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Abstract Fashion is a field in which personal taste acts as the first criterion for purchase, and it is being
refined as an important strategy to increase purchase conversion on mobile. Although related studies have
been conducted, there are insufficient studies to confirm this according to the detailed purchasing journey of
consumers. The purpose of this study is to examine whether the evaluation of user experience factors of
personalized recommendation service differs by purchase journey, and to reveal whether it affects purchase
intention and satisfaction. Variety, reliability, and convenience showed a significant difference at the level of
0.001% and usefulness at the level of 0.05%. Satisfaction levels were different for each stage, such as novelty
and usefulness in the cognitive and interest stage, and high reliability and diversity in the search stage. It has
theoretical significance in that it enhances the understanding of the purchase journey by revealing that there
is a difference in user evaluation of the personalized recommendation service, and it has practical significance
in that it suggests the direction of improvement of the personalized recommendation service strategy. If
research on effectiveness is conducted in the future, it will be able to contribute to an advanced strategy.
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Fig. 1. Experimental setup
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Exposing personalized recommended products

Fig. 2. Example screen in survey(Search page)
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Table 1. User evaluation and satisfaction according
to the purchase journey

Purchasing .
Journe Re(;ognl Search | Compare | Purchase After
. tion Purchase
User evaluation
Diversity 0.27*** 10.35*** 10.20** 0.34*** 10.10
Usability 0.41*** 10.63*** 10.23** 0.29*** |0.23**
Novelty 0.26*** 10.39%** 10.27*** |0.23** 0.28**
Convenience [0.35*** 10.12 0.30***  |0.26** 0.07
Reliability ~ |0.33*** |0.30*** |0.49*** 10.36*** |0.29**
R? 0.55 0.67 0.53 0.47 0.27
e 23.10 38.62 21.86 17.11 7.16
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Table 2. User evaluation and purchase intention
according to the purchase journey

chasing
\LJJOSL;rrn evaluation cogi?tion Search | Compare | Purchase PuAriLearse
Diversity ~ |0.23** 0.09 0.26** |0.20** 0.22*
Usability 0.38*** 10.47*** |0.42*** 10.38*** |0.24**
Novelty 0.26%** |0.44*** 10.25%* | 0.34*** 9;1“
Convenience |0.32*** 10.26** |0.30*** |0.14* 0.10
Reliability ~ |0.40*** 10.14 0.32%** 0.52%**  |0.32%**
R? 0.56 0.45 0.49 0.71 0.47
F- 24.30%%% | 15.71%%* | 18.76%** | 46.22%** |16.74***
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