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Abstract

The wide availability of consumer shopping and consu
mption data has made it a crucial to provide customized
customer services such as product recommendations tailo
red to individual customers. One of the important aspects
of fashion product shopping is that hedonic aspects of pro
duct information such as trendy silhouette and color chan
ge over time. Algorithm-based personalized recommenda
tion services that provide curation service to online and
mobile shoppers are still increasing. This study examined
the causal relationship among product involvement, moti
vations to use recommendation system, and satisfaction
with the service. Female fashion consumers in their 20s
and 30s were the respondents of the study. Questionnaire
s were administered based on people’s recent experiences
using fashion recommendation system through the mobil
e shopping platforms. Results indicated that motivations
related to curation, product information, and trend inform
ation was relatively high, and recommendations based on
product price were related to lower level of product invol
vement. Multiple mediation analyses using Process Macr
o model 4 indicated that people’s various motivations to
use recommendation system fully mediates the influence
of product involvement on service satisfaction. The impor
tance of product and trend information motives, curation
motives, and hedonic motives in mediating were highligh
ted in the study.
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1. ME e gtRew 194 22 7IRtHn 17.2%7F 57}
& Ao® et
11 el a5 % eal a9 el Agstel 4 w4
21417100 54 5 & EolHE #Aste] & S Fusta oS WHEta} FUA2EE 2y
HAE Y28 WA 71e2 7Y ke 94 e oY suow gay] Azargd=d), 4
Aol HATh AFS vl 719 AN E ZA2ES PCHTF RHlA T 2 5IM)
AR QRS 283 i S MRIAE AlEs) 7} ke ATAne 9}
= st vpA"e el olHolut Qe A Wl 7ol s AR 750 wH b A
RS FEsko] W] FAF A FHE ol A ek AES Z2AFFE Ao| AujRte Y=E 1
Hl 2~ Ao SUeR QAT 7uke] daglss 2A717] Y& 7HE FAo] HE A a4 A
ol g e a3 27403 (Hyper- olt}. olu] QABALL Eat =HA|AElo] AH|A}
personalization) WHAIR o & slatar Qlth). o} RS 2EAY|E= J0E ARE 22477 99
2ol JAFAG(AD 7]go] H=Yx 2dy} a7y A BA AeA golE] RAS ulEow aH|a &
ARE AwA MsTE S Eehe Al EW T HE, Ak HEss AT SRS 2
A3olde] B9 &HAe AR R FeE 9 gtato] Au| A2 A3 ok
3t s34, ol w2 gAd 7lEs Fl R P D= R Nt b I M B e R
gho] 2B Aute] theksh Fofol A-gujo] Hd HES gt Ao 9ol Hi AFA 9
Aoz wspA7|a gl gAHdl VleR 5 A ZAgst7] Wize gEHoz @AsiHop)
siek R ulelAl AR, AHlS, FRAE S FANzEe] E anlab A4 @, FHAN A
& 9 Alwste] Ady A4 dEE gdsAl A go] &S W= g9l BAd dasl gl
Faka Qv o3 e 282 A ZokllA B oo A AN ~Ee] Aw AET 43
= anzke] AR, Bk, 24, Tl ol ole] BAT ZQA] FeIHo] P Are =
I 22 2R HolEE Theste] AuRte] A% of A WEe] AHAEA = AEv] Wl
o 9 4F ARE Agste FA " gy o] ZEa) AT Ul XA FAle] Wi
% (Algorithm Recommendation Service), ¢] AE 2N 0] FQAS olAal= AR} Z2HA A
A AH]2: (Curation Service) 0.2 FAX L 9l glof Hr} A5Ao R wkbgd 4 9lom Ax Ay
= Aol A9l Mo g oojd 4 glrke AL Folrw
1G] A o anlAh FAAAE S A B A7 Avks el =k a =Y
olgshs Ade ZEhelelA mntd e Msshs & o] At FAN LAY 54T 2H7 4942
golvh SAA maE 2022 39 2l & & B3 A e 2 wARA FRA s &
Agfdo] 172 23249 Yoz HIuH=Y o= T82s #gstugl s 7oA AR A
el Azele] wiste] 11.19%7F S7ksk 2lo= 2L 93 JxAeEs AEetn o Re B
vebskth 2eel & F Eukd A 12% shAol AXHS EZah= Ad| <97} 9t}

81082 o= o= ekl £e| 743% HLrt

4) Lee, D. W.,, Gopal, A. - Park, S. H., Different but Equal? A

1) oA - H Ay, 289l P ALY EY] FHA2E 3 Field Experiment on the Impact of Recommendation Systems
AREAL H7el Abgolm 9 ool ST A1, Vol.23 on Mobile and Personal Computer Channels in Retail,
No.4, 2018, p.141 Information Systems Research, Vol.31 No.3, 2022, p.8%4

2) Makridakis, S., Forecasting the Impact of Artificial 5) Tahir M., Enam R N.- Mustafa S. M., E-commerce
Intelligence (AI), Foresight: The International Journal of platform based on Machine Learning Recommendation
Applied Forecasting, Vol.47, 2017, p.7 System. In2021 6th International ~Multi-Topic ICT

3) BAI4, 20223 3¢ 24 8 2022, p3 Conference (IMTIC), 2021, pp.l. IEEE.
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Ar}, ealel AEow Aast 2AEy EA = sgolut ol el Wt o] gTvl= LA
2719 SPSS 2809 PROCESS Procedure for M AR AEHA SHAA WA =
SPSS (Version 4.1)0] AH&E|o] HIEEA] Q91% Zrio] Stk st Al B LHAlA o] &
A A ERA AR R o] AAE T 7l LA SW 9ox & P9AE AAE
2715 A4 39 T OdE 7180 A9
o 0|2 ujz 100 FHA 28 EHE 547 AHgAe] Y%
Aol wdE APl w=d mapd offF &
21, FHAIAH 0| 8S7] B A ol gE7IE MAA SVt AR ETellA
211, L2 FI FHAILHY AFEo] F2 A, A4, $84, A
Al HueFe (Algorithm)e 54 x| 27 AAE wWi gov ok Aol =EE 1
AAE HolHE 7o 3 AestE FEUYAS glo] F71=E Q) LAEE vERtaL vt
eths) gate]Fe FRE Aol 7P FE SATEID iz ol Fpl2e] s FHlx 5
T 7% T SR e okl 288 9l Aol whet AjQlst FA gl gk ARgA 12
o Agsta gk 53] #Al 2nAh Haks S Yohd AT A o] §EVE FuA, WABA,
Auo| o] A5 ojutar 7] wliel 719 AW, A we7), g, Ao v W
7NES BEsle] 2n|AlelA s JHE Ha itk Z9-A =g ol A Ao
WA Al Fetaa duEs 7o F Ay w2 2Hate] ol &57E FEAEA, 584,
2% AFstal vk dA daeF ke 33 A, deldom o] & 2S¢ & SIsiTh
Alz"lE AR ey SYPd A 2 2 b B AgelM s S # Wl 33
gz 5o 37 s|amgs 7vete] thgd dlo Alzgl o] §57]E FHALEE o] 88 o Auja
HE T8 AHgAelAl 4% 2 ZixE FH&E o] EAo} ool el A nzE dF el
o

2
SYF ik AR Q14 AT, FEstE, 2020, Vol.3d

- - - _ s . = A1
E ALgApl Al == 8 ZE H(Collaborative No3. p7.
Fﬂtering) _7-[:% 3'4' A}- %—Z]J]— T ;«B\‘:’_ o],o]Fé] 34_ = 9) Sweeney, J. C. - Soutar, G. N., Consumer Perceived Value:
) The Development of a Multiple Item Scale, Journal of
Aol fA1eE AFS FHse Zel= 7uk dEE Retailing, Vol.77 No.2, 2002, p.204
. - - 10) Holbrook, M. B. - Hirschman, E. C., The Experential
— = o) L =g ) , )
(Content-based Fﬂtenng) FHel Al o= =9 Aspects of Consumption: Consumption Fantasie, Feelings and
Fans, Journal of Consumer Research, Vol.9, 1982, p.134.
11) Tauber, E. M., Marketing Notes and Communications: Why

7} MEEE ololEle o sElo] s tf 8 MAN - olas, Zulz Sxo] HE ARls s
is gl
i}

6) Jung, W. S., Discrimination and bias of artificial intelligence. Do People Shop? Journal of Marketing, Vol.36 No.4, 1972, p.
Human Beings, Environment and Their Future, Vol 25, 2020, 47.
p.60. 12) W& - o]4d%-, Op.cit., pp.5-42.

7) Zhang, Q. - Lu, J. - Jin, Y., Artificial Intelligence in 13) ¢4 - =98], A FH ol AMu~E T3 o] &A%
Recommender Systems, Complex & Intelligent Systems, HAG Ao vt AT, sujEelolsta]A], Vol.31 No.l, 2020,
Vol.7, 2021, p.440. pp.142.
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14) Enneking, U. - Neumann, C. - Henneberg, S., How Important
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Decision, Food Quality and Preference, Vol.18 No.1, 2007,
p.133.
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17) Park, C. W. - Moon, B. J., The Relationship between Product

Involvement and Product Knowledge: Moderating Roles of
Product Type and Product Knowledge Type, Psychology &
Marketing, Vol.20 No.11, 2003, p.981.

18) Chaudhuri, A., A Macro Analysis of the Relationship of
Product Involvement and Information Search: The Role of
Risk, Journal of Marketing Theory and Practice, Vol.8 No.1,
2000, pp.2.

19) Bloch, P. H. - Commuri, S. - Amold, T. J., Exploring the

Origins of Enduring Product Involvement. Qualitative Market

16) Oppewal, H. - Koelemeijer, K., More Choice is Better: Effects Research: An International Journal, Vol.12 No.1, 2009, p.51.

of Assortment Size and Composition on Assortment
Evaluation, Intemnational Journal of Research in Marketing,
Vol.22 No.1, 2005, pp.5l.

20) Michaelidou, N. - Dibb, S., Product Involvement: An

Application in Clothing, Journal of Consumer Behaviour, Vol.5
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Ao ddant AAFAA~DE A 57 -1 SFaAN 2 o857 §88 FEL &
£ O AT gl AE BAE A4 ohy-ck
AHAL 7ok ) AER} 97 JFE ) 1-2 373 Adzo] g8 $7& doliny
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o},
23 FHAIAE Au|ApES ATEA2 AFBS, FHAA2E o457, M)
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27} Agels dueZE 7k gu s g3k Ao 2-1. AFE7} Al &gk M)A = 9 &
g olF ARG A% F3He Aabolra) A
2o APl BalE 2407 olojx]7] Wi 272, AFHA7E FAALE o] &gl WA=
AN 2E g ARl wEwE Fes] o LS okt
ZolAo}l ait}, FAZAAAES AHEEE AP} 2-3. FHA2HE o]857|7F AlzERtE] w4
ole] Atz ol AFEALE T Aol whet = 9% dokent
Bzt AQE Aotk eglel B mule Aulx ATZAZ AFHA7E FHA L wE] n)A]
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Atk AN ~E AW aHAES goRd
ATA, Ak, WA, ey T Aulze 5 32 FEETR 74
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A+ AA e, Fuold, ARYSEA. AF
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24) Choi, J. H « Lee, H. J., Facets of Simplicity for the

21) Westbrook, R. A. - Black, W. C., A Motivation-based Shopper Smartphone Interface: A Structural Model, International
Typology, Journal of Retailing, Vol.61 No.1, 1985, p.84. Journal of Human-Computer Studies, Vol.70 No.2, 2012,

22) Choi, J. W. - Seol, H. J. - Lee, S. J. - Cho, H Y. - Park, Y. T, pp.129-142.

Customer Satisfaction Factors of Mobile Commerce in Korea, 25) WE 7 - 0]4¢- Opucit.,, pp.5-42.
Internet Research, Vol.18 No.3, 2008, p.315. 26) &4 - =93], Op.cit.,, pp.137-162.

23) Cho, B. D. - Potluri, R. M. - Youn, M. K., A Study on the 27) O'Cass, A., Fashion Clothing Consumption: Antecedents and
Effect of Product Recommendation System on Customer Consequences of Fashion Clothing Involvement, European
Satisfaction: Focused on the Online Shopping Mall, The Journal of Marketing, Vol.38 No.7, 2004, pp.869-882.

Journal of Industrial Distribution & Business, Vol.11 No.2, 28) Wang, W. T.- Ou, W. M. - Chen, W. Y., The Impact of
2020, p.18. Inertia and User Satisfaction on the Continuance Intentions to
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