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Abstract This study investigated the effect of size recommendation technology convergence on
purchase intention mediated by information credibility and satisfaction. The survey for this study was
conducted on Amazon Mechanical Turk targeting U. S. residing women aged 18 to 60 years old who
have never used size recommendation technology. They experienced the size recommendation
technology in the provided web page and returned to the survey to answer the questionnaire. The
analysis was done with 213 surveys using SPSS 27.0 and Process Macro (model 6, 5,000 Bootstrapping
sample). The dimensions of service quality were found to be responsiveness and ease of use, and both

have a significant effect on purchase intention through information credibility and satisfaction.
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Table 1. Results of exploratory factor analysis for SRT
service quality

Standardized
Question Items factor loading
1 2
SRT reflects my information. 739 271
Responsi SRT respgnds to my r.equests. 675 394
veness |SRT provides personalized 616 263
service.
SRT considers my information. .609 .502
SRT is easy to find the
information | need about the size. 79 837
Ease of SRT helps me to find my size 331 790
Use |quickly.
SRT is easy to get the right size 41 704
for me.
Eigenvalue 9.193 1.026
% of variance 21.198% | 20.780%
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=9 H sto] F 7) 5}9JAko] thste] ZH2t Hayes[5517}
A|RFt Process Macro(2@ 6%, 5000 bootstrapping
sample)~ ol-gsto] A5kt
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4.3.1 B340| 2 AZR MRS 7= 10 Q|
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Ato|2 4 HZEEA] AH|IA F4 F ¥Rg/do] +
o oo uX|= FFFo gt olF il g AFTH
7] 95t Hayes[55]7F AIQFSt Process Macro(@ 6
H, 5000 bootstrapping sample)E ©]-&sfo] EAstH
A= Table 29 2t 1 A3} 942 FE 4=9)
(8=.975, p<.001), T=0ll(B=.203, p<.01) F2gt JF
< vHoeH, X A== wEIHB=.295, p<.001) 71
9J=of(B=.412, p<.001) FJ3F B PIXIL AA
I, &2 o 9%oj(B=.419, p<.001) oIt d&
A= A0E UEkth 13y §RgAdo] Tl ko
A= FFE FYoHA] L& AR YERT

Table 2. The effect of responsiveness on purchase

intention

Path [ se t P
RES — INC 975 039 | 25.036 000
RES — SAT 203 .076 2.690 .008
INC — SAT 295 .067 4.396 .000
INC — PUR 412 .088 4.691 .000
SAT — PUR 419 .087 4.841 .000
RES — PUR -.035 .096 -0.363 717

vk3/go] Ftuff Qo) W= FaFel gt olF Hi
BIE AE5] 8l 5000389 EAEHFYS Z]AT]
I ARFEE 95%E AAste] B4 A|gE A3 bt
S/do] A AFE wE o Q=] w|A= FF
Table 33} ZHo] .402(.242~.558), HF-S-4jo] k=S ]
A= Tl oz vX|= g3k .085(.011~.168), §H&
‘do] A A=}l S £AH o7 wiAfsto] Fuf <
Lo uAE FFE 121(.040~.226)0F YERGO
% 74 29 .607(451~.769)F UERt &314 i
AIE EActe ZA0E YT

Table 3. Total indirect effect of responsiveness on
purchase intention

Path Effect | BootSE| Logr | oo
RES—INC—PUR 402 | 081 | 242 | 588
RES—SAT—PUR 085 | 040 | 011 | .168

RES—INC—SAT—PUR 21 | 047 | o0s0 | 226

Total 607 | 081 | 451 | 769

Z12J5}o] Table 40] Lrebd el ZFo] Hkg-/do] uf
o vA= FF F Adk= 572, (p<.001)ZE HEr
W

Table 4. Total effect of responsiveness on purchase

intention
Path [ se t p
RES — PUR 572 .054 10.609 .000

4.3.2 ME Holdo| ME Mot HES f/HE S10j
90| O|Xl= H

Alo|2 24 HAZsgA] AHlA 24 F AR HoA
o] Fuff Q%o mA= FEFol thet ol il BE A
Z317] 9ste] Y9} ulR7IA 2 Process Macro(2E 6
®H, 5000 bootstrapping sample)& ©]-8-5to] EA5}
aom, Aik= Table 59 2ot ¥H-gA43 nE7IR=
A HOAE Hf o] X FFE AYsta 2
£ ARVt BAFCE Fosiqltt. AME WY FE
A1Z|2H(B=.764, p<.001), THE£(8=.287, p<.001) %]
FEE mFeH, FHo| gk A== TEIHB=.246,
p<.001) o 9Jw=of|(8=.400, p{.001) RISt FFS
uA ek &, WSS Tl YJEof(B=.425,

p<.001) I3t FF2 PR AU

Table 5. The effect of ease of use on purchase intention

Path [ se t P
EOU — INC 764 .048 15.978 .000
EOU — SAT .287 .049 5.891 .000
INC — SAT .246 .047 5.21 .000
INC — PUR 400 .067 5.999 .000
SAT — PUR 425 .092 4.626 .000
EOU — PUR -0.024 .070 -0.342 733

AR Holgo] il Qo A= FIFol| it olF
i B2 AE55] Yal 5,0008]9] RAEH WS X
ot AFFE 95%= AAsIe] BHS As 2
3}, Table 63 Zo] A& HO4do] HH A= WA=
T 9of mAE JFL 305(.197~.423), A& H
odo] TES WHR i ko] mXle FIF
.122(.058~.204), A& wol/do] R Aol TS &
AHog  djZfste] Fu  Sko] wX&
.080(.035~.138)°02 uehgon, ZF ZHd

ol
o o

ol of

3}
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507(397~.633)% e <314 o) w3t £Ajsh
= 02 ey

Table 6. Total indirect effect of ease of use on purchase

intention
Path Effect | oot | oo | oot
EOU—INC—PUR 305 .057 197 423
EOU—~SAT—PUR 122 037 .058 204
EOU—INC—SAT—PUR .080 .026 .035 138
Total .507 .062 .397 .633

1j3}0] Table 7014 LrERLEE AR8 Wojido] 7o
olwo] ujAL & FFH(B=483, p(.001) THeT} 2ol
ettt

Table 7. Total effect of ease of use on purchase intention

Path R se t p
EOU — PUR 483 .051 9.401 .000

A7 Aae Sshd ohat ok AA,
Atolz 34 HlAEzA|9] Auls F49 5}%’45‘%%40 ks
ST ARE Hodor YERtoH, & SheRkee
7 o] A JI= vIAA e, FHE *549}
7 g vizfE ) Qo] Ao I 1|
Ae Aoz yeht 7He 12 FEFes AAHH
A, R ARE o2 HE AR AFE Wiz
T} Qo] FF= HIAL ot 7HE 2= AA] HIU
AR, B33 AME Hol g2 B A fhES vivi=
Tl o] Y= wIAL ot 7HE 32 AA] H U
A, W33 ARE WO B R Al=je) i vt
o] &A= vii= 7 oo Y= mIAAL }lof 7
A b= AA =HU-

o

Z2E 2 N

el 22 7]& Lo WztsHA S ghen, 7]
&5 S A A8 Aslet Auag A g
af reH50]. & At 22l WA SJE L Lol A
Zo| =YPH Afo]= 24 HAERA ASAE dIe
2 AHA F4o] HH Aot TS AR T o

o Ae YFe AsHeR AFsor A+ 2%
e A R S B B B R O R L |

of SIS WA AL WOYOE F RUS B

= AR A=et 14 952 241 WA= se] 74 <
= S VAT G Ao Uekton], T o
of YA FFL VA G A0 AR,

2 A wA deiste A el ey @
A2 WS, A2 Ago] FBoHL ik HAl Has
279 e A5H 0% Ao, dolag o8

sto] FEE AFshs HAas2A 00 et 122 vEe
2 A5 A=E w7 W42 5to] SERVQUAL 2
AR SHEA 9oE Adrh

2 A7) ARA AARES thedt Zh AA, Ea
E2A9] &0l Qlo] ABARY] &% ARgol $AIAl
w|ojof gitt. ol g W19 SEvto g AAV} S
7 AR, 2% ATRE AEE FE 5o e A%
9] o] 7Fsdt 7HE 21 5 X9 2Rl Y

oA AREAN] Ho7t HLAAE L Q= AT WS
o] st= Zoloh. Alo|=2 4 BlAsEAE Tt A
S ARl A3t AAE Bl LA ol8S &
AL 4 P& Aoltt. EA, A=A s FE A5l
%—’F@Ol . AR Afo]2 2 HAEEA9 AR
Sl L tEt HeE AT Bt ol
e, *}012 F4 EHZE2A7} Agskes JEE ol8s
of FuiE eEstA HEE, Alo|]2 4 HAsEA7}
AlZots 424 Qe FEE ARl tiet it A
W2 AFEE 1HE dHeHA 34T 4 e IR
= Ao|t}. AA], TR AJo]= =4 g TEZA|7} 7|dko.

E Sk &HAE] Al Ao = HlolH, o] Sl HlolH
olejo k= AH|AFY] Ato]=e} Rof gt HAE AFT
T = dlolE Y g Bl A4 s AE AT
o] asit}. YA, Ale]= 24 HAEEAE o83 /i
Ql5kE] AB]A(personalized service)29] &3o] ©Q
siot. @A w2 2791 A e deEe] AlEsta A
L Feold Aulak Anjake] TAIAe ofd o)
og upgog auRjolA AHEo] BES AASL 9
o 2y A AES 2 TRl deo] AEUA
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BjAe] Alo]2E whegsto] gkl THset Auo] BEg
AT 2N LHRA o FHQlstE AHAE Xﬂ%é

th
nJlo

% 9 # ohfe olg B9} 7199 BRE %Y & 9
2 Zolet
£ aneld A7 4



22101 ATO| HI0|E F& 7|8 MO|Z FH MH|A: MHA B, M AME|, T2 0kx0| 20f o|=0f st dgt 15
REFERENCES with fit and size of garments among young consumers
in online shopping. Journal of Textile and Apparel,
Technology and Management, 83), 1-14.

1] H. K. Lee, N. Yoon & S. Jang. (2018). Consumers’

. usage intentions on online Jprogéluit rec)ommendation (12] L. Rao. (2019). eBay Acquires Phisix to Intergrate 3-D
service -Focusing on the mediating roles of Virtual Try On Technology across the Marketplace
trust-commitment-. Journal of the Korean Society of and More [Online]

Clothing and Textiles, 42(5), 871-883. https://techcrunch.com/2014/02/19/ebay-acquires-p
DOI : 10.5850/JKSCT.2018.42.5.871 hisi)}(l—to—in’fgralte—3—d—cxlfirtual—try—on—technology—acro
ss-the-marketplace-and-more

[2] Y. ]. Park. (2016). An analysis of customer preferences P
of re-commendation techniques and influencing (13] J. Kim & S. Forsythe. (2008). Adoption of virtual
factors: A comparative study of electronic goods and try-on technology for online apparel = shopping.
apparel products. /nformation Systems Review, 18(2), Journal of Interactive Marketing. 22(2), 45-59.
50-77. DOI : 10.1002/dir.20113
DOI : 10.14329isr.2016.18.2.059 [14] S. K. Kim. (2016). Online Shopping Mall Virtual Fitting

[3] D. H. Oh. (2018). Naver, Advancement of Personalization Online Supplement ‘New World' [Onlinel.

Product Recommendation System Based on Al https://www.mk.co.kr/news/business/view/2016/06/4
AITEMS' [Online]. 09967/

http://www.newsis.com/view/?id=NISX20180209_0000 [15] M. Bain. (2018). Zozo's Promise of Fast, Cheap
22 6324&cID=13001&pID=13000 Custom Clothes with its Zozosuit Looks Like a Bust.

[4] M. Blazquez. (2014). Fashion shopping in Quartz [Online].
multichannel retail: The role of technology in https://qz.com/quartzy/1486352/20z0s-z0zosuit-for-c
enhancing the customer experience. /International ustom-clothes-is-looking-like-a-bust
Journal of Electronic Commerce. 18(4), 97-116. [16] S. Nussey. (2020). Fashion Site Unveils New and
DOI : 10.2753/JEC1086-4415180404 Improved 'Zozosuit 2' [Onlinel.

[5] Y. K. Na & B. S. Hong. (2008). The effect of the https://www.reuters.com/article/us-japan-fashion-zoz
perceived risk, trust of internet shopping on the 0-idUSKBN27E11G
perceived usefulness, attitude, and purchase intention [17] E. brook.. (2016). & Startups Trying to Help You Find
of the fashion merchandise. journal of the Korean Clothing That Fits [Onlinel.

Society of Clothing and Textiles, 32(5), 834-845. https://fashionista.com/2014/07/8-tech-startups-tack

[6] C. Xu & H. S. Park. (2014). The effects of risk ling-clothing-fit
perception on e-WOM in internet shopping of [18] S. O'Hear. (2018). True Fit, the Personlisation
Chinese consumers in their 20s. Journal of the Platfotm for Apparel and Footwear, Raises $55M
Korean Society of Clothing and Textiles, 38(5), 690~ Series C [Onlinel.

704. https://techcrunch.com/2018/01/15/true-fit/
DOI : 10.5850/JKSCT.2014.38.5.690
[19]1 A. Parasuraman, V. A. Zeithaml & L. L. Berry. (1985).

[7] E. J. Ryou. (2002). The determinant factors on the A conceptual model of service quality and its
service quality and buying intention of internet implications for future research. journal of Marketing,
apparel shopping mall. 7The Research journal of the 49(4), 41-50.

Costume Culture, 10(3), 261-269. DOI : 10.1177/002224298504900403

[8] H.]J. Kim & M. L. Dambhorst. (2010). The relationship [20] H. M. Al-Borie & A. Sheikh Damanhouri. (2013).
of  body-related  self-discrepancy  to body Patients' satisfaction of service quality in Saudi
dissatisfaction, apparel involvement, concerns with fit hospitals: a SERVQUAL analysis. /nternational Journal
and size of garments, and purchase intentions in of Health Care Quality Assurance, 26(1), 20-30.
online apparel shopping. Clothing and Textiles DOI : 10.1108/09526861311288613
gf)s[eﬂig{T?;?ggsgg((g)ﬂzg§7ggé6 [21] C. Gronroos. (1984). A service quality model and its

marketing implication. European Journal of Marketing

[9] A. Merle, S. Senecal & A. St-Onge. (2012). Whether 18(4), 36-44.
and how virtual try-on influences consumer responses DOI : 10.1108/EUM0000000004784
to an apparel web site. /nternational Journal of
Flectronic Commerce, 16(3), 41-64. [22] A. Parasuraman, V. A. Zeithaml & L. L. Berry. (1988).
DOI : 10.2753/JEC1086-4415160302 SERVQUAL: A multiple-item scale for measuring

consumer perceptions of service quality. Journal of
[10] A. N. Lee. (2018). 7 Success Rules of Naver Shopping Retailing, 64(1), 12-40.
Mall [Onlinel. [23] C. K. Naik, S. B. Gantasala & G. V. Prabhakar. (2010).

(11]

http://www.news2day.co.kr/105435
H. J. Kim & M. L. Damhorst. (2013). Gauging concerns

SERVQUAL, customer satisfaction and behavioural
intentions in retailing. European Journal of Social



16 &=8astsl=gx| M123 HM7&

[24]

[25]

[26]

(27]

(28]

[29]

(301

(311

(32]

(33]

(34]

Sciences, 17(2), 200-213.

R. Ladhari. (2009). Assessment of the psychometric
properties of SERVQUAL in the Canadian banking
industry. Journal of Financial Services Marketing,
14(1), 70-82.

DOI : 10.1057/fsm.2009.2

J. Tarigan. (2008). User satisfaction using Webqual
instrument: A research on stock exchange of Thailand
(SET). Journal Akuntansi dan Keuangan, 10(1), 24-47.
DOI : 10.9744/jak.10.1.PP. 24-47

R. M. G. Kumar, T. Jothimurugan & P. Anbuoli.
(2018). Importance of SERVQUAL dimensions in
leveraging service quality in insurance industry from
the perspective  of  different cultural and
socioeconomic  environment-a SEM  approach.
International Journal of Services and Operations
Management, 30(1), 98-119.

DOI : 10.1504/1JSOM.2018.091442

S. Sumaedi & M. Yarmen. (2015). Measuring perceived
service quality of fast food restaurant in Islamic
country: A conceptual framework. Procedia Food
Science, 3, 119-131.

DOI : 10.1016/j.prof00.2015.01.012

F. Buttle. (1996). SERVQUAL: Review, critique, research
agenda. European Journal of Marketing, 30(1), 8-32.
DOI : 10.1108/03090569610105762

V. A. Zeithaml, A. Parasuraman & A. Malhotra. (2000).
A Conceptual Framework for Understanding e-Service
Quality: Implications for Future Research and
Managerial Practice (No. 115). Cambridge, MA:
Marketing Science Institute.

E. T. Loiacono, R. T. Watson & D. L. Goodhue. (2007).
WebQual: An instrument for consumer evaluation of
web sites. /International Journal of Electronic
Commerce, 11(3), 51-87.

DOI: 10.2753/JEC1086-4415110302

B. Yoo & N. Donthu. (2001). Developing and
validating a multidimensional consumer-based brand
equity scale. Journal of Business Research, 52(1),
1-14.

DOI: 10.1016/50148-2963(99)00098-3

M. Wolfinbarger & M. C. Gilly. (2003). eTailQ:
Dimensionalizing, measuring and predicting etail
quality. Journal of Retailing, 79(3). 183-198.

DOI: 10.1016/S0022-4359(03)00034-4

S. Janda, P. J. Trocchia, & K. P. Gwinner. (2002).
Consumer perceptions of Internet retail service
quality. [International Journal of Service Industry
Management, 13(5), 412-431.

DOIL: 10.1108/09564230210447913

S. Ha & L Stoel. (2012). Online apparel retailing: Roles
of e-shopping quality and experiential e-shopping
motives. Journal of Service Management, 23(2), 197-
215.

DOI : 10.1108/09564231211226114

(33

1361

1371

(38

1391

[40]

[41]

[42]

[43]

1441

[45]

[46]

E. J. Lee & J. O. Kim. (2011). The service quality
perception, purchase satisfaction, recommendation
intention, and switching intention of fashion
consumers according to the types of internet
shopping malls. Journal of the Korean Society of
Clothing and Textiles, 35(8), 890-905.

DOI : 10.5850/JKSCT.2011.35.8.890

H. W. Sung & E. Y. Kim. (2019). Market segmentation
by loyalty and switching intentions of mobile social
commerce apps —Differences in perceived service
quality and switching barriers-. Journal of the Korean
Society of Clothing and Textiles, 43(1). 65-80.

DOI : 10.5850/JKSCT.2019.43.1.65

Y. J. Song & Y. R. Lee. (2020). Perceived service
quality through cognitive communion of social live
streaming service (SLSS) of fashion product and
moderating effect of purchasing experience. Jjournal
of the Korean Society of Clothing and Textiles, 44(4),
639-656.

DOI : 10.5850/JKSCT.2020.44.4.639

S. Y. Kim, E. H. Kim & J. H. Lee. (2020). Effect of
quality of curation service on user satisfaction, trust
and persistence usage. Fashion and Textile Research
Journal, 22(6), 762-776.

DOI : 10.5805/SFTI..2020.22.6.762

7. Purevsuren. (2020). A Study on the relationship
between air service quality and customer satisfaction
and repurchase intention in Busan - Ulaanbaatar
Route. Master Thesis. Pusan National University,
Pusan.

A. G. Woodside, L. L. Frey & R. T. Daly. (1989).
Linking sort/ice anlity, customer satisfaction, and
behavioral intention. _Journal of Health Care
Marketing, 94), 5-17.

J. J. Cronin Jr. & S. A. Taylor. (1992). Measuring
service quality: A reexamination and extension.
Journal of Marketing, 56(3). 55-68.
DOI : 10.1177/002224299205600304

Y. J Lee. (2016). Relationship between service quality
and purchase satisfaction on overseas online
purchasing service. Journal of Digital Design, 16(4),
117-123.

E. A. Locke. (1969). What is job satisfaction?.
Organizational Behavior and Human Performance,
4(4), 309-336.

DOI : 10.1016/0030-5073(69)90013-0

J. C. Olson & P. A. Dover. (1979). Disconfirmation of
consumer expectations through product trial. Journal
of Applied Psychology, 64(2). 179-189

DOI : 10.1037/0021-9010.64.2.179

D. K. Tse & P. C. Wilton. (1988). Models of consumer
satisfaction formation: An extension. Journal of
Marketing Research, 25(2), 204-212.
DOI : 10.1177/002224378802500209

R. L Oliver & J. E. Swan. (1989). Consumer



=2t £TO| HIOE S 7|8 AIO|= M MH|A: MH|A

=3, He Mz, I

OHE0| Y OO ChS oft

17

[47]

(48]

(49]

(50]

(511

(52]

(53]

(54]

(53]

(56]

perceptions of interpersonal equity and satisfaction in
transactions: A field survey approach. Journal of
Marketing, 53(2), 21-35.

DOI : 10.1086/209223

R. A. Spreng & R. D. Mackoy. (1996). An empirical
examination of a model of perceived service quality
and satisfaction. Journal of Retailing, 72(2), 201-214.
DOI : 10.1016/S0022-4359(96)90014-7

C. 1. Hovland, I. L. Janis & H. H. Kelly. (1953).
Communication and Persuasion. New Haven :@ Yale
University Press.

R. G. Hass. (1981). Effects of source characteristics on
cognitive  responses in  persuasion. Cognitive
Responses in Persuasion, 141-172.

Y. H. Cho.. (2007). The effect of the customer trust
with cause the informations of the commodity and
seller on the purchasing intention in internet open
market. The e-Business Studies, 8(4). 189-210

DOI : 10.15719/geba.8.4.200712.189

D. W. Kwak. (2015). The effect relationships among
trust, satisfaction, and use intention of tourism
information. Journal of Tourism Enhancement. 3(2),
91-102.

N. Meyersohn, C. Isidore & CNN Business. (2020).
Four Famous Stores that May Not Survive Because of
Coronavirus [Online].
https://www.cnn.com/2020/04/07/business/jcpenney-
sears-neiman-marcus-j-crew-retailers-coronavirus/in
dex.html

S. A. Raza, A. Umer, M. A. Qureshi & A. S. Dahri.
(2020). Internet banking service quality, e-customer
satisfaction and loyalty: The modified e-SERVQUAL
model. TQM Journal, 32(6), 1443-1466.

DOI : 10.1108/TQM-02-2020-0019

C. Nunnally. (1978) An overview of psychological
measurement. Clinical Diagnosis of Mental Disorders,
97-146.

DOI : 10.1007/978-1-4684-2490-4_4

A. F. Hayes. (2017). Introduction to Mediation,
Moderation, and Conditional Process Analysis: A
regression-based approach. New York: Guilford
Publications.

I. H Park & S. W. Jeong. (2021). The Internet of
Things(IoT) applications and value creation in the
retail industry: Focusing on consumer decision-making
stages. Journal of Digital Convergence, 19(1), 187-198.
DOI : 10.14400/JDC.2021.19.1.187

2 X] 2(Chi Eun Kim)

[H3l3]

- 20014 29 : A3t YLk
(o]8kAh)

- 2006 6¥ : Istituto Marangoni
(HAh

20199 29 RAlstw
(o]5hekAp)

- Ao sjd AR, A H AP

- E-Mail : jienekim@gmail.com



