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We investigated the impact of Al and human recommendation services on consumers’ adoption intentions
in online shopping malls, depending on the product type (utilitarian vs. hedonic). In the case of utilitarian
products consumers use the Al recommendation service as much as the human recommendation services,
on the other hand, in the case of hedonic products they use the human recommendation services a lot
more. We tried to prove that self-referencing and social presence are psychological factors in the selection
process. In self-referencing, the mediating effect of Al was found for utilitarian products, but only human
mediation was found for hedonic products. In social presence, the mediating effect of human social presence
was found for hedonic products, but not for utilitarian products. A sequential mediation effect was found
between self-referencing and social presence in hedonic products, but only self-referencing mediated in
utilitarian products. Implications and future research directions are discussed based on these results.

Keyword: online recommendation service type, product type, self-referencing, social presence, adoption
intention

val

| ZE: 2023, 10. 19 S (14 2024. 02. 19, 24k 2024. 04. 02) et 2024, 04. 03

Copyright 2024 THE KOREAN ACADEMIC SOCIETY OF BUSINESS ADMINISTRATION
This is an open access article distributed under the terms of the Creative Commons Attribution License 4.0, which permits
unrestricted, distribution, and reproduction in any medium, provided the original work is properly cited.



429 d %

ge] et ool HA1Zel GFE A3
srkEEe] 24 wAQ St &

HEo 2 3} 13 oJA|AHE 52
shekm A Wk oz, $2]<) <lojg 3
s A)ag ABes. BT, edel F
el 34 duelEe $old APE o
o} ZH2E AL, 24 vlrjojolx
g 7leS &3 A% olellsta AHg &
sk Al 7]eo] A4 AL v, o238 ke 7]
oA MEE =8 7185 AAsta gl ofd
Ujrﬂ} ﬂ??ﬂ%‘ Ao A 247 Al 71&9 &89

CES

N% r —l

}ELﬂ Eu\i 2022)°] Waw 20253714 B
B 2429 80%7} Al 716S B8] AEsE
o2 daHH, F2H Al AF2 202949714 A
AAE 20.1%% 1,3949] 2ejo] @& RAow

>_\LL

o,

oM % o> [l

1 ek o] Al 71&0] nlgd ¥% Fa3
FYL AL E AWE}D%, Au|ztete] 7 gt
7VeA she Al 7149 =Yool &AL B E

7H<d§} ate dlol F
A

1

AH 25 AlF
o Sd.

Al ALY 2=HE F83511 . A
Qatct. 7FEUTL
ARZAH2018)9 mad, A
52%7} ZxmAre] B FA oA 71%78% glofu
= Al B8 EA%e w72
T SHE E=3 AEsia) o ;q_c_,] oq%oﬂ gz
W, Al Al 282 AL A dA S QIR | gt
AFE A Aol S gl o)

ko o R 12 &

ook
%
>
N
o K

= =
ZH|AEo]

R C: L E
AA1E AT A4

2~
T

11.10

olo
21

762

st diol dAZE ke A st gl o2t
2 olz] HZEoz olg e 7]
dataL, elQlskst 7 AEFAME Sall Al
| 27 A ok ik
7129 Al F4 M| 29| g AT50
7ldto 2 & 7} o Z 2N AR =
H°1§}°ﬂ tel 77t Qo] e, 53, 22l
330 AE| 2] 7 FHA 2 71%4Q) S
Aol 93HA A77E s o} e ($AIR] 9., 2016).
imxu oI B, AHA HEs g
T oA okt =, 22t
[ &&o] F58 wet Al7} Al
2|k i B EE ols)at
B E s R
o wjEoh ATY w], Alg]A whdilo]
?410}71 (A2, 2021:
ATE 2H|AE moFE

Aelgka 1) Eelck

Alg];ﬂ Q9]

UE
s
o,

X

Hir o r ol o £

?Hahﬂoﬂ EH?{

ZaH IZH *mc

A+ A3 Longoni and Cian(2022)<]
= Al 3 Au| A7) Fhul] 2P ol A A -8A)
ARG & A5 g3 E HiAge T4

HYSHATL ®533 ™3z 20244 62



2ajel 23 Aful2 0| 28[%te] HEFS0) alxE Yo Bt o

o
T
ro

t} o]x=
o}

)

AIZ} ol A theket A EE J 3w
Aol 7], olget 2L QS
‘]oﬂ <A itk a2y sle
*%“ gl g Aeld 1l s

b ot ol

HroHE o
o rlo b
EoX oo
FO
mi—4>r‘r

5
R~

:;

e
By

—U >

] 1L ZeH|ate] A 3ol o A

14 }7171559} A8 A AR gtol

FEE MAEA HestaAt o

[E=gls 40% P R L

eJn]gk(Debevec and Romeo,

1992). &avjate] Ada e s EqR Hdeke
o vk

I&Lr}g:
B o
o,
_.0_.

oo
o I

K-y
A a8
o =

pac
dlo
filo

O

Y
oo E
® oo 3
=l

Al 2R A o 258 AME| 28 AlFetiA, &
v zke] Aolol] thgk 014 S 7Fake 4= 9lo], 4| A}
7} x}*lﬂr JM% *JE%% g & 7198 BeE <l

*}ﬂﬁ }\E]XHZ:]!—’% Algr Q7ke] Hlwo M= Izt
S5 Fo ¥ A A5 ol AR A
e 848 ol it} a8y H2 Ao A, |
gzt 22 Al #4 719 24 (Hussain et al.,
2019: Tung and Law, 2017) o2 Zo] =%
ﬁlb Al= #4, o|RHZ 55 &l At vl

729 ARSlE AAEE e 7] Al Amin,
2005 olo whet ARl MR Fo a3 53

A= 7F g E o] AT9F QIZEe] 3 589 =9 Ao
2 o= Wy gud

et ol gl A7 ZEA 0] ] A7)
29} AP A ARt 2] Ak wiERE Bl ¢
Lo Eof| WA= o]F vzl 4&E sk, A
ol SHollA AT 34 AH| 29 AHAQ 482 A
Qbstazl ghek. o] & Fafl AlF 2 ATH[ 2 A FA

= ol et AT

. 012 Hid & 7l &%

2.1 MERE(EEMN vs ) 2t

(Al 'vs 2lZhol| e +22|=

H Muland

=

rir

X e
[

fr

o[\

o

gt

o

ol

[

=

_>‘i

]

Ho

ok,

~ 2
o
-

and Peluso,, C g3
Al A A1 st Zﬂ FAEA
7t dzete AEe Eo A g @“ﬂé% = tﬂ =
&0l "ot o]gd FH e ‘3;% Xéld_% 7luto g &
n, o] AH|ARe] A Hol tigh
HEE AT 4 dth(Huang et al., 2009). ©]
of Al 33 AH| 27} 346k AFFE wet &
2ol E}ﬂ o gt

AFEE A F 7R £752 F At (Kivetz
and Simonson, 2002). &A=
ZA717] fall LHleke AlFoRE, &
449 dEE YT E Xﬂ%ol‘ﬂr(Babin et al.,
1994). ol2fgh AF A FrA 2] HH 2 Fal
BE AHE ARt JEE sk A5 oAt
A%& Al ¥k (Mano and Oliver, 1993 Pham
and Avnet, 2004).

et = ol Aot o] FAIH = AFL
wAH, @A M E A7 AT AFoltt
(Alba and Williams, 2013; Hirschman and
Holbrook, 1982). &= 14 HrAz] 2]

HlwA AgAlel Blsf A2 # o] Atk (Homburg
et al., 2006: Kempf, 1999). w&hA, A&A=
753 Y S8R AHAECA o B #4]
< won FRFHI AlF3 Aol 9 7E = Hhi,
A= A ¢S AR S FF5ke LHR
763



2ol ek, 2vAe A AFD 444

A AEE WM o HE g2 7IES A &
A0z FRA 71FS AHg3e] A

< R (Botti and McGill, 2011,
Spiller and Belogolova, 2016), A-&# 9l A%
S AFl tig ARA el FA 7ES AHE-S
o] %713t} (Babin et al., 1994).

AEA ] A, 2BATL A Zehe AL Y] o
ol A& Hufol fFrefrlgt FEFE vHTHEE 9,
2022: Bennett and Hill, 2013). =A< 2%,
2HE B A 9 BAA £ o9 dlaE
AR5 Avjatedo] dupt & Hddst=A]7} vl
o & 9g-& nxtH(Hass and Kennnig, 2014).
131‘4 Al - A2 Hldlolg ¢ MY 71e
&ato] JiQlel Fuj7E, WAL T A6
% Xﬂ%‘% FHskE A 20t o] & e
AAAH HEAL HH =

> 2 o
>\5m

9‘3
il
e
=
o,
ful
it
i
ofo
9‘15
rfr
>

I
20
_Z:
=

>«
N
)
v

02
z o & [T oo
ox
1
i
2,

o
ol
ok
=
2
i)

T
ol X i Az
N [e]
—_ -
oL it
)
(SR
[ﬁ
=2
~
>
o,
-5
[
g
ol
ol
rir

It}(Hass and Kenning, 2014). wabA, 91zt
A AE|27F AT 331 AH| 2E T g4 07 o}
ltha s

AE (LA vs A2 & An)AEY
718k AR WAl G | ziT old
TE 7Rt R, Al= HlElolE S Z-&ato] A
t, AE 7%, M, A T2 7

w A ko omu
2 ok

o, 40
= o
2

ot 4

i

g

2 ol
o,

o,

fr o o 2
o
ofr

ML o

b g

o

2o

ot
ik

764

et sletlel A9 49A Aaated AR &
Fahe LHASA AL #3 Aul o] FHe 7
Ao G489 Aoz dyuln, AFAL Poleke
284 M9 3544¢ 490

zoAEE 3%

(Gary et al., 2007). ‘ﬂ?l 23 AH| A= A 23
M| 29} o] Ao A AEAQ ZAT} AL A
3 & 9lou, Al 34 Wﬂl »9) 2] AR 71K

2 SUHHES B934 ek whebd, obelel b

Aol A=t
7Pl 3 AU AR (AL vs 977 4%
o M= FF AEFHE (LA vs @
Aol utet s Aotk
ZWAT-10 A 75, AL 331 AH 2B
A7t FH An| ALY o, F&%T}
o £ Aot
7HA1-2: AEAe] AS, 7 F4 A 2HT)
Al 34 A2 o, 89 %7} ¢
=5 ot

(SN vs O e FH Me|A
vs 2iZhol A7 |Fz=et 32| zof o|x|

0

A7 7% A} (self-reference effect) & 7H219]
A7)k HEE %EE A &Foh ARAA Eo]
o= HHA ou & ot Al B2 Tt
(Debevec and Romeo, 1992). o] #42 ¢ Y&
ShEa A2 G Hol thg o 5% =R o]
4 9\tH(Burnkrant and Unnava, 1995). 5,
AtEEE A7 BeEE B ALl A Fag )
AAQ HHE 71st= Ae] ot A=A AL

EG AL 2 AF] A 27 A

Z]

71

A st

AT w53 HM3E 20244 6%



2efel FH MulA Fo| aH|Rte| HESFE0 n|xls Sl 2t o7

= SO

I drpt #Ae] A dS6he U Eeol HE P2 AEFE (AEA vs HEA)H FH A
2 AE F4 835 =AtH(Xia and Bechwati, 2FE (Al vs AZho] 89w A&
2008, Yaniv et al., 2011). Gk 27| Z %9 o& wiAE ZAelt},
AARZ ol A7|F2E AFd U dg A3 7HA2-1: A 7, Al 4 Auj2ET Q)
o g P2 A4 F gloH, ofx LML AR PA g L Bt B A v Ed v S
o AdE 2H] FelM AEY AL F o)HE F = M D=
J8leE d =gc] 2 4 AtH(Dahl and Hoeffler, 7Vd2-2: AEAY 75, A7 FH M| 2B
2004). &, ¥R AF FHs de 9, 591 9 Al 3 A2 o, A7 |3=271
ZAol A Eo U3 =AY o, A7 AZE 2ng =S g Aotk
Aol AES 7l g & 9l
nekA, 27132 E3E Feote A AHlae 2.3 HERY(HEM vs =)ol e FH AH[A
AL A P E ‘&@-4 Htgate] Bty F(Al vs 21ZhH0| AtE|A ARzt 2|z
A& AFsta, old AHEAEC] B 34N HER ojxle G
FHe 78 7hsAol 0 71U E & st

= AF8) A A A 7F2 Short et al. (1976) ¢l <]3] &
l  ARESIT olEE AR AAEE e Al gl
Msste BRI dig dAd olga gostelon, &2l
A& ED]— 73?@}5]'71] ”@01":‘ Eﬂ ] =)o} (Wien oA AFgAF A48 4= Qe AR A Ak
and Peluso, 2021) 2842l SHA B F& 4 FAdd o3 JaE v Ay 94707 A4
89}, ol ek Al FHE HolHEA, SR, HAE oJv] gt (Geffen and Straub, 2004).
Assh, et 52 Foted, Ak R tigk A Taf, AbEAE] ekl AlaElE FE A A
AEE g FHAY HEE AT § dHP. EAY dAHe A4S we A4S 9rjan
Huang, N. H. Lurie, & S. Mitra, 2009). ¥k ALE A AT Abgate] Al 4El ) ) Ek AFR-2)
of 917k HFAY SHAA - E 7T Q7w 9k wXH | Ak AlE A i gl
A4 ol Ao E Fal WA & o &= JIFE vA = Wgo|tH(Geffen and Straub,
HeAQ A S A &3} (Castelo et al., 2019, 2004). Aragon(2003)<& 2o A A5 A

L _E JN Jlm rk?L'

3
Waytz and Norton, 2014). 7+o] gAo] AFE 7wto 2 slo] &Aoo AW

5, AFA AF ot FHA 7|ed 28 BF AT U SHAQN A wEo] Tra A5
A QAZE FH ARt AlFete At Asste ¥ T 59 AE AAjgte] = AlxEle TS
W, AgAol projo] AlgEE ARAQ E Al T HEE AT 5 7] ol AHEAES FH
FA A2t A5E e FHE AFeke d &3 A2 ot 3AQ 92 A 4 UvHKumar
Holgka 7Hste] that 22 7Hd S A st and Benbasat, 2006). ol Ar]4 A7k 22

Q) oA AR THE AR ET JEA G

HESHHT H53A 3% 20244 6 765



B 1, AHEAEA AEH Ads
& o e, e 32 Ui
AVE 0134 A

A O S e O o2
b lo oy lo & o b
'ml"oﬁﬁ ~
&i -
= e
@ rlo

+

\lm “{N‘

l->
R
D3
é
-
o
oY
old
X
3
ro

&
ATH(Blut et al., 2021)
(Al 297], %)< Mggﬂroﬂ
g #olo|th(Whang and Im, 2021; Yang et al.,

2022). A= A9o] A, | I e Al B

7%l wHoR gol =Y It ALYl B A,
AREE 5 B AYT H£T F20] A8A

AAE o] F £ dth(Amin, 2005).

A8 153 472 3371 49 2
"% 7]'2:]€ T
= ‘jrqlzq

Hoe® Xﬂ%%

(¢

>

!

l

o, ozl

766

v Aot}

ged @

ol AR AL Al
o e 4 sloh ZEh Al
9] w02 9lojd g At ohe} viglo)d g
= =9 AlS] B At vl
ARSI AAS el dnta Azste] oleet 2

A= st

o7

E{H
rx
o

e
1
o7

—_—

ry

1->

i SE

il

7143 A
_IQr
3.

i

[<]

7V 3-1:

(s L&A 33 HH) 2
vs QIZho] F&el ke nAE 4
NEEREREEE VBRI
AL Al 33 Aw|2HT} Q)
L8R ARl

;ﬂ.: rlo ol
=X
— o

1B
=)
o

FA A 29

7V 3-2:

NP
4w %6
&) 1o,
Rl
=
[
me

2.4 XT|E=S} AFSA AlRfZte| &=AA o7& ot
#e AFAANE olF ZEA A B
Rdlo] Jg] &8 gt}
(Coursaris and Van, 2016: Marques et al.,
2021). o] Zdlof wp2m  AHak= AA1H 8913 7
74 a]ld o8] Jak= . Al digh Q1214
Hrkeh 27 #H HA A wh-go] Agsle] 8ol 1]
A& AdA ¥ EFHA T} (Caro and Garcia, 2007).
AAA 8ol Mu| A9 AH FAR Hrisw &
o} gt} (Yan et al., 2011:
Barney et al., 2020). 234 o9& 2 2 &
ud Au] 2 date} o3 /4n] $740] nAe] I A
ol AL fFdtths Z27F el tH(Ryu et al.,
2021: Lin, 2016). 53], Aa2}-go] 7+l 344
ol Jgks mRtte= A+ 23 tHOtterbring,

473

vl o
- —

o
iAo S e

NI

Aot

AT w53 HM3E 20244 6%



22tel 8 Mula R0 28IXel HESS0 nlxls Fgo| B o7

2017; Wang et al., 2015). =3k A 2/(2012)
o) Qo] Waw, A7 zs) AH8A AAlte] e
Agel BES golt A9t Uehdeh. o A7k A
71329} A8 Aol BARE 23 glo} AR
o) A8 9o & GFE v AT BE AN
whA B AFo e A7 2dS A sl
gkl 2= An|2dA] 1A QA A ol(A7] =

)3} aw SCTSI Aol $2 A

< A g A 15}.

7Hd4-10 Ao B, Al F3 MH|2HG
AZb FA Mul = o, A7)zt
A A AAgte] & WA
Aoltt,

7Hd4-2: AGA e 7, AR FH AME G
AT 34 M2 o, A7) 329k A}
32 Aol #&o=s A A

olt}.

HYSHATL 533 ™3z 20244 62

= SO gl

3.1 =&EA

2 A e AFHIS s 98l Dhar
and Wertenbroch(2000)¢} Wansink and Chandon
(2006)9] A& Fasisict. A HEeAE +

Wel7] $I9) sk o]0 £ Aeelel L, o2 30
Bo) WAL den A AP 4

el 7%+ Chaudhuri and Holbrook(2001)
oA MEE =4 35S AMEst] AES At

o olo] metr] “o] AlF-L ALAo|t}” o] AF
< gt ° fE38it., o] AlE 71eF el
o] GBS 57 AEz SHTE k(] A

%] g, 5wy 2. A=A A=

n7kA 2 Chaudhuri and Holbrook (2001)¢]
24 5 AMgete] AR st o] AlF
< EASE WA 9, o] AlFE V%S v
Al e}, ol AFL VRS A I 5
< 54 AR SHeES Sith(l: de 134

ot 5o w2,

2344 A, 34 99 A EE o]oE 0.721,
&4 0.7197F vgom, T-test @ﬂr o] A7t
H HZI(M=3.96, SD=.92)°] o]o]&E2] 2| ztel
FFA (M=3.26, SD=1.25)°l vt o =A
ERkom (t(28) =-3.485, p(.05), ©]oj&2] |7
© A8A(M=4.23, SD=.81)c] 9| Aztd
284 (M=4.23, SD=.81)°l Hlgt] o =4 e}
ok (£(28) =2.453, p(.05). o] AFo] AF
SR A A 22 At

767



o= (Table 1)3 2ol 2(A1FH3: H
A vs. AEA) x 2(FH MU 2HY: Al vs.
e Jek 7F AAZE A8EH AT 7= Amazon
Mturks Bl 78082 U3 o2 o] Fojxlon, v
A= A9 AT 4o TR SPEIT
g A5 ATY o o] 271(71.1%)9Helx
o349l A4 110(28.9%)"0]aL, A1z w ‘é*é
254(63.7%)9el1, 4439 75 145(36.3%)%°
1 AEe Ht2 AIY © 34554019, A7t )

FH AU 2RE S AFY JEE HAdote
T AIR W &2 A4 ARESESITE AFSlA
& Gefen and Straub(2004), Kumar and
Benbasat(2006)<] AollA AHE-aE 24 85(1)
Ue QIZHAC "‘i’ﬂrﬁ—(" =AY (2) AA
o] Azt (3) A& 7Rl
2 ARt 5 AR FHER of
A gt 5oy adn). AR

and Hewstone(2003), Meyer-Levy and Peracchio

A%

A7

r
%1

34.624] ]t} (1996)9] AFollAf A3 274 F5(1) ve 4
AFE AU L 71 & ARESt 4 ARG, AT v ddte] gltha Azt (2) ye 34
AEFE S 248U FARCRE Al 2 = AR|2fEo] YAl & dietta A4git} (3) v
AFs T sl 23 LB EA FEEE T+ & T A ARE] Yo %ﬂMl ote AlEe 19
o #A Y AEFES AIZFH FHE BTG E A sto] A g3ttt Azt 55 EU & ALeske] 53
U2l oE ANk, sidete Al EYstES A AER 3HslES ol EH el %A o}, 5w
Alsksith B2 AlFE S8k ok 42 Al S 2%th. 49 %= Zhang and Curley(2018)
AlBtGATE. ol miRZRA & QIZke] AR AE o AFlA AREE 24 FEQ1(1) vhe o] T A
= Tujsy] Sl 2kl sl FEsd Fol % H|AREE ]8T Aot} (2) Y= o] FH Au~
A lt* AFS AN 2HH FHS Wkt = Al /35 o] &dte A Fobadtt. (3) &% o] A
& AL, lshe el =HtEE AN AHARE S o] &rFsA] Atk (4) B o] FA
it oo & AFS FAeA ot 4SS AX AHAREE AS ]8T it U T EdE
atl o, (Figure 1) A3 A& AA&HA . Abgste] 5 HER SHeES shgivh(1: He 1
22 g}, 5 v 2.
(Table 1) QIFEAAH =4

I T HAE

Al A 193 50.7

87 188 49.3

oIzt A=A 209 52.4

T 287 190 47.6

. EiC 525 67.3

4 255 32.7

768

HYSHATL ®533 ™3z 20244 62



3.

~

L=

n

= AT
o

M

o ShA] At ALE-H
e AE] g8l 2lE = B4
2 AA7+<] 7% Cronbach’s @

Cronbach’s @ = 0.726, $49=

2efel FH MulA Fo| aH|Rte| HESFE0 n|xls Sl 2t o7

T

amazon

Amazon Lex (AT)

amazon

Amazon Lex (AT)

Hello Al, I'm looking to buy new earphones.
Could you recommend a product for me?

Hello Al, I'm looking to buy new perfume. Could
you recommend a product for me?

hello! | would like to recommend earphones.
First, let's consider your location and living
environment. If you frequently use the subway
and listen to music in an environment with a lot
of surrounding noise, we can recommend
earphones with a noise canceling function that
effectively blocks out surrounding noise. These
earphones will help you listen to quality music
on the subway.

Additionally, considering the brand or model of
earphones you previously purchased, we may
recommend similar products of the brand or
model you already liked. For example, if you
previously purchased and liked earphones from
[SONY], we will recommend the latest model
from that brand. If you choose a brand you
already like, you will be able to purchase reliable
earphones.

[ ves, please doso

hello! Summer is approaching, and | would
like to recommend a perfume suitable for
summer. Considering your region and
season, we recommend a light citrus
perfume that will make you feel cool in the
hot summer. In Korea, this type of perfume
is loved by many people.

Additionally, we know your perfume
preferences. Considering the floral and
woody scents you previously liked, | would
like to recommend the latest perfume from
[Dior]. This perfume is a combination of
floral and woody scents, and | think it will
perfectly suit your taste. This
recommendation is based on your
previous choices, so please look forward to
it!

[ Yes. please do so

‘ Send Text
amazon

Amazon Lex

Hello, I'm looking to buy new earphones. Could you
recommend a product for me?

Hello! First, can you tell us about your lifestyle and
activities? For example, in what situations do you
usually use earphones?

| often take the subway to work, and | have to listen to
music or talk on the phone when | work.

| understand. Earphones with a noise-cancelling
function can be helpful when listening to music or
talking on the phone on the subway so that noise does
not disturb you. Earphones with a noise-cancelling
function block out surrounding noise. and provides a
better music listening and calling experience.

(MD)

I think | need those earphones. Also, I’ve used [SONY]
earphones before, and they were good. What are some
similar models from that brand?

Of course, we can recommend a variety of earphones
with noise-cancelling features among the [SONY]
models. If you already liked the brand's products, try
earphones with noise-cancelling features among the
brand's latest models. | recommend it. This will increase
your credibility when choosing a brand you already
know.

| Okay, let’s take a look at the latest model from [SONY].

Send Text
amazon

Amazon Lex

(MD)

Hello, I'm looking to buy new perfume. Could you
recommend a product for me?

Hello! In the summer, | like refreshing, light citrus or
ocean scents. Also, would you like a perfume that goes
well with summer vacations or picnics?

Okay, what kind of perfume is that?

Among the perfumes suitable for summer, there is one
that reminds me of a 'beach vacation.' This perfume

and will give you a refreshing feeling of summer. It also
has flowers and the sea that you already like. There are
also perfumes that combine scents.

captures the cool sea breeze and the scent of the beach,

Okay, I already use a perfume brand. Are there any.
similar perfumes from that brand?

Of course, | can recommend similar perfumes to you,
taking into account the brands you already love. How
about finding a summer scent among the other
perfumes from the brand you like?

Yes, please do so

‘ Send Text

(Figure 1)

A
&

M
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4 JEE9 A3
< AgPsioitt. AL
= 0.713, #Ap)1&=
Cronbach’s a

‘ Send Text

Fet @ 23 oA

H =2

0.7420|t}. AF-A o2 Ao EA Al

A

312 A7 Cronbach’s a= 0.721, A7 &=
Cronbach’s @ = 0.756, %2 % Cronbach’s «

0.73001H, Q1zte]

735 Ake]A A4 Cronbach’s

a= 0.692, A71&Z% Cronbach’s @ = 0.698,

T8 % Cronbach’s @ = 0.735°]t}.

769



3.6 =4 Zut

A7 ol 94 AL -1, QIREEL, ASAE
AEAE 12 2sitt. 7H 12 A7) Sldl
95% A1 F3t, 5, OOOﬂ«] FEXEHY S 483
ol &4 —EF’E.(ANOVA) < AAeisitt. 21 23 (Table

2)9t ol F4 Mu|afge] FAI(F(1,779) =
30.859, p=.000) ¢k AlFF3 e FEIH(F(1,779)

26.056, p=.000)7} eyttt dsa-88aE 4
sk7] 9Jal Algulz ¥l a2 (One-way ANOVA-Planned
Contrast) & J&st3iet. 4 A3t #H2h4l (F(1,400)

=53.458, p=.00)9A AI(M=3.31, SD=.74)%}
AZH(M=3.84, SD=.70)¢] g #Fo]7} 9AAtt.
AEA(F(1,376)=.110, p=.74)°llx] AI(M=3.87,
SD=.65)% Q17H(M=3.90, SD=.65)9] 4%
= freg o7t it A8 avte] dae

=38.178, p=.000), =&AL a3(F(1,776) = (Figure 2)9F #Zon Az vlu+= (Table 3)
(Table 2) =32/ ANOVA
Source df SS MS F D
AFFH (1) 1 18.244 18.244 38.178 .000%**
A A 1 14.746 14.746 30.859 000™**
F3(2) ' ‘ ' ‘
(1) (2 1 12.451 12.451 26.056 .000%**
(001, **p (.05 *p (.10 : significant effect by 2way ANOVA, =.139
-
39
3.7
36
35
34
33
3.2
3
ElE o] HE8™
(Figure 2) & MH|A R HEFRY mE =39
(Table 3) F=2o=-Al=oi= H|w
. A -8
Variable Al oIzt Al o7k
Average 3.31 3.84 3.87 3.90
& F(1,400)=53.458, p=.00 F(1,376)=.110, p=.74
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22tel 8 Mula R0 28IXel HESS0 nlxls Fgo| B o7

1}t

I 2t} ol 7 1-1& AgEHAeH, M 1-2& T AMESte] #AE 95% AIE T3t 5,0003] €]
e

71281 FE~EYF S AL3to] (Figure 3)3 o] AA|
7V 22 AZso] A AEZSEW 2 AH) A sl
#90l e A7 A2 Aol g Lokus] U3 95%  FAAT (Table 6)3F o] F&UE A7) Fz2

A2 T3t 500089 FEAEHES A&l old A FH AHAREY FEHR(B=.015, p=.56)=
TAHEA (ANOVA) & At 1 23K Table 4) YERWA] ke, AlEF73 9 23 (B=.084,
o} o] A Mu|~frde] FEAF(1,779)=.331,  p=.00)¢ 4#EFH(B=-.059, p=.02)= Y4
p=.566) YEhAl Ut AFFEY FEFH BT A58 ETE A o T Au
(F(1,779)=.9.533, p=.002)% 454455 I3 2A|FEE 246 4% on (Effect=.170,
(F(l 776)=32.421, p=.00)= YElt}. Aoz p=.00), A&AY = FH AMu|x {33 2=

25 #4371 A8 Az ¥ 2 (One-way o] 24 37} velstth(Effect=-.139, p=.00).
ANOVA-Planned Contrast) & &ttt 4 TEAS TR FH MH| 2GS FEH
Az HSA(F(1,400)=17.490, p=.00)LH, (B=.134, p=.00), A71%=z9] F+87(B=.208,
AI(M = 3.53, SD = .90)Eth IZH(M = 3.87,  p=.00)7} ‘%E}kkﬂ}. ARA oz HFAY o (Effect
SD = .72) 2.2 A7|7z7k Aok veitom, A = 035) 7 ERe] 418770 (016, .059) = 3t
SA(F(1,376)=15.294, p=.00)¢] 4 AIM= HEIH7} veht s =l on, A8 o (Effect=
4.01, SD=.65)Et} QIZHM=3.73, SD=.72) 2.2 -.029) & 21571t (-.050, -.012) = 7t
A713429 Atol7h ATk Ag i x Hlwe (Table  HEZ7E Uehd sizisl ozt ol dgAielA <l
5et 2ot 2 o FEOEd] o G vizlon, AEAjdA

7Vd 28 HE37] Y3l SPSS Macro®] Model — AIVF 89 %o ¢ &S vt & 4 o},

(Table 4) Z7|&= ANOVA

Source df SS MS F p
AEFE (1) 1 5.516 5.516 9.533 .002**
32 AY 2

a8(9) 1 191 191 .331 .5h6

(1) (2 1 18.760 18.760 32.421 .000**

' (.001, **p (.05 *p (.10 : significant effect by 2way ANOVA, =.046

(Table 5) AP7|EZ=-A=ITh= vl

EiLS
) A 287
Variable Al o7t Al QA
3.53 3.87 4.01 3.73
Average
[(1,400)=17.490, p=.00 F(1,376)=15.294, p=.00

HYSHATL 533 ™3z 20244 62 771



2=k /A S

PN RS

-.155%*

.208**

Al/QIZt T8
134

5 (001, *p (.05 (.10
(Figure 3) X}7|&t=xo| oj7iE3t ATDs

(Table 6) A7|&= of7f=at

A7) 22
B t p
FA Mu 2/ (X1) 015 574 .56
AEFFE(X2) 084 3.087 .00
X1 x X2 -.155 -5.693 .00
FEE
B t p
4 Mu a3 134 5.381 .00
27 7% 208 6.494 .00
Effect Path 95%
Direct effect Xl =Y (.085, .184)
e X1 X2 > M =Y (016, .059)
el et X1 x X2 > M > Y (-.050, -.012]
Moderated mediation(#1%#%) -.101, -.034)

(
BE7F &,

m

Note: Hayes process model 7°] Z-&=%1aL, ], A& 7t
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2E}O|

249 A EFH(B=-.064)2] 418 F3te](-.101,
-.034] 0.2 Yetytt. ole AlEFfdel 24€ v
NE7t s A=, ©
2-2& A=A

7Hd 3& Asetldl 9, AFRDE 4 A
2Fg el mE A AAjgte] 2tolE dotr7] 9
3 95% AF 7t 5.0003)9 HEAEHH S A&

o2 T10

F2 M2 R0| 26Ixt2| HESS0) olxls FHo| Bt AT

= SO gl

(Table 8)2} 2t}
7Hd3E AS3dh7] 98l SPSS Macro9] &7
AHgste] B4 95% 418413k, 5,0008]9] FEX
E P A&at] (Figure 4)9 2ol A5k
447, (Table 9)9 o] F5HS AR A AA
ol 3 Au|2~f-3 e F83HB=.093, p=.00)
< vERken, AEREe] FE3HB=.009, p=.71)

3 o] AEAHEA (ANOVA) = AAIsATH. 1 23

(Table 7)3} 2o]

A M|~ Fa3HF(1,779)

=12.482, p=.00)2 Yelyton AFRI F1
FH(F(1,779)=.132, p=.71)= YJE}A] &3k
4324 a 3 (F =3.979, p=.049)7} }E}

Wtk oL anE 48] fa8 Agdx v
(One-way ANOVA-Planned Contrast)S %3

aicth. 1 A3 AR (F
g}, AI(M=3.67, SD =.83)Ht} 9
SD=.66)<] At314

(1,400) =

15.092, p=.00)

{HM=3.96,

ARzl 7 Yetgton, 4

A (F(1,376)=.1.205, p=.27)¢] 4+ ALl(M=

3.79, SD=.76)7} ¢

REE

Z(M=3.87, SD=.67)2%
AAgre] Ael7k fiaint. A= e

(Table 7) AlEA

& ek shgtth, AEREATHB

7k WEks

B=-.052, p=.04)
g R AL,

2 A

2783} A8 AT 245 tH Effect =145,

p=.00),

e x
TS 78 4E°ﬂ/‘1
. p=

AeAqdu, =2 M)A AlE A A

A8

2ol tHEffect=.040, p=.28),

0), AFlA

2 MH| A&

gel 2x3

AA)ze] FEIHB=.184,
UrE}MD}. AL (Effect=.026) 7t

HEF A7) (L010, .047)2 &I U
et wizfgl e, A& Lr (Effect=.0075) 4

gshe] 418 F3bol (-

006, .021)& ZHREI7} Y

eI gl e A ghie ol AAA <
) 814 Aol 8ol mel o 9gE vl

Az ANOVA

Source

df SS MS F p

AEFFE (1) 1 072 072 132 716
FA ARl 1 6.749 6.749 12.482 000"**

F4(2) : : : :
(1) (2 1 2.152 2.152 3.979 .049**
0 (.001, **p (.05 *p (.10 : significant effect by 2way ANOVA, =.046
(Table 8) AlE|E AXZ-AHIZCH=E b
) A -8

Variable Al kR Al ke

Average 3.67 3.96 3.79 3.87

F(1,400)=15.092, p=.00 F(1,376)=1.205, p=.27

zyst

AT w53 HM3E 202444 6%

773



3 =px /A XY Az ® ARy
-.052** .184**
Al/QIZt FH+8o
271%*
**p(.001, **p<.05 'p (.10
(Figure 4) AlE|A Axjztel oj7fzn A72y
(Table 9) AE|A Alx{Zt of7f= o}
ARl E A
B t p
F2 AH| A58 (X1) .093 3.533 .00
AE7E (X2) .009 .363 71
X1 x X2 - 052 -1.994 04
T8o=
B t p
4 M=y 121 4.765 .00
ArEA A 184 5.379 .00
Effect Path 95%
Direct effect Xl —Y (.071, .171)
Indirect effect
(s124) X1 x X2 M—>Y (.010, .047)
Indirect effect
s X1 % X2 > M > Y (-.006, .021)
Moderated mediation(A&+8) -.044, .000]
Note: Hayes process model 7 ©] &= a1, g 14271 &4,

774

=ZER

St

AT w53 HM3E 20244 6%



22tol 3 Mol2 8ol 2u[xjel HESSol olxls Fol et o7

A4071**
A7E= AL H AT
170% AN 176%*
077** \~\\ 107
A/RAZt s ZE489E
219%* [ .044+*
*p(.001, *p(.05 "p(.10
(Figure b) Y X7 |&Z=-AlE|A ARZ =AHEo7iEn 72
(Table 10) 2R K7 |&Z=-Ats|H ARHZ S=AMEOfZE D
A B 2
B t p
FA4g 170 4.182 .00
ASlA ARzt
B t p
FA+E 077 2.260 .02
A7) 22 401 9.729 .00
FAFLE
B t p
FAHE 219 6.119 .00
A7 3z 107 2.266 .02
A8 A A2 176 3.412 .00
Effect Path 95%
Direct effect Xl —-Y (.149, .290)
Indirect effect X1 > Ml —>Y (-.002, .043)
Indirect effect Xl > M2—>Y (.001, .032)
Indirect effect X1 —>Ml > M2—>Y (.003, .024)

Note: Hayes process model 6 ©] 283,

HYSHATL 533 ™3z 20244 62
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A7 1E=

M2 H A

-.139**

Al/elzt

***p(.001, *p(.05 "'p(.10

(Figure 6) &S A7|&Z-Al|H ARz

(Table 11) ST AP EZ-ASI ARZ 2AxopHE

AR dTRY

A7 3=
B t P
343 -.139 -3.910 .00
Abs A A2
B t p
FA5Y 127 4.254 .00
ARz 625 14.694 .00
FATEYE
B t p
FH49 027 (781 43
AN 2= 124 2.056 .04
AR A AR .031 539 .59
Effect Path 95%
Direct effect Xl —Y (-.041, .095)
Indirect effect X1 —>Ml—Y (-.038, -.001)
Indirect effect Xl —>M2—>Y (-.012, .020]
Indirect effect Xl > Ml >M2—>Y (-.015, .008)

Note: Hayes process model 6°] 2-&%.
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2efel FH MulA Fo| aH|Rte| HESFE0 n|xls Sl 2t o7

1 & 5 v}, 249w EF(Effect=-.0194) 9]
218 770] (-.006, .000) 2 YT} ol AlFH
gol 24H w7} itk dSE AT, ol 7t
A3-1& AEEen, 3-2 714+ A
74 A7 13z b A ARz 3 A 2
(Al vs 7ho] W& FE&2E o7 vilE A
Aeb7l 91l 95% Al T+7E, 5,0003]¢] FEXE
& A g3kl SPSS Macro2 Model 62 AH&-3}o]
(Figure 5), (Figure 6)3} #o] A3} t}.
A B4 A3} (Table 1003} 2o] E504 2}
7N&ZzAN FHFE(B=.170, p=.00))9 &
oAl et &5 ARl Y AAte] 7
* FAFE(B=.077. p=.00)9} A1F=(B=.401,
p=.00)= FHsA Jetstth mpA o R F&
A e gigh 24 A%, 4 ¥ i
FEI}(B=.219, p=.00)% A713=(B=.107,
p=.02), A& AAZHB=.176, p=.00)°]
SHAl LERtTE. Aol eAbA w7 Eae] 2R
I A FEF0] (003, .024) 07 FH AH|Afd e
2w = ATk, 1 AT 7 4-1L A E AT
247 ¥4 A3, (Table 11)3} o] 505 2}
NZ&zN FHFE(B=-.139, p=.00)% F&7}
7F frefstA vEebstTh 5 ASA Al 4
* FAFE(B=.127. p=.00)9} A1FZ(B=.625,
p=.00)= FolulsHAl Uelyith. npAEo R 450
T FEozd gt 24 A3, 4 AuafEe
ZFE3HB=.027, p=.43)7} fole vehtx] gt
o A1EE(B=.124, p=.04)= st ebst
om, Abg]A AAzte] A(B=.031, p=.59) %
Tt A JERA] Tt AEAldlA 244 w7l
B AR AlEaEel(-.015, 0082 4
Mul2fg o] A48T S wilEA] st

t}, 1 A3 44-2% 7124 E )

(]

HYSHATL 533 ™3z 20244 62
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st B4 A3} Longoni and

Cian(2022)ellA 284 75 Al 4 AMr|2=7}

A7 T4 M| 2Ho A5 &7t w4 v 279

g & Aol AeAY Af avAEe Al F
A

g3t 9= "t

°
ox
o=
mQL' o
=
X
e
1o
e
Ho
gg

7377t Bok, Al 3 Auj 2~

Qleitt, w3k AeAl=
ALl o] o gko] A F o] ol LS HA|
ol AlFe] ek g FHE 7H AT 4
B 27F A3slth(Castelo et al., 2019, Waytz
and Norton, 2014). ¥rd  A-&xje} gz A
(e, gAMe FF, dHEHE )&= &HAY
&} g gkl whet Depzith, ofd] whak AT 4 A
H|27h WHo]B1 & ARESt AlEFS 38t glov
AZF 3 A 2vbE 4HRe] BEA 84 A
QA5 A A FEote TAZF TS (Castelo
et al., 2019 , Waytz and Norton, 2014), 2A]
2 ARgE 2 Aol e A 3 Auj 2o 4
=7t o EA dehwnh g Az A4
ARzl wid 4EdS sithe Aoe F4 Al
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< WAE Ao glEint
A\ A 2wlAEe] A
o Az FEE 3T wgon,
QIZko] AlKT} 271327} B #7
FA o HAo|Y 7S wjA sl
Bl 7jgto 2 & AT F
Aol Bete] AYE & Qa, 2v)as
A9l JuE Ao FHa, pulAEe
e oie] A@e] & FeE B34S sl Uﬂ
(Yeomans et al., 2019; Dahl and Hoeffler,
2004). ol Aol A QIZF 32 AH| =9 2713
17} £l 9L U= A A 43
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HE ot
A8 ANIZE 5A ASADA 2 25
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Heo]E S HRe
1:} 13 | szz‘sl.
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AMu|27b AT 4 AR 2 B o B2
FAEs Bl AHAEY A HiE
ata, FHARl 2 F8ANE F ) o
o (Castelo et al., 2019) QA7+ F3 AH] 20| A
e o] $8-0 o FaFs A= HEN=S
AN 2} ALS A A A G| A wf ) Z e
735 1 AEA S (Coursaris and Van, 2016:
2021; Caro and Garcia, 2007)
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