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The Effect of Personalized Product Recommendation Service of Online Fashion Shopping
Mall on Service Use Behaviors through Cognitive Attitude and Emotional Attachment

Mi Young Choi
Dept. of Fashion Design, Duksung Women's University, Seoul, Korea

Abstract: Personalized product recommendation service is receiving attention as a new marketing strategy while sup-
porting consumer information search and purchasing decisions. This study attempted to verify the effect of self-reference
on service use behavior through the dual path of cognitive attitude and emotional attachment. Using convenience sampling,
an online survey was conducted with 324 women who were in their 20s and 30s. After collecting and compiling the survey
data, the reliability and validity of variables constituting the conceptual research model were verified through confirmatory
factor analysis using AMOS 22.0. Next, the significance of sequentially mediated pathways was verified using Process 3.5
Model 80. The results showed that self-referencing not only significantly affects service use intention by simply mediating
cognitive attitudes but also sequentially mediates cognitive attitudes and additional information search. Furthermore, self-
referencing was significant as an indirect path to service use intention by mediating additional information search. However,
in the path mediated by emotional attachment, self-referencing was considered as a simple mediated path leading to service
usage intention. These results indicate a dual path in the psychological mechanism, through cognitive and emotional eval-
uation, that prompts consumer behavioral responses to the personalized product information provided in the shopping process.

Key words: product recommendation service (%33 33 48] 2), reference (A}713%), cognitive attitude (2122 €} %),
emotional attachment (743 °§&}), service use behaviors (*H]2= AL8-3)%)
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APl ZA #&F & AUrt.

2 9Ju]9] AlF F-4H)2(product recommendation services)
= AHRbe) A AFS st AlFalr] Ask FEAX
Ho2A, LHIA ) Aol AFS Btk E&%0| EHHo
2 A9 £ oles AMgRle] 9o RetuEs ARuks Al
ste] Algshs AH|ZE u]sth(Lee & Moon, 2013). @Al
2Rl AL ENA AFBIAL e AF FxRlas 54
AFS Aar] f1al AMgshes BRYo] TVt wet &

o] AR AT (Moon & Lee, 2012). F3A]2H)
fFriodle fFAPSE FHeIY 7t 713 RPdEe] F33
e AAE7INE FHAME| S B o} AHRTE Bl el
A AES AR 4ES Fdske HE719 EE® (contents
filtering)} ¥]52gt HFol} M E 717 o} AW} )
P FES FH3NTF= AR HY HEI ™ (collaborative
filtering) *&4]2] 7}18}F FHA2H] o] ltk(Lee, 2016). W87
H e ot ARA I ¥Y HPES B3 RISk dE
d(personalized product recommendation)> TSt W ZF
o] g FEF AR AE 2 A et =2

5 A FHsF= FulolEle] 9w i)
o= dofElntolds} AFE Held 71&S 7Ivke s g
1 Fajjo]g] dlo]EliE ofal AAIZE AMAF SE HoE7IA|
tel AQAA At FFolv Mulag FHshe AT
719ke] Al2ElS wofate] An|zl &8 B vhiRe] of
F7HZIHA SlolBEl= E Z2ulRlskE AMH| A2 g}
At sARE 2891 LG EoX = AR 54
s =i MD 33 7o) w7k FHAP R 7]
ol AE dE o] o]Folx|= n7iRIskE A4 7w HEH
(knowledge-based filtering)= ©}&7}#] &3] Hg5 3 ct
(Lee et al.,, 2017; Yoon et al., 2019).
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TAEL A 98| (o et al, 2013; Lee, 2018; Song
& Jeong, 2016), 2H|Z} ST AP AE FHARIES] &
Foll tigh #79} olol] tigk Anjrte] M5 wkga Wl HF:
sl ofH 9] 3 WHol a3H Q1A (Park, 2013; Yang et
al, 2018)°ll ZX|3L Qo] FHMB|AE AME3hs AH|AE o]
skt WlEg Hol rt. et ARt SR AFES A
FA Aol FukEl= ARA H[E-S Fo|al MEe] golds
FATE G e AAF SHNEE FHA0E R
tH(Kamis et al., 2008). Yoon et al.(2019)2 FHA|H]20
gk g7kl Slof AH|Rke] He] FRstel fAMY BT gl

221 FAMB| S ARGl MAE G dTHoE AT

Lo

3199tk Moon and Lee(2012)9] 7= 221l oFagE
22191 3K Online Mass Customization: OMC) A&
AAE| 2] tigk Anjxte] Q1A A WS xEHOR
AT E T OMC AH|2of tjgh 2HRke] o] 8 e s oS53l
A el 23 AAA o2 HE r1eAS AASIT
Choi and Lee(2012)E 71Q13E AF F3AMuH]| 0] et AR
24e] HrE 32 Azl 7Nkek A2E A3k o]
3 F=E= ARAe] Hixel sk F
Star &F5ith. AR, F31AH] 0] of
oo Uik o] 58 W o
AAF HEFAL 7INke R JRlstE AF FHAM A A
Fol] tht A AlZte] An|AL el Ag >
ujH)gk $=F=o|th(Lee & Ahn, 2018; Yoon et al, 2019). we}
A AR oA 20l B FHE 7FsE A A
F FAARNEE 83 FAFE Ois AEnkgond AH| =
Aol mE FAE A ofE A wAYZe] 2esh=
A k] g8l AAA, BAHA WS BE xdehe AT
o] Jaido] A7|€r

b, 28Rl AF FHIAMHE 0]8-S B3 ARAREC] 71
She ARSAF B7IeAES AR vk} Ue AEAS e
U BEY QQTHChoi et al, 2011; Shim, 2012; Um, 2014).
E3], ARAES AR 3E AR =2HE 2 wAx]o)
U #4E Hol= Aol o, aF I8l AR8AF A5S
78le 4= Qlth(Escalas, 2006). 35 FAA 20 dist 432
AREALY] HE WSkE 7EAE ¢ AL, FE AdEe] ik
o] Fo] ARgAe] FUIH R FHE AEe] TR o
B, 702 A FANze] AR RE IsAZ
g Aok, wEpA] AREAlA] ARet R 2 RS Alesie 3
FHoZ FulE fsie 2Tkl AE FEMNEE ARRAE
o] A3}t = Hrloll At (Park & Choi, 2018), =24
Trfjsiee] e} FHAFA et ARGAAAS AX FHA
F& Fuistzat sk s B AAE FAHR] R&A
ARgoEe] GRS mFoEA ARl AR Z8E 5 Qi

2 dTe 22l AF A2 =29 ARAES] A
27 Wk} PFue Alojo] A QA AAE At
A3l Fujelr AR el st 7PF 718A1 B o SRl S-
O-R BES o] &35t A= whg0 2 ojojx|= d#e] &
B2} 58 olslsle S-0-R 2ES FHEARl HZ Aol
= ARl F71A 00 JES YS wEAA FEAL
B4 HAIAY A5 ke § 1 A5E MEshe oeket &
T3 e 2% 23T YT McLeod et al, 2002).
Moon and Lee(2012)= S-O-R I thol] A3t AH|RE
o] AxIFAF sk WF wheo=E XA E=e 794
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2.1. FHEH| XP[&=

A7 |32 (self reference)dt AFEAF7F ARl (Self)’=}
g T ol distd 384 HxE A =
ISl FAu|zdM 9] 27| FRE AMERRe] 7
3 E= 2Rl A3E viQlskE 9 SREE AlEs
2 AYEti(Tam & Ho, 2006). A1HES 279
 2ReA] S8 Q1A ARY 7F- ol & 7Ys
g BT w221 & E ARRAELE ARACA|
slal fARSE SnE 7RE 48E EAES 7Y A
Boltha 7PdE 4= dth(Meyers-Levy & Peracchio, 1996).

Burnkrank and Unnava(1995)= ARSAE-S ARl Adkd
A =Z2EH 2 wARe] o #AE Hels ATl dom,
a2 Q8 ARSAF A5S Y s F ok ST Choi
and Lee(2012)= 7HQIS8}E FA 28] 9] ARAL 7ol tigh &
4 2ol g AT-E B3 ARA A 3 2]
ZE AFsiHA FERC] ARl HHE RIS AlFeial
AL AREARY] EEo] Algd o Fio] FUKsaL 814
Um(2014)2] QoM FHMu| 0] A2, 3743 e
MRSt FMH 2 8o xe] JEFe vRITh SIS &
Ao E FHAH|2Y HrleAS R JE A7 (Choi
& Lee, 2012; Park & Choi, 2018; Park, 2016; Shim, 2012;
Um, 2014)E0°l A8t FH |20 st AR} H7Fa s
2 FHAR RS Az FEstaat gt
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22, QXA "otel ZHEN @It

2nRbE AR Il QIX A rtke) A 7 A o
7V gt X3 Frt A, <24 Hrks Bl AE
oLt AMH|Ze] tigk 7EX]9] F8AS Hrshe AolEtar
(Han & Hyun, 2012), 7¥8% #7l= BA4 3ol 7wt

(Thomson et al., 2005). 778 WHEE HZ 4] A &3
A riAY ol tigk ARR}F HhgollA Fadk JES
st Zo& g om, agdrdo] ARt whgo] nX= g
ol gk AFAME XA g A old gk =9
dgde] =2l Jdth(Moon & Lee, 2012)

2.2.1. Q1A HX(cognitive attitude)

AIAF HEE 54 AEeolu MHlze] AF Aoy H2
ARES T3l 49 AXE AEES vt} ARRES
FF AFol AH| 2ol gt 7Folu Aol ZtEld At

HwshA SFA=AE Adste] XA BEE JAsH ok
Kim and Kim(2015y& IT AH]2=0]| Oliver7} A<} 4
T RS Agole] ARF RS IAF HER
AHE AE]2 A 2ol gk o]l HER Aot
e A AR S Alde R AT wEel AHIE A
FAL Z71H IAE Pe HA 29102 JHEofof riar
St EEgk o5 A AXA TR} AFH T4
1:011 AE= 7P A =R ZXATo Qjﬂ’l—% :H-Dg—a‘jl_ 9)\1:]..
ghd, ANkl FHAZE ATEL oS Ao e F
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2SS &AM AFEe ARE B o8 Aze &
TidES A= WeA WS gt Ajzen and Fishbein
(1975)2 A WsolBolA AFFe] W52 Aol <3
AR HE), o] FFre et F97E ol uel 24=
T F2g3Iith Um(2014)y Wdole] &£43) JF FAH]
29| EAS Tolslal 7158 (TAM)S 24A1A AR H
ARg-gold A E F88E BolA T8 =el dEFE PR
< BE)3 ok FRAIZH] tigk AM8AL B #he] ATE
NN E ARGAFE] A Aol gt W7t FHAIZ" | o
g HI=E JAsthe AS SR § Arh(Kamis et al, 2008).
ol A oI AMEAES] El=e) 5 AHste I
1 AE FAAMHIEE B3l AFEe AR HEdES F9

Ao R AR YFH WIlE JFsel & Aol

2.2.2. 7797 o2 (emotional attachment)

ARA ofFe B Algolt B ohle} v A4
2 A ARt tiRIIAME FAE o Ut )¢} Adsie
Ball and Tasaki(1992)y= AR|AFE0] AloidS 415171 $l8)
A B =700 tiE ofFte] S 7AAl "k e
™, Park and Maclnnis(2006)= 71 A|gellA 71 7l
Q1 Atelo] AAE Ars] W 793 ofFE s 54 A
A 7re] AAE Ais=dlE 8T 4 Aokl AT

Kim et al(2005)= HAe} Ao} 7ke] AAL Ea) Ha=
ofzte] FAPH I o]E FI| Hu=eke] ALAAAT /A, W

AT 5 Atk A WETh fARE el A ozl
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e} AT Beggan(1992)2] ATolME 742 ofFS 3
93 LAEL AEE Uik AU 71E 4FE wA 8
EE AT Be]aL Utk 9 Lee et al(2008)°] <
FollMe AR A Adste] A ofFte] FPEE 2
el el S8 A B7F E2 v =S U 2 "o
3199tk Kim et al.2005)% AH|2 Al FA e} w2 7ho) 3
we gH of 22 aze] Auls AlgAtel] tiE AlE7E o
A He T8 29YE AMSL Siet. o7 3

F Aol divdell tig F4= B AEH A
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2.3. MH|A AIS™ES
eoiel £ BolN AZHE AF FAANAE dAH o
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- IL}EH A I
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Bagozzi(1981)= 7l%lo] dlF Al2glE 0837 oF s =
Aol 2T AR =S A9kl e, o]% Mathieson(1991)
# Taylor and Todd(1995)y= AME-OI=E AREAPL i AfH]
25 A&Zo|a F71H o= o4t} she =R K3l
webA] AMgO T ANRPE ofE el digt Bl=E FAd%
Foll BAT A5 Fslele oA Aldez Yeha, 4
A ARl A A FFS mHER AR} PRE o Fse
Fo3k a0 = 7|9do] AMzlel X&AQ] FulBAE fAIs8)
7] 938 Jigeg & 4= 9t} Bhattacherjee(2001)= ©1E A
SARgO =2 Hotom, Ash AH|AE A S| 1
Fo= Ailo] ZAE et Asht MH|AE A&H o2 ARg-slara)
&= w2 omsltial a1t} Reichheld and Schefter(2000)
= AAES] B4 Alstel AH| 2o tigk 2|41 AR-e =T}
A 9} A HE £AS Foln, o] FAgA 14
744 B84 gEjEnte] ollel F3 & dA "ra
EipoA=o

SHH, 718 A2 Zgoly rlEl At Aul2 ARS
APEo] A& AN X E AAT u] AAA FHNES THEE

A37h BIAT AT ATINE A% Aot FAE B4

> K [‘l

S &3 AfHIS ARSYEO] PARE FEFE 589

o] A 7t Tadt 9GS FEFES T3 o (Kim
& Kim, 2015), FHAH]|2=9] A8859] AA a0 AAH
SHE oL} A S| JES AST F Ut B AT
A= FHAEH A8AHeRE A8 F e 224 58
= %Xéﬁ}ﬂ A3 AE FRAE 2 ALSe =g dde] )
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ARt 1A AEA Wl A ewst A
shze] olFARE wisle] AUl AgREOR 2SR
PRGN AElz Abgolee] ojgl JEE mREA T
WS gk BRge FHskaa s 1 Ave pdA A

TR Fig. 13} 7}
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( Stimulus) ( Organism)

Cognitive Attitude

Service Evaluation —_—

Cognitive Attitude

Emotional Attachment

( Response)

Use Behaviors

Additional Usage intentions

Self-reference

Emotional
Attachment

Fig. 1. Research model.
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]‘/}ﬂ E‘r‘j’/ﬂ% g137] {3l AU QoA AAISE A

oll Azl doharl 7Pge = o, o] A8k AdH ol
°ﬂ7ﬂ dolg 7hs7do] stk 37 £ tist 58 HAE FH
= é;(% QJ,]. uﬂ-;l- 3.8030. % 7].]01/&0] Q)= /kl—il— :;;1]—?_10
At AZEAL SPSS for window 25.09F Amos 22.0 2
Macro Process 3.55 AREsled 71€5A4 2 HPNEE 7
AF =9 HE=E EIs] 9s a1l ARe #48
A TAA 7HE o83 i EHE HEsH.
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%88 20| PHAUSE KD 220 LT LEHY B
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Fig. 2. Product detail page for survey.
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Lee(2012)2} Tam and Ho(2006)7} A1-&-3F }}% A7Ele] 2=
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F FAAREE S8 AR He ST egEte] AME
e s Ao, 7784 o=z} &gk Thomson et al.
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HZE Ao A" FTEn=324)2 AF5AZ EAHS A
ﬁ:]p_ , 200 51.6%, 300H 48.5%= FHEA =Hom, Had

2 29430 F 71EAT} 32.1%, PIEATE 67.9%F LFER

@.@ Hy= ;Hzﬂ-_;r_ = ])\P,] zﬂ-e:lo] EH (80 8%)2 =
& Y £ES Bk A AFEA94%), SY(11.4%),
AE71E2(9.3%)2] HlFo] =A UERdTh

o

Q &3E U Wse A v WSk 497t 139
WOT 429%, F 3~43]|7} 29.9%, F 1~23|7} 17. 9%f4 H|5S

o, &2l &3S B3 WAAE FRlEE € 1-33)7}
66.7%, 7 18] ol Tl 123%2] Hlgo2 vehith el
LBES B89 AR Frol 2E] £PES o8t
HAGETH Aol e AR E 58 A= 71E 2
T+ 448, 4298 Tl HHo] ojlojx 2] HWES BIW
3] MRS W olug} BlwA] 2eRRle Be HAAFE Nl
7 E& A Aoz WA 289l ﬂléﬂﬁ%%ﬂ N &E
SRRz disk Hrt 9 AR ES 2ol AFE A
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Table 1. The results of confirmatory factor analysis(n=324)

Construct Items Fact.or t Cronbach's AVE CR
loading a
I think products that fit my taste would be recommended. 735 10915
Self reference I think the recommendation results are related to my interests. 124 10.804 762 S19 764
I think the customized product I need will be recommended 701 -
I think I will prefer this online shopping mall to other shopping malls that
. e . . .822 16.497
provide this kind of product recommendation service.
Coenitive I think I will prefer this online shopping mall because I can get useful
attgitu de information as well as purchase information through the recommendation  .818 16.377 855 663 .855
service.
I think T would like this online shopping mall because it's easy to compare 203
various products through the recommendation service. '
I think I will become attached to online shopping malls that provide such a
. . .806 15.289
recommendation service.
Emotional I think I will haV.e a sense of solldar'lty enough to confidently 'recommf:nd an 790 14.880 837 63 37
attachment online shopping mall that provides such a recommendation service.
I think I will feel happy when I use an online shopping mall that provides such 788
a recommendation service. '
I am willing to carefully examine the information on the recommended 267 13.035
products.
Additional I am willing to click on a recommended product to view more product
information e ommencied product 1o view more product 755 12,383 792 s62 79
information.
search
I am willing to examine more closely whether the recommended product is 727
necessary for me. ’
I intend to use the product recommendation service provided by this online 346 15.030
shopping mall next time. ’ '
I am willing to visit this online store again to see the recommended products  .802 14.237
Usage I am willing to recommend the product recommendation service of this online 735
intention of shopping mall to others. ’ 851 547 .856
service | am willing to purchase additional products recommended through the product 661 11.625
recommendation service. ' ’
I am willing to use the product recommendation service to find other alternatives
.. 632 11.078
and purchase additional ones.
Table 2. AVE and squared correlation matrix of latent constructs
Emotional Additional inf i i i f
Construct Self reference  Cognitive attitude motiona dditional information Usage lntf?ntlon 0
attachment search service
Self reference 519°
Cognitive attitude 506 663
Emotional attachment 458 .663 632
Additional information search 456 494 441 .562
Usage intention of service 382 717 .624 .539 547

a: AVE of constructs
b: The squared correlation between construct

A0 7RISt 7Rl ARz o5 Eobd F UeS AR 71 ) o] AL B AREALS] ARE Tuke
HojFEr), oju JFHe e Al FEo=E we}kkdr o] 2 AZTL M= ha)e) selskE AR 2 As 23
© FAAHIEE ARgEL A ATE ARSALA WiAlE whg-o ZE T o784 = FAPW ot 1A olErs %
AAA Bl A o B A YE WS Fehe 2717zl og Anat Euke T FTPIRE o R
dgaglow AE)d 71419 o]eA =7t SAITHS: oJvwlditt. =, HAZ(B= 248, t=4.131, p= 0000 TAZHCE FelspA 1}
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Table 3. The result of verifying the significance of individual pathways

XJ/{#”/ __7/_ o/;g/z# Erz/r:g} 7%—7/74 oé/

O E3J AJH]A AJSSYES] mjl= ofgF 503

path B S.E t P LLCI ULCI
pl Self reference — cognitive attitude 728 057 12.814%** 000 616 .84
p2 Self reference — emotional attachment 17 057 12.614*%*% 000 605 .828
p3 Self reference — additional information search 248 .06 4.131%%* 000 13 .366
p4 Cognitive attitude — additional information search 324 061 5.315%*% 000 204 444
p5 Emotional attachment — additional information search 117 061 1.919 056 -.003 237
p6 Self reference — usage intention of service 075 051 1.482 139 -.025 175
p7 Cognitive attitude — additional purchase intention 250 052 4.762%** 000 146 353
p8 Emotional attachment — usage intention of service 150 051 2.959%* .003 .05 249
p9 Additional information search — usage intention of service A28 046 9.20%4x* .000 337 519
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Table 4. The result of bootstrap analysis

AOR AT & gow, 2 ATl v 52449 AF

AAEl2 Apgole] e

g
A

2] ﬁﬂ”‘ BEol AFske M FF FEIARI=] 2}
7127 A& AR wXe miyiAE 2ot BEE JFt
AE2] 7A5S 93, SPSS Macro Process(Hayes, 2017)2 A}
Bsto] A2 HEFT7PEREEA AMH| A AR
o A2 H NFF7 BRA AR ARGO| = R o]
o= HETEEu/ RS g Ml EaE ASeint &2t
2 HEvsiiNast 29 H5S 918 Process Model 805
A8ste] 95% AlFF7I AZE 4 500002 Hhsie] FE
2E# B8 A5 tHShrout & Bolger, 2002). z+ w7}
29| 7 EFel gk frold EAATe) Ao Afgo
£ Table 49 AA ’8}"3\:}

221 Q1 AFE FEIAR 20 i3 ARkt 1IA1F] B
5 w7 g MulE ARG ER Ve ARl gk AT
HIZ 95% AlZ|7 ollA CL #hel .095~277= frejdo] &l
wo] A effect size= 1822 ST Ap7|R=I}
A of 2 wiE AMu] AR TR TRs AR g A
T7H H2% 95% AEFRIelA CI#tel 016~205% 02 X
TR ot 7 EHe] Fojide] EklEe] A EHACH effect
sizee .107= UEPHTE effect sizeE Y|l QX% Bl

95% Confidence interval

H Indirect effect Effect size Boot S.E Result
Boot LLCI Boot ULCI
HI Self reference — cognitive attitude — usage intention of service 182 046 095 277 Accept
H2 Self reference — emotional attachment — usage intention of service 107 048 016 205 Accept
H3  Self reference — additional information search — usage intention of service  -106 032 048 171 Accept
H4 Self reference — cognitive at'.utude.H addltloqal information search — usage 101 024 059 153 Accept
intention of service
H5 Self reference— emotional attachment— additional information search— usage 036 0 —001 077 Reject

intention of service

Total

532 .056 427 .648
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Cognitive Attitude

Additional Usage intentions of

7280+
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Fig. 3. The sequential mediation model.
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