AH|X} A2 TS L0
0|X|= 92 -TAM O|E1} Flow O|E2 MR-

The Influence Flow Experience in the IKEA Kreativ AR App on

Consumer Satisfaction -Focusing on the TAM and Flow Theories-

MO AR, HEF2*
Xie Chunxiao', Jong Moo Kim®™*

2 9

2 U7= AR 7|£E A8%t IKEA Kreativ APP AFSOIA AH[XPL Q1ASH= £ ZR0| 4H[At
Ag ERZ0| OiXE Fegtg 245, 2 dglt A8 TEE A0 BA M X|ZtE ALE &0
o XZ4E A 7890 ol D7l HEE Sh=X| 2MtRACt OIF FI8H IKEA Kreativ AME &
O] QU 20~500H 2H|AF 350F2| dES =40 AFSSIRICEL 24 21t A, 2 FHEAS, A
H =E, o I§F2 AAE Ag 80181 XZE Mg R840 38X S DIMLL =W,
=Y d2 S AAE =D Fo| HEF2 ME URE0 SFHY S oL, EAHEZ2 A8
R0 S DX BE A2 LIEHCE AR, X2t AFg 80191t XZ4E Ag RE482
Ag UEE0 SFHO Jgks DIMCE UM, =€ Y T 32 XZE AE 8ol8at XZ4E
AE 784S HZ 3t0] A RUFE0 RFESH D7) 20t 2Ren, =2¢ dd & X4 =F
o 3o FF2 XZ4E A 80Id1 XAE AFE RE€YS W= ot Mg UFR0 22X
Op7) 20t LIEFD & A7 Ziks o2 AR 7|ES 2E% IKEA Kreativ AHE 2FIOIA AHIX}
oA HS=le =€ dgnt 28R XZ4E A 8019 o AAE AFE /80| AIE UHE0

=

0= Fek= olsfdt= ol =30| & AO|Ch,

= oo=

SHA0f : IKEA Kreativ APP, 22 2%, A8 BIEE, X|2tE AIS 8014, X|2tE AIS 84

Abstract

This study analyzes the influence of consumers' perceived Flow experience in using IKEA Kreativ, an
app that utilizes AR technology, on consumer satisfaction. It also examines the mediating roles of perceived
case of use and perceived usefulness in the relationship between Flow experience and consumer satisfaction.
For this analysis, surveys from 350 consumers aged 20 to 50 with experience using IKEA Kreativ were
utilized. The results of the analysis are as follows: First, Flow experience (perceived enjoyment, perceived
control, and attention focus) had a positive influence on perceived ease of use and perceived usefulness.
Second, the Flow experiences of perceived control and attention focus had a positive influence on consumer
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satisfaction, whereas the factor of enjoyment did not influence consumer satisfaction. Third, perceived ease

of use and perceived usefulness had a positive influence on consumer satisfaction. Fourth, perceived
enjoyment as a Flow experience had a complete mediating effect on consumer satisfaction through

perceived ease of use and perceived usefulness, while perceived control and attention focus had a partial

mediating effect on consumer satisfaction through perceived ease of use and perceived usefulness. These

findings will help in understanding the influence of Flow experiences, as well as perceived ease of use and

perceived usefulness, on consumer satisfaction in the process of using AR technology in IKEA Kreativ.

Keyword : IKEA Kreativ APP, Flow Experience, User Satisfaction, Perceived Ease of Use, Perceived Usefulness
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[Fig. 1] Research Model
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[Table 4] Path Test Result

A7t aq= — Esmnati# SE| CR | P
HFEDB) | HIE=SKB)
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TLI=0.904, CFI=0.923

422 Wzt #E

IKEA Kreativ AR APP| ZR(EH S, XIZE XH, Fo| TF) 0| A8 UEZ0f OjX|&

SOl M, AHIREO X|ZHEl AMS 80|41t X[ZtEl AHE R840 O3t Oj7f ZHE EO|=X| Yot

27| 28 FEAEH(Bootstrap) 7|2 AFESHO] O§7f 2ato| RO|MS HQISIRALL.

W, EAS2 XZE A8 80|4at X[ZE A8 RE8ME UI7HE AE THF
C|

= OIX[X] ggof, 2 DpA

y L=

fot
]
~
30
rr
o]
|o
ok
ro
"

oA
rlo
Rl
Ay
il
=

—

=M, Xzt =Za 9|

L0 Relojgt Sk 0K

Borr o
PNl
|0
Hu
-
m
-
I

Mo
Rl

N
n
u

MR, Flow(EHE,
072 AHE =0 |olost &
Q| AL,

SR, X|ZE AHE 8092 X

44
10
1]
@I
rr
Rl
I
rn
>
oo ot
olo
e}
0x
=
Rl
N
1
>
ofo
Jo
ofo
0x
|0 mjo
o
of¥

0%k
mjo
=
>t
rr
o
|o
Hu
r
m
I
o
of¥
2
=
fot
=
N
¥0
rr
o

534



Journal of Digital Art Engineering & Multimedia
Vol.11 No4 December (2024)

A2 LIE, 22 078 2kt Qle Az =RISUCt 24 Zi= [# 5190 2L

(B 5] = 43

[Table 5] Indirect effect verification

v ME| 22t

3z Nyawy | pusy | rEET

Lower | Upper

7-1 =12(Al) — X|ZE AHEREEBIY 12 036%* | 0.001 | 0.1
== .

7-2 = — K|Zt=l AFE-80]8(B2) 069 | 0.022 | 0.136
%1:; LR x3A) — Xz AEREE®I) sogrs |05 | 0015 | 0109
“7 7-4 o= e — K|Zt=l AFE-80]8(B2) ' 064 | 0.019 | 0.129

75| o) mix — X4E MEREYBY) 054%% | 0016 | 0.117

FO| 2F(AI) A ; 1545

7-6 — K|Zt=l AFE-80]8(B2) 057% | 0.017 | 0.124

=0 — K[ZE AEREEB2)

8-1 =S713(A1) —X| 2=l AFE-80|4(BI) ;;E 120 020%% | 0.006 | 0.049

Ol —_
%] = C
E':TI 82| S HziE e KZE A8 R8dB) © 262%* 019** | 0.006 | 0.046
=T o) | mEA2) | SXIZE ARR-R0|A(BI) : : : :
8 7
X|7|-E| Al-Q.OQ.A-I(BZ)
=o| XI= — A= STTe o

83 F9| ZB(A3) X248 AFZ OB A54%% | 017% | 0.005 | 0.042
A
=X AHE-80]d(B2) — X|Z= ArES-84B1) 238%% | 067%F | 0.020 | 0.144
9

#p<01, *p<.05

5. 48
= 7= AR 7|ES AFET IKEA Kreativ APP AFEO|A AH|XITL QIMSH= S HHO0| AH|
AR TFRE0 0K dgs 240k, = dedt M8 TR A0|Q] A0 X|ZE At
g 80|g1 X[Z4E A8 R&8E0| o Oj7f Aeg St=X 2AIRUCE. &4 Zdat= o3t 2
Cf. M, IKEA Kreativ AR APP 2(EAE, X4 =&, FAUF) 8 ZF XA4E AE &0
dat X Z4E M8 fE8E0 38N FeS DK== ALz LEHLE Ol 2% Fd0| E2+5
IKEA Kreative ZX517| g1 |&3HA L71|7| Ebh= A5 AIAGC

535



The Influence Flow Experience in the IKEA Kreativ AR App on Consumer Satisfaction -Focusing on the TAM and Flow Theories-

RO 3¥EQ FES O|XCL Ol IKEA Kreativ AR APPO| AFE3SL7| 11 REYFE A

= =

b 2 A8 BEEE |1, H§3Xo2 A8 7t5d0| =it Ag EoELL

SR, IKEA Kreativ AR APP =R4(E/S, XA =7, FAUF) dt AE UFE 49| 5
oo AN X ZE AE S0l RZtEl A8 7889l Oi7) 27t 7ol0|SHA LIEHCH

CHAM, XIZHEl ALE 80l ALE THFRL Zto] AN X|Ztel A8 7EF2| D7 2ot
TOISHA LIEHKLEL Of Z2it= E4S0| AFE UEEZ0| HHYH2=2 Foks XK= 2L, X
2 M8 RE41 XAE M8 E0lds Sl AE THEES =2 & USS AMeILh Ol =Y
BY0| IKEA Kreativ AR APPO| ALE 80|41t F&FS S M8 UEEE =€ + USE 9
O SHe

& dF0ME, RM, AF, ¥, &5 &, u§ & 70 3 S= 2&ol0 BE2S A

References

[11 J. Smith, “Continue to explore virtual reality tools IKEA launches IKEA Kreativ’, baidu.com,
https://baijiahao.baidu.com/s?id=1736394221009263419&wfr=spider&for=pc, (accessed June 23, 2022).

[2] Y. R. Cheon, “The effects of shopping flow in VR shopping environments on consumer responses: Focusing
on Flow theory and TAM”, Master's thesis, Department of Fashion Industry, The Graduate School, Ewha
Womans University, Republic of Korea, 2019. [Online]. Available: https://dcollection.ewha.ac.kr/public_resourc
¢/pdf/000000163579 20241219121432.pdf.

[3] P. Milgram, H. Takemura, A. Utsumi, F. Kishino, “Augmented reality: A class of displays on the
reality-virtuality continuum”, Telemanipulator and Telepresence Technologies, vol. 2351, no. 1, December
1995, pp. 282-292, doi: 10.1117/12.197321.

[4] J. Y. Na, M. Y. Wui, “A study on the intention of using VR games: Focusing on Technology Acceptance
Model (TAM)”, Journal of Korea Game Society, vol. 19, no. 3, June 2019, pp. 53-64, doi:
10.7583/JKGS.2019.19.3.53.

[51 S. M. No, “A Study on Construction of Virtual Reality Space and the Measurement of Psychological
Anxiety for the Application of the Crime Prevention Environment Design Simulation”, Master's thesis, The
Graduate School of Environmental Sciences, Seoul National University, Republic of Korea, 2018. [Online].
Available: https://dcollection.snu.ac.kr/public_resource/pdf/000000152984 20241219121652.pdf.

[6] J. Y. Sung, I. K. Song, “A Study on the Flow and Expansion of Augmented Reality and Virtual Reality in
Distribution Industry: Focused on Major Success Cases”, Journal of the Society of Distribution Management,
vol. 20, no. 5, October 2017, pp. 23-34, doi: 10.17961/jdmr.20.5.201710.23.

[7] D. H. Chung, “User-based Theories and Practices on Virtual Reality”, Informatization Policy, vol. 24, no. 1,
March 2017, pp. 3-29, doi: 10.22693/NIAIP.2017.24.1.003.

536



Journal of Digital Art Engineering & Multimedia
Vol.11 No4 December (2024)

[8] K. C. Lee, N. H. Chung, “Effect of Virtual Reality-Driven Shopping Mall and Consumer's Purchase
Intention”, Korean Management Review, vol. 29, no. 3, August 2000, pp. 377-405.

[91 M. J. Park, B. J. Lee, “The Features of VR (virtual reality) Communication and the Aspects of its
Experience”, Journal of Communication Research, vol. 41, no. 1, August 2004, pp. 29-60.

[10] M. Csikszentmihalyi, Beyond Boredom and Anxiety: Experiencing Flow in Work and Play, Jossey-Bass,
1975.

[11] D. Hoffman, T. P. Novak, “Marketing in hypermedia computer-mediated environments: Conceptual
foundations”, Journal of Marketing, vol. 60, no. 3, July 1996, pp. 50-68, doi: 10.2307/1251841.

[12] J. Webster, L. K. Trevino, L. Ryan, “The dimensionality and correlates of flow in human-computer
interactions”, Computers in Human Behavior, vol. 9, no. 4, Winter 1993, pp. 411-426, doi:
10.1016/0747-5632(93)90032-N.

[13] K. Ryu, H. Han, “Influence of the quality of food, service, and physical environment on customer
satisfaction and behavioral intention in quick-casual restaurants: Moderating role of perceived price”, Journal
of Hospitality & Tourism Research, vol. 34, no. 3, August 2010, pp. 310-329, doi: 10.1177/10963480093506.

[14] J. A. Ghani, S. P. Deshpande, “Task characteristics and the experience of optimal flow in human-computer
interaction”, The Journal of Psychology, wvol. 128, no. 4, July 1994, pp. 381-391, doi:
10.1080/00223980.1994.9712742.

[15] C. C. Jane, J. S. Lin, J. Yuan, “Reliability evaluation of a limited-flow network in terms of minimal
cutsets”, IEEE Transactions on Reliability, vol. 42, no. 3, September 1993, pp. 354-361, doi:
10.1109/24.257817.

[16] F. D. Davis, “Perceived usefulness, perceived ease of use, and user acceptance of information technology”,
MIS Quarterly, vol. 13, no. 3, September 1989, pp. 319-340, doi: 10.2307/249008.

[17] V. Venkatesh, F. D. Davis, “A theoretical extension of the technology acceptance model: Four longitudinal
field studies”, Management Science, vol. 46, no. 2, February 2000, pp. 186-204, doi:
10.1287/mnsc.46.2.186.11926.

[18] R. L. Oliver, “Whence consumer loyalty”, Journal of Marketing, vol. 63, no. 4, October 1999, pp. 33-44,
doi: 10.1177/00222429990634s10.

[19] H. S. Lee, Y. Kim, J. H. Jeong, “Utilitarian / Hedonic Shopping Value and Shopping Satisfaction:
Development and Testing of a Structural Model”, Korean Management Review, vol. 28, no. 2, May 1999,
pp. 505-538.

[20] L. K. Trevino, J. Webster, “Flow in computer-mediated communication: Electronic mail and voice mail
evaluation and impacts”, Communication Research, vol. 19, no. 5, October 1992, pp. 539-573, doi:
10.1177/009365092019005001.

[21] J. Keller, F. Blomann, “Locus of control and the flow experience: An experimental analysis”, European
Journal of Personality, vol. 22, no. 7, November 2008, pp. 589-607, doi: 10.1002/per.692.

[22] T. L. Childers, C. L. Carr, J. Peck, S. Carson, “Hedonic and utilitarian motivations for online retail
shopping behavior”, Journal of Retailing, vol. 77, no. 4, Winter 2001, pp. 511-535, doi:
10.1016/S0022-4359(01)00056-2.

537



The Influence Flow Experience in the IKEA Kreativ AR App on Consumer Satisfaction -Focusing on the TAM and Flow Theories-

[23] J. S. Lee, M. Y. Lee, “Examining Factors Affecting the Intention to Use IP-TV with the Extended
Technology Acceptance Model (TAM)”, Broadcasting & Communication, vol. 7, no. 1, June 2006, pp.
100-131.

[24] B. Wixom, P. A. Todd, “A theoretical integration of user satisfaction and technology acceptance”,
Information Systems Research, vol. 16, March 2005, pp. 85-102, doi: 10.1287/isre.1050.0042.

[25]1 J. W. Park, R. Robertson, C. L. Wu, “Modelling the impact of airline service quality and marketing
variables on passengers' future behavioral intentions”, Transportation Planning and Technology, vol. 29, no.
5, February 2007, pp. 359-381, doi: 10.1080/03081060600917686.

[26] S. Ahn, S. Kim, “The Structural Analysis on the Technology Acceptance Factor in the E-learning System”,
Administration Studies, vol. 25, no. 3, December 2011, pp. 113-135, doi: 10.18398/kjlgas.2011.25.3.113.

538



