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A7 WiE B AT 53

FHIAE A Vs 2ey gAEs R s 2o A 3,

e dAke] Axte] FRAIARI(IS)o] By ¢ Wol F¥ i Sl

WRE ofyel A 9 AF3] 9] vhekst goe] Aa A2 WSS Aol Qv
€

@ b w2 ATe] oakel AR (chatbon I EE AE
548 ZRAAZ GAT Qe A5d FuAsy
st ol WAL OA" Aust wAme AFHA AF
$EAEE QA WEel, el ARty 9t FLI HAE o
we wA% FA FAASCl Fgd: Ahstn EnEA AR
AAZL BYA Rolnt

T2 WA AR HAAA AAL B ol se] o)
oA€A BAH ARE ARG F QA PN A
WA gtk RS AFE S AHEOIAR Az 4E £FS 94
WEo7l 7bg kgl J1% (A FAstelol s mTolth o]

el Q7Y ARE 24l Jheste] duAls Tleol HEEgleH,

ol MRS o]&F  AREAE AIAEL Alo] 9
AryAel A, Hu AdrdE #o #Ad AAH W=
ggdst7l g e aloe=®  2Qld}(anthropomorphism) &
AAge oJRQlskE HIQIZEA wiAelAl QIRbe] BN gRE

A&EA71E 2E 58k (Epley et al, 2007), °l& %3] #HA7H4
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meel o 7heAd s AKY T1EE A F v SAE
A A8k ok (Holzwarth et al., 2006).

mebA] EodgeE AR QIEdH A HAAE FF gist
AREAES] Whgel ofw gt JFS XA AFET, FAHCE A
olelgh o3t @40 gIdo]l Sdsty A HFehs el 1 H4S
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2. o124 WA

2—1. AR (Chatbot)

AE (Chatbot)ol&,  ‘AlY =ZE o A=, AA S
tstE S8t ‘Chatting(Al®)” ¥, AFEY 4S dial Aso=

T8z 71l 9mldh= ‘Robot(23) & &3 &ojolrh. =, RS

A igtE F8 el Aol dvke dolu A4F dd ARE
shr, 2 guE, it oo]HE, IEFHo|A oo]HE, 7
A 7 Eere 22 fols 3 Foojxd T REo] AREH L
Atk (Astrid et al., 2010).

olgst FEle] sld oo]dEE 8 4 H3telA HA Y
st sojrta glom, Zlso] wHsgte] web FH LSt do]E Al
# dofel  olse}  AAko]

Fsagh PCE E A AN AR ARG o, mupel
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ARe WS AdxGm AYA

OS(Operating System), 9& 59 AvtEZE yulo]l Ao AH 1059
Sirie} A9 ®lAn], F29 F= oAAHE, T HAlA V]
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vt oFeht oje] ok AAE e EIFHE
oA oled celdEe] B4 B AEAEe] gu At wit

ATE 3k 7138l E A5kl v (Gunkel, 2012; Guzman & Lewis,

7=
u 2}
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2019).

2—2. 2?13} (Anthropomorphism)

°j13ke] g
o]Qlgt(Anthropomorphism) = Aztthe 54, d&F, 749
EA4e v gD el Fostel AdsteE AE
ol gttt (Epley et al., 2007). & AYsS AHHEHA, AT H
AbLE AEE] wAY tidel g olslE ehstsle Q1%
gr8gozg old|a 4 Av}t.(Griffin and Tversky, 1992; Epley,
2004). E3F, Guthrie(1997) ] w=w, Jlstet W] AZFGEALR) 2
P4 W HPHE e ® ok dw R Adosiglen, Epley
(2007)+= 7ol obd i (AE, 1T717] S)ell <Izte]l 71 A&

Fojslo] S AT FdsE = Aot st

oAste] AgAR  FHIT AY L v ANHIY
WobEol£% s Aol falste] dolgn & 4 9tk
Epley (20100 ‘Bl 4% A1 Q& RAAY
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2—3. A8l 3 AA7 (Social Presence)

AbEl A AAztelsk A 90dd) ZREEH HAFHE wWiAE
et Ay Aeld @4l Al e ety B S AHFske] o] &ofd
A5 WA HHA T4 (Gunawardena and Zittle, 1997).
ALS A Azl digk kst 27] ArE AuRd, g glof

Elelo] &A1& & A3} (salience) A3+ A% (Short, Williams, and

Christie, 1976)" , ‘WA 2+ AxyAoldelA i thHsk=
AAE =AAE FERice, 1993)', ‘B AsF didel o
A Biocca, 1997)" , =& ‘T diAto] Al Atgo®E Q1A=

A% (Gunawardena and Zittle 1997)° So&2 AHoxu 3t}
F7}4 02, Lombard and Ditton, (1997)2 AFs]& AAQ7S wj/le
Aw Aol A A ANA vk wfE A & A4S ke AT o=

Aolstg o, Biocca and Nowak, (2001)2] A% tE A&, &&

WA BHE uw=stil(warm), 7i<el& o] (personal) A3 A<l

A (sociable) 02 =2 4 Q&= Ao 802 54 Aot Yoo YV,

Alavi 2001). 18]3l, Verhagen, Van Nes, Feldberg, and Van
Dolen(2014)& A+3124] AAZEs  WiAE S AdsEe= A4,
ALE 7R olmba gessith old 2e AAE ARE EAY

AES WA g FrAEdE AEY A=o® s WAl

—

Z 8] o]Z (Media Richness Theory) ¥ @3t ##Ho] Ut} (Gefen,

Straub 2003; Hassanein, Head 2007). A3 (vividness)<
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[e]
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T
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] (Rourke, Anderson, Garrison, and Archer 1999),
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=
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ALEY AAzEe a3

el

] Fo|t}(Carlson and Zmud, 1999).

i

ATl

gl AF2l A A Azte]

1

T

!
Hassanein and Head (2007) 9]

/\O o)

q

[¢]



EI =
du 4 8 0w
T v H =
N &
"2 o
Oﬁ Jo o =
2o, o5 7
N m _,A_l
)
% = X X
iowog X
o 0
I~ T
I o
m_AH L.E ==
— N B
<M M ﬂn_ﬂ
(1%} :
wr Tl
o R
ﬂ_Al EARENTY o}J
S N
ol ) RN
i X
x N5 %
Ol
q4 " 3
of
J) o
T T2
T N B3
ST S )
o e I

A

57 7}
P,

ZS]

al.,
E=
—=

Aol

]

)

stoiz AL

S

o, A4 o%
2] e13} (Holzwarth,

A =]

<]

3] (Holzwarth et
s

o
Aoz Yetwttt (Etemad—

2}l (off—line) A
A A

QT A

L —

R

L

AzA o7 7]

7 5.0

L —

T

]_

1

L.

o

g =pef] et 17 =% (Holzwarth
10

2006)
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2006)& o] d Aol 714 ool dEsle] Az W g =
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2006),
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Sherman and Haidt 2011). AF&%}
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Janiszewski
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et al.,

Sajadi, 2016).
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ARE ANE FUAAY A8 1% FAR ooldES] glwely
FAYel ©E A gt AU ZHF AT AT

7FsAdol ¥ ¥t (Cabibihan, Williams, and Simmons 2014; Epley,

rlu

Waytz, and Cacioppo 2007). Fan, Wu, and Mattila (2016) + A}&A7}
7l ool ETE AREA oAk, S ARAY AATe ddete
ez o4 o, 7le AdfE &4 gt Frhsta, A=
AMul Az o] Adgho] ZhAagetar gt

ol HAATEES T #He W APHA AL, AEA
%

—

44 S0l An

dF= mv= Add, ols AFUACld ojHel co]dE g

4

T+ (level of agency) ¥ o] &4 (intention) & ¥ sH7)
uf #o] v (Skalski and Tamborini 2007). o] wel A3 2 A z)j7to]
7= AREAE Fojel|l B7IE Hod & ool 2kl HAge] s
Fol F7F Picciano 2002), #HA A dist s FPAZL F
itk Zo] H=H Ut (Giannopoulos et al. 2008). Hioi=, A3 A
AAzro]l Aolg A7 S BIRIARl Ao=m QIAHI, I A
ARz @ +=F4d BHer duoske A

LERE (o], B2 AF Y JRE 352 7Hedol B Leh 2001).

2—4. A4 (Credibility)

AFd el i

Al F A (credibility) & 5= (competence),

k

Alg (trustworthiness), 2283 A3 (liking)d WS E3e=

11 Jr—-! ‘,_ 1_]| =)



a9 A s doelt}[37] A, Dholakia and Sternal (1977) = tj el 9]
Al # A (credibility) += =19 Al & (trustworthiness) &+

A/ (expertise) ol 2lall AFdrhar @ty v wef, Algo] ¥

o
Felo] & (Attribution theory; (Giannopulos 1967)< 3119
2P| A2 HAIA7F AEst 2dS AlFsteEA, B wAIA] 9]
ZA o] Aol Aojmo] U=AE S A ] A FAdo] stk

gk o wA| R oA FAe] AEHS 7bskA 71tk (Eagly and Chaiken

o,
N
L
_O|L
I
ri

1975). oW, &HAZF Bi EE A2e] HF(bias)s A4l
AHAI A wuity wA| X o] A5 Antyg oz 7HA43%tt (Eagley, Wood,

and Chaiken 1978). A3}& oz Faorx 2 AFAo] e A&

Friestad and Wright (1994)9] & Av|x7F Wz
A, S WAAE U2 A5 AL - & Atk A2,
E-Al (mistrust) HE+ 3259 (skepticism) o] HFe}= BlEZt &2

Sl

=
At A2A0 7 o] A (Soman and Cheema 2002; Tsfati and

2%
Cappella 2003)°l w=w, 3|ejZe] FutthE "M o]z & + St
uweba B el AFAS BAY Wa/Algolgte ghe fadoR

g8E 4 9o, o] 294 (suspicion; Campbell and Kirmani 2000),
DE3E oy Hdgo] sk 1A, aEla 52 F7]d g A4S

gl A5 A4 QTN 2AE BB ASAS Addow

oj# Tt AMHAGE v LokellM A A &HR] AAE G4

2 §-Xsk= dlo] $93F 249t} (Shankar, Urban, & Sultan, 2002).
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=

‘/_'*\__
S UAIZIY, S3v ekl a7 o] vt A7 BH S A
Ao oz Fujz AFe et BESFAA EAH7] wZd, A9
o5+ 9 AA Ut} (Corritore, Kracher, & Wiedenbeck, 2003).

M
o
Y,
Ly
o
_0|L
£
i
=
>
s
-
=
>
1o,
s
JIE

olel 2 TRl A A9 & 93 Q¥ EEFAAo] A
N2 FFAske] dmjabel Fulx} 7] A A A FEgS v A
F o= AFAd s A3 (Wang and Head 2007).
2—-5. AIF 73: 284 A
gaAG ARAL AE 2 54

Nelson (1970)<2 &uv|A7F AEFS Fuisty] Ao 1 £4S

7 5 9

rlr

il wek AEE 7 7 dHeE M R SRR
AowA HeEs g A A A5 S ddo] goldk £A40]

Aujehs AdEor AHEM, olYE AE WH e B A (search

)

goods)gt %tk F WA, A A (experience goods)E AES
TujstAY AnlekA] LaxE A4S 2 & F e AES ks
gzl ARl dE2= 7S AA7I7E o, Ald e dE =
<oty 9fqlo] Qlt},

(Alba et al.,, 1997), AFoAME FAEAHOZ A= gGAH ZXo]



A s fdo] Stk AL Fol A4S W] Aol AR
A9 &yel Al A BAEI waE 5 U= AEow
4Ao4 5 9lv,

g2, AgAel did Hrhe esld ZERAA AFFAola

Jm

MelH ol F=3AQl By HAHETt (Schlosser, Mick, Deighton,

ol ®AAY Ay FAUEe o FAFHA dHo] Thsdh
w7 o7 F==FHth(Ford, Smith, & Swasy. 1990).

2=oQl &sge A gl A Alme AA HAHAERAY AR E
T 8le Ader Qstol AFFEEY  Akolel wEbA 2l
TjelApA el sl dFE with(Klein, 1998). 7R HAA
A9 2EloZ uoks A, nludHis Zo] exElrc H-gon
ol Avkar AAst7] wiEel A vl oA or PR
g el A Fe s do® yEHtH(Klein, 1998). o]H
ATddEs FEstel A AFEFEl HAARJIIE BIARATL
kA v AEe 22kl &gl digh AAE 9y L5717

9244 Aow o ¢

e

14 A 21
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2etel nhze e

)

oH

A

= EFA
) =

A& Aolt; (Peterson et al.,, 1997).

4r

4+
ol
T

ol

o

E(

Eix

=
[e)

7F 7}F

3

Dz

A7

FAdelld Kot

=kl

=R

T

F Stk (Wilder, 1998).
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gpetabA] Fakal Aol arfAde]l FAlE Zlojgk= %-¥ (('uniqueness
neglect) & zt7] wj&o|t}(Longoni, Bonezzi, and Morewedge 2019).
22 wEhof A

, AFe Aol o EBistw Jildoln F3A <l

SAAT ATAT ANARRE FP 0E A%, Aude Qg

Aae] IR, 5 AN A ANo] Aste AF S A=
WA 2@ golehs $EE o A M 5ol ¥ou B 5

-+
=
)
[
lo
2
o
o
N
)
N
A
in)

o]
AEe BaAle A9, AR oAt AP aRAd FFL

A A 2. AR oJRlEt FEol = AES el

VA JFRANA AAE AFgo] AT sex dolprh,

H2. 2ol elast #E% FHAT fYol Frpgme] wAE
HERE Bt A g8 AR Relth & Axd g
FEel B W (vs. R W), FH COlAEGR)C o

g -ST) 8t 3



2R[A7E QRS Aol Srbstal, AdFor o

#ste], kA AFgh ukel o] oy AyATE F& A7 HFH
AH o) ~e] g1t AA, & =9 ohitEre] Abgste To Wk
Tl o FEERE ofyel AFe] it nAe ERel TFAR FFS
n] X}t (Holzwarth et al. 2006).

7H&el ool ES] CRlgt, F QIxHdel thst JWEZA HUbe=

ol dEe] gt AZA EAstHT oo]dE o]HeA] AR =

2008). 24 AR ol ALY olQlste ool AE=
71t (expectation) & @AsHH, 1 7S FFHA7|A £& o oow
o F44 £45 2 ®¥tF (Nowak and Biocca 2003; Reeves and
Nass 1996)

A2 g] ol 2Jlst #ddste] Zefd oo|dE 9]R 2] 2Jlg}

A %5 Low - Medium - High — Real human image®] 4 @7A= Y-
QR oJRlst ko wel ojEo] {4 Sl ARSI A wEg-ol thek AT
AATH (Gong, 2008). 1 A} oo]AEQ] Qw7 Alde T Frr}
F=T5 AFEAA FY AREA Rkes olEel ¥ F SQlte A&
E=EH
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4-1. AFAEA

oAu] A}

Aol odA, ASE TN AE #FY xFo]
olFoAR=A HAs7] el FoA 40We tEeE Au|EANE
AAEdet. dld FoAE 7 A AERIEAA, AdEA)
A=l ZbzE 1094 FAeE WA EHdA. Aldg e AR
ofly} wERS] Fujidste] tfsl]l Weathers, Sharma, & Wood
(2007) 8] A& sty o= AFe FYH FFo) bie A
YRS ARSERe] o] AaE HEEHA FoFg 7 Yk §2 37HA
Fus AR (1 = ¥ 285 gk 7 = 9 Z28HE TS

stttk 2444 e AEvts 4y 32 o= .845°F 9}

O AW AFE A ASEC dd 27 JFHoRE o]FoR
RO 7 e A YA 7AHEA (one—way ANOVA) 2 7}
AR (ER) o] AAENSE W B 5 A FE g Aot
FusA =A YEbst (Meaa = 5.15, Maga = 2.25, F(1,38)=
143.31, p = .000).

2+ AYEE 40049 FHoAARES  EAske] XdsSith
oz 28kl ZFWEZ Amazon Mechanical Turkelx 4749
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Zolu 2 f7tw o]FojHth FoAES] FE AL Fo| ARAL

Agste b Adelest Mg el dE 24 D AR b
BE Wge 9A =St vhAmoR AF FolA: HNEERF U

AFEASA SA pAE Tl SHag

Recently you have decided to buy a new laptop, priced at
$1000-1200. Considering the expense, you decide to
caretully look for information and advice on various laptop
computers. You remember your friend had mentioned a web
site, www.MyProductAdvisor.com, which gives product
recommendations for selling products. You decide to explore

this web site right away.

You used the chatbot recommendation service provided

by the site.
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[BaA: 2kl]

a2

Recently you have decided to buy a bottle of new wine,
priced at $100-150. Considering the expense, you decide to
carefully look for information and advice on various wines.
You remember your friend had mentioned a web site,
www.MyFProductAdvisor.com, which gIves product
recommendations for selling products. You decide to explore

this web site right away.

You used the chatbot recommendation service provided

by the site.

o=, Zb ofQlsh e she Aol uigh avjek AR
st &= AASAT([2H1], [T1-2]). A3} FFo] H2
B, HelAs elgol Abgtdh FAbSlAL AbEI 2E olEE 7R
AxS 2/t dgtsiA Hv, F 9 AAAH AZEA]D i3}

[721] A% 270 (g ) [222] AZ (25 A)
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Pl SEOUL NATONAL LINIVERSTY



[1314]

1 AR 2= (gdsk A)

11:22

ull T

Lisa

Hallo, I'm Assistant Lisa wha can halp
you with product recommendations,
Do you need vy help?

Wowl Great] What are you looking for?

Ohl You want to buy & new wine.
Dho you have any budgset in mind?

o) o)

5260~

I seal

Just a second. I'll find the right product.

7]

= - <

wll T

Lisa

Here are some recommendations]

¥ i e
414650

¥ Ak
SIE5.00 15000

You can click to see product detail!

How do you like it? Would you like ma
to recommend other winas?

t's ancugh

i

Do vou need any other halp?

0K, Il end thiz chat.
Call Lisa whenavar you need halp!

Ll
gl

thsk g (efQlsk o
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11:22 ¥ ol T 11:23% all T -

b4 Lisa b4 Lisa

Hallo, 'm Assistant Lisa whao can halp
you with product fecemmoendations,
Do you meed my help?

Wil Great! What are you looking for? i e Bt e W Gl g 118

Wt A F
§1,055.00 31, b

You can click to see product detail!

You want o buy & new laptopl
. in mind?
-@- D you heve any budget in mind] How de you like it? Would you like me
- #o recommend other laptops?

>®

o (5399 - s500 | [s500 ~ 3 1000]

SRR | 51600 ~ $2000

1 seal

That's encugh.

Do vou need any other help?

OF, Nl end this chat.
Call Lisa whenever you need halp!

S o | Ask anything] o

-~ W ¢ . 2 5 ¢

Just a second. |'ll find the right product.
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11:229

i

I

wthing!

al T .

CHATBOT

Hellol This is Robo-Advisor. I'm a virtual assistant
to help you make choices for your shopping.

Do you need help?

Okay. What product are you looking for?

Oh! You want to buy a new wine.
Do you have any budget in mind?

OK. The system is analyzing your requirements.

YES

(7]

o ] =

11:23% o T .

sk anything!

CHATBOT
Three recommendations have been drawn.

d i

whraay AR AL fededr s
$365.00 $140.00 $146.99

Click the product picture to go to the detail page.

Do you like the resulis?
Do you want other recommendations?

That's enough.

Do you need any other help?

Please use Robo-Advisor when you
need help again.

= o

Ak

[2-7] sk g (edsk: A, FdA)

25



11:224

1]

[ifn

i

e

anything!

CHATBOT

Hello! This is Robo-Advisor. I'm a virtual assistant
to help you make choices for your shopping.
Do you need help?

Okay, What product are you locking for?

You want to buy a new laptop!
Do you have any budget in mind?

(5399 - 5500 | ($500~ $ 1000]

SALNIERAPI | $1500 ~ $2000

$2000 -

OK. The system is analyzing your requi

(7]

L

P
~

T

11:239

X

1]

ol T .

CHATBOT

Three recommendations have been drawn.

_ELH

20y wn:q
246008 950 15958 A28

CCEAN Lapta Touxh
Srem 115 Wl 756CE
BB PAM

Fedede Ay
$1.149.00

WAANT,
$1,065.00

S JJG 99

Click the product picture to go to the detail page.

Do you like the results?
Do you want other recommendations?

That's enough.

Do you need any other help?

No thanks

Pleass use Robo-Advisor when you
need help again.

]

b

st g (eflsk A, FAaA)

FoAAES AV e s 9§, FHAE AF] T e st
3= dAE 7THAHER 9t @2 Dabholkar, Sheng
(2012) 8] A5 #Faste] & A3 o] 9 weksielrt. 22 A 71X
gEow, = FHE YEES 7Y o), th= bl
Yo FoOH FHE YFEE Y JfsYol FOF GO
TN, THHAEA = g FYIFx =k 7 = gf

A&t stm



serrh = sHeAE st iR £3¥3=e Aevts 4u
2 9270 % el WA d#Ade] 2 2o Yt

otrt, =49 wiylass ASer] Sl Aol sk 2&=
Nan, Anghelcev, & Myers (2006)2] A= Zrudle] AT
e d 7k FdEow I oolHES  dis Arhy
1) A5 A QA (intelligent/  unintelligent), 2) 5 %34 (competent/
incompetent), 3)WU-SWEHA] (trustworthy/ untrustworthy), 4)A1Z &
T S =A (reliable/ unreliable) ©| vt FEES oA HER

SHsHAE st AEAd £ Aents dub i@ 2=.9380%

2
et =2AAE 9siA Epley (2010) 9}

Kim and McGill (2011)¢] 55 Fraste] FoAxtsoAl F718 02

‘Ui Y oJoJHEE  ANHOEA YFHL” 2z Y
JoldEE  ARYA Y= HAE  HIART  uE e
NolAEA} 48 A Y= HAY ARG O BFE THAE

(1 = o8 284 @k 7 = ijf 29D FHES Hdnkh 95

& e= 804SR ot WA d¥Aol F R UEW

K57l O AFEAGLH
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4-2. A3A7

ZFFF s 23 g 2He A

ok

Aoz o

YEFE EF A% lAn FEe] nAr- Qge I

AFE ol wet el golatn eyt 5, FAE AFo]

ol dFAHEY  (two—way ANOVA)S Alsksitt. 2(9Qlst =5 11
vs. A) x2(AFFE: S Avs. AEA) ANOVA A& A3, o4t
22a b FolvetA Yebser (F(1, 396) = 3.95, p < .05). $HH,
ojlst el e Fades FoustA vebd vk (F(1, 396) =
17.17, p = .000), AFFFE o] et Fa3 A Fou|siA

e (7(1, 396) = 80.91, p = .000).
I vk, AE ARl weh, B8R 2xedA e, ot vt
Zo] FAzRtES 9lst FFol e AU W, FH AFe o

T o) e} =ty (Moas = 5.53, SD = 1.19; Mr9as = 4.62, SD

>
&

©

=

1.27; F(1, 198) = 27.47 p = .000). ¥4, 2J¢l3} o] It
A= AFFHA e FYgRe ol FouskA A

2 SR



etttk (Maqs = 3.58, SD = 1.81; Mugas = 3.90, SD = 1.59;
F(1,198) = 5.12, NS [Z1€9]).

- 9| Q15 A
S
G—-

.
o)
= —_
+ =
hq:ﬂ -
f
®
ok 5

l—

¥ 48 4 247

ZEE mjad °913 AxE SN, A4

FulgEE FHWUE, 191 AERIS 2EWsE

mlo

o 7H
ol =4

i

_0|L
r&ﬂ

Wl EsE #HEsk7] 98l PROCESS Model 8 (Hayes, 2013)%
AHEEE] 5,000 FEXAEF] MEY 95% CIE& o]l &3 A3l

aNAdor A" wAsd:E FAvSHA JERET S,
T8 wel o3t o] FHAE Tl Ee A=
b @yt FovsA »yEbs Y (95% CI [ —1.01, —.20]; +3F <tell

02 ¥3etA gdormw fFoust xdd vizlast).

ZAWFEd AE ¥ =AY HHanEsE AR,
AFEel EAAd W 2dF HHEA= 95% AFHFIM 0=

xsteba] ol {Fogs & 4 UT(L = .294, SE=.137, 95% CI



91}

= 95% A FtelA 05 Egetal

[.02, .56]) whd, A3
S99 5k A veRT (2 = .304, SE=.172, 95% CI [—.03, .64]).
(1] 24AWS 328 2A8 v a9
95% CI
ZAAEHD 4 SE LL UL
2Ly 294 137 024 .b64
A 304 172 —.034 642
gAgH N7 wlEdsE dolr ] 28 PROCESS Model
4 (Hayes, 2013)& o]&3le] HREAEHRMS APt 5,000
HEXEMN MEIS o] g3t Ay AFAHS B3 993l 59 FHAE
Tl = v A= 3 adF f-onlskAl YErS Y (g = 0.34, 95% CI
E3kslA] kom g fomst wis/fEay H2).
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Abstract

The Effect of Chatbot’s
Anthropomorphism and Product
Type on Perceived Credibility and
Recommendation Acceptance

Kang, You Jin
Business Administration

The Graduate School

Seoul National University

The research aims to reveal the mechanism and the
moderating effect of recommended product types, in which the level
of anthropomorphism of chatbots used in artificial intelligence
recommendation services affects consumers' decision to purchase
recommended products.

To this end, based on the concept of social presence, the
research verified how it affects consumer attitudes and responses,
including perceived credibility, according to the degree of
anthropomorphism perceived by consumers, and see if these
differences also affect purchasing decisions.

Furthermore, an experiment was designed to find out how
different type of product(search good vs. experience good) would
from the recommended product's purchase intention, by interacting
with the level of anthropomorphism of chatbot.
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This study suggests that while studies are being conducted
mainly on improving the quality of technical aspects in the current
consumer market where artificial intelligence technology is more
widely applied, attention and research on factors other than
technological quality, namely the degree of anthropomorphism, an
illogical emotional tool in humans, should also be activated. In
addition, measures are proposed to enhance the effectiveness and
efficiency of chatbot services, which are becoming popularized and

universalized.

Keywords : Anthropomorphism, Chatbot, Social Presence,

Credibility, Search Goods, Experience Goods

Student Number : 2019—-29525

43 -":r-\ﬁ-! _kl.':_ -|_- ] -



	1.서    론  연구의 배경 및 연구 목적
	2. 이론적 배경
	2-1. 챗봇 (Chatbot)
	2-2. 의인화 (Anthropomorphism)
	2-3. 사회적 실재감 (Social Presence)
	2-4. 신뢰성 (Credibility)
	2-5. 제품 유형-탐색재와 경험재

	3. 가설 설정 및 모형 설계
	3-1. 가설설정
	3-2. 연구모형

	4. 실증 연구
	4-1. 실험설계
	4-2. 실험결과

	5. 종합 논의
	참고문헌
	Abstract


<startpage>7
1.서    론  연구의 배경 및 연구 목적 1
2. 이론적 배경 3
 2-1. 챗봇 (Chatbot) 3
 2-2. 의인화 (Anthropomorphism) 4
 2-3. 사회적 실재감 (Social Presence) 8
 2-4. 신뢰성 (Credibility) 12
 2-5. 제품 유형-탐색재와 경험재 13
3. 가설 설정 및 모형 설계 15
 3-1. 가설설정 15
 3-2. 연구모형 19
4. 실증 연구 20
 4-1. 실험설계 20
 4-2. 실험결과 28
5. 종합 논의 31
참고문헌 33
Abstract 42
</body>

