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ABSTRACT

This paper aims to-identify the critical factors that affect shopping intention
of consumers while using-smart digital content technology at a retail store.
Study will be divided into two phases, the first phase explores through
development and practical use of the case company's "smart navigation
shopping system"; then the second stage proposes “digital content technology
acceptance model™ to explain the customer’s intention to use smart digital
content information technology and perform structural equation. modeling
method to test this model.

The results of first phase show that this system can indeed have a positive
impact on the service quality improvement for retail stores. And we find the
business _model of “smart navigation shopping system" compares to the
traditional stores with the space required, investment costs, shopping speed,
shopping environment, real merchandise appreciation, types of merchandise,
profits, merchandise information and comfort, this model has advantages of the
supermarket and online shopping and may have more profit margins. It’s worthy
of further research and promotion.

The results of second phase strongly support that the simplification of user
interface and proper information feedback are the important factors to affect the
customer’s intention to use smart digital content information technology. As the
popularity of smart mobile devices, users give more attention in "perceived
usefulness" effect. Therefore, this study suggests that when resources are limited,
the priority investment is the function of "feedback". That is, to understand the
demands of consumers concerned and to provide immediate information to
consumers.
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