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Abstract

This study aims to help companies with efficient investment and marketing strategies
by empirically verifying the impact on satisfaction and purchase intention for artificial
intelligence-based digital technology supported shopping assistants introduced in
e-commerce. Frequency, factor, SEM, and multiple group analysises were conducted
using SPSS 26.0 and Amos 26.0. As a result, first, motivated consumer innovativeness
elements of Al shopping assistant were derived into a total of four categories:
functional, hedonic, rational, and reliable. Second, in the order of hedonic and
rational, satisfaction with the AI shopping assistant was significantly affected, and in
the order of rational and functional, purchase intention was significantly affected. The
satisfaction with the Al shopping assistant did not affect the purchase intention. Third,
in the case of hedonic, the Al-preferred group had a more significant effect on satis-
faction than the human-preferred group, and in the case of rational, there was no
difference by group in purchase intention. Thus, it was found that consumers prefer
Al shopping helpers for e-commerce because they can shop reasonably and are
functionally convenient. Therefore, when introducing Al shopping assistants, it is
essential to include content that can compare and analyze fundamental information,
such as product prices, as well as search functions and payment system compatibility
that facilitate shopping.

Keywords: Al shopping assistant( 91 &X]& £ =-20)), motivated consumer innova-
tiveness(&7| 3 2HIRE 14, hyper customized Al assistant(Z 7] 9IS}

OJFRE T-20)) consumer satisfaction(2H[XF TFZ1%), purchase intention
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I. Introduction

20239 54N Aol i) &g Heidad
i 221 &7o] 4.6%=E 7HE & AFE olE
Zojgty YRy wiskd 4.2%, WOl 2.1%, 9
HIEE -0.8%2] mro|qA A4S oll43iThdJ. J. Han,
2022). 20194¥ A%t IR R Q5 A&t ofy
ot QAT E, 201 = 528 FEF At
o A BRRITHY] ZH ARl ThdE e 221S B3t
28Z A FAO) AlET, 4] vigS et =2
Al ARgo] §43] F7I3.2H(Oh, 2020), F-5 A Al
M 7129 emaEjloznt S5 ujAEo] 2
1o g HIE HolAY 2ImidS +Fstd Al
Sk 7|1EARIS tAEkete] 20239 A&A Q1 WA
S JAFRITH(J. J. Han, 2022).

A 71& =Yo] 49 22 agArgo] &
S0 WHS o] Tl Q1o wt 7|&E9 7|&Ho]
M= AR s 48RS EHo] of7|E o] 7]
oAM= olE EAS T4/ RsHA HUow o]
ZA]ol&= Al(artificial intelligence; A-53X%5)7F AR
oh 28l &3 9 qrFAE T 5 s FHY A
- A9 olF 8|t A7} o]olA =Tl Al9] 7]
9] A&A 9l BERFE 2022 487] Aol 1,133Y
He G5k 287] A% SA P9 AHE Ho
FoUh FEE AFE 71YE2 ohUg ol Al 7]
&5 Este] A, -5, AR EoklA e A=4
Ql &-8o] o]FojZ| 1L Qitt. Do Fe =i
TR AL Zhojto]g AA”S E=iste] FalE et
WS YA 7 EF 5= AIR FHZRE AIF st
17 By FALE A Ystes Wako] Hlom, Al
AlA #5HE -2 ALY W(app)= Sl Al HHAS
L}sto] 179 Q14 ARyt A A &7 RS
BT 2IHR1E} wE Al AE A ARE FX15]]
AZRQIONA Sz E At RS -6k ok &
HEAEE 9A] AQlskd dlolg 7|Rtol Hgk 1A
Ao e HFE IEF Al AAE AR AHA &
Joz AWMLY 7L 75%2 7t il BIES
o2tk FITHM. W. Kim, 2023). T3l AHg7tE =
ABJAL o) ESHEC] Al IHAY A|A”E )it
7|1& AAF 7E 149 4v] EAT ) TS &

7 BASHL o]8 B9 AAelE HBFNE fFot

A EEE 5ot 2003} 9EE HAEE 1
3kal QITH(Y. S. Kim, 2023).

Al £37 =90]0] A2 A3 gl 7
T 7459 Ao #e 2oy 4 58 AF
Alsk= Aoz A, T2} 9 o] HRAA L
SR aL gheo] AoFo 2 QIS At T4l Al £+%
Tou9] AZHAR E5Z WA HAA o= AR
(chatbots), 7}4} E-$-U|(virtual assistants), 213A]5
714k A8 7]&X L (Al-powered digital assistance),
24 Z=21|(voice assistants) 5 o]&] FEZ LERSG
otk FHolA= Fg, HlolHE AFE 271%} lF
A5 719 A" 7leAd 7lee 5408 &Y
Skal d=dl o] AL 71&9] yoltE, AgdiE 4
710l A8 QI HEFS &S 71ER A
1] thFet 870 F-&ote RAEIHE Al 7|&
(Roy, 2022)0]tt. 53] HloH= =W 2o o]-&4
£ H{S ZEAIER AlFFsto] 7|20 7hA L Q)
9 ek 4njRtHolE S o ® HASAY Al
AARES Wl ok Hlol¥ &go] Ad 7|&¥
= ATEY i 7A0E 20219 1149 =Y HlolH
£33 FElold § X F(For You)'9] Al 7|9 &5
A 7% AITEMS®} dlojs &pA| 7l ZojfE Al
‘HyperCLOVA'] 0|84} 7] 0|2 242 53 7]
o HF 9= 4 712 & & 91, 20234 12¢
=E AEF AL AH| A9 ARt BEQl ARtE A
Eo|e} ANE Zjo|A I H[Ef AH]AT} QE
A o]ti(Won, 2023).

AR o] Slo] 714 BHESS Aol 3
= ZH= At &3 tiA47E B agt 7iEol v
B 2Ok Al 7]&2 FAIF ]I AlEE o] 7SS
Holdo] 27115k MRS nHARE 27115} Al
TQu7F EAE I Uk wEbA oo Tt Al
PSS FI8f SHACIAME Al £ =90 7 409
Ao A 7 A= FFGol e A7t &S| o] Fof
Z @131 QIA|TH(Cheng & Jiang, 2022; Hu, Gong, Lu,
& Ding, 2023; Kamoonpuri & Sengar, 2023; Rahman
et al., 2023) SHol= Al 2 139 WAy} 7[F9
T &of meh] HAR AFoE, 4 M=
Al T2 ZRJofvk 3535 719 &2 ofZ] uirfgt
H &3 Ha4 FAE FAE A0l Q= 719
AAAR 285 & ¢ e A7 A&5iA 87

=
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£ Aldo|th

wehA 2 A= g AxpEAR ] =dE
A 719 A g 71exd 4% =& e
NSl o Eo] v FIFS ASHoR A
Sto] 71go] E&AQl FApe} niAY Mo T
FE AS 5H02 3t} B3 4y EQU|EA AIE
ATt AR AFRES ASshe AH|RE B&ot
of o] Yt Al &9 =91 gQlof we} HEE
o Fuforof nXe FF AolE FHTFoEZHN &
A Al £ =905 &8t T AHRRe] AEE
HY5] Tt S it

[u mo olN Hu o

Il. Review of Literature and Hypothesis

1. Al shopping assistant

Al £3 Z91|(Al shopping assistant):= Al(arti-
ficial intelligence; 15X5)9} £ E-9-0|(shopping
assistant)2] 3ol AH|7L 28] AWS & o
AEE tAle) =52 = AT She Al 7|0tk
A AR} SARE UM B T oo AZeha
FEoe WAL S AT wokz et
™ (Russell, & Norvig, 2016), AFEo| dl= 2P T
FgZo|n adtHog g7shy] gt Aoz ARt
3} R Rl 9g Sqeh] ) A0E B
Aglo] Shst sk HEE 7HA I ATH(Kim,
Merrill, & Collins, 2021).

2] A 22719 54 v180] shefabr s o]
CleRe HololH Aol ¥ 4 A U et 587
o= SgE 4 9ol F71Hel WO H3 1) vl
Agge] Bt et A S Ao 2857 9)
TH(Viechnicki, & Eggers, 2017). -5 ol A= Al
47 £2018 B9 AYolt AT, A% 5 A
Adg diAlsH do=n 7|dol= HlE daa &
A vHAY BIE Fi AeAEAe aeFd &

L=y

AL 75 AFT ol ol YT 7950l
=2 ok Al £ E=90]E 281 HA7
o4 Holg Qs g 7 9ER Leht 7]
<%, SNS(social network service; AFS|TAL AH[A)
ARG oI5 FTeEoR et 24 26
715, MY 3 229l o5 &2 VoD 3

2 59 7%, Aus BA2 g3E B9 2494

4~

o
3
p=}
[

otk N

Sh= AR, A B4EE 7ML A4 digks & ¢
U 712l Apple?] Siri 22 /dHIA 7<) FH
2 AT AsAEoti Qth(Lake & Abdulla,
2017).

1) Al shopping assistant type

Al £ £91] 53 FAHoRE AHEY Y 7}
A2 EFT 4 Aok AA, HMolyg AEFH Sl
AREE= QIS AE 71N HAE 7]eA9, B4, HAl
7 BAR dsfe 4 QU A, A, oS Sirg}
2 2/uA, UA, A AT fARE FEE &
Aste] ol WEE shz 7M4F ESulol,

AFAs 7I8E HAE 7&A 92 AAEAH
A F2 ZYEH(Kim, 2021; Pillai, Sivathanu, &
Dwivedi, 2020; Rahman et al., 2023; Seo, 2021a), L}
ojtfd, AFNE FH &l AHA AR FHF
2 Q23 A& A0 ke aFe] R
2750} Al 714S wote @A) 2719lsh Al B
24 BHS AL Ath(Roy, 2022). oA
L 3, Yo|HE AFE 2793} QFA%5 74 g
g 71&X 9 7)&o] AFZog BEAEk LYl
o Yol 43go] &F F2A &7 =919 FH|
(Table )M A 4dA2 EFE|O] Urh(Yang
Kim, 2021). Ho]8} o] 8}e] Azt ol5o] i}
3 shelol A 2 % gl ol Hel, 7|9 AL
4% P4, A4 Anz dehis 4 A2,
A g2 T AAEHe F2 G2 W] leE,
e aRRAEE O FANES ANSE
Al =91] 7]&Z °]&3] oA = ARGS &
AAZ|AL o|gAE 9] % A&l g o g o]

Q) £92 51 ek

SAUINE Ate] BaelE 714D AT skt
o ZAEE idoks g o R o] Hig) vl
oluyt f-Hof|A= AppleQ] Siri?} AmazonQ] Alexa%}
e SAIANY S AT} o0] A%eIA Bt
o= F3S HQAtH(Wardini, 2022). AFFa} 24 A Q1
doks &5 430 == F= 7IEeclyttE A
olME F= A1} AFRtTHY] Ao et A7) o] F
o]x 2131 =4, Hu, Lu, and Wang(2022)2 S4H]
Aol tgt AH|A} RHE b Fhufj o] of] #E 1o

A SREIAE 28 A% OR AGHES ]

NN oy & orlr %0 X
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<Table 1> AIiTEMS shopping recommendation lineup

F717h wEmet Fujolme] vz

Naver main Shopping search

Shopping service Completed order

Recommended product Product of my interest

Related product
recommendation

Post purchase
recommendation

Recommended trends Reactive recommendation

Fashion style recommendation

Repurchase recommendation Trend search

Beauty review recommendation

Reactive recommendation Search preferred malls

Pet product recommendation

Product of my interest Personalized ranking

Gift recommendation

A s RIS AZSHES st Zo] $Alolzt
3L 5HEA, o]F s digtshs B olA /dHIA 7t
A oS HEs] mhejet & 110 dish AEet o
WS sF= 2ol S8l siginh. wEbA ol 9
5] Aw, Tan, Cham, Raman, and Q0i(2022)= F&3t
tlofefo] ofjt Al 2/duIA 2] sh52 &3l &BAF Of
< 589 =S wole Ao 8% AU Al
AL

PEe eetlol N ANZEoR Ay Eape
getels gAoz shaE AR B9
FHos 2P w Qv 14 4TS 9
ojH| Y} A F& o]-&EH HAFAHE
22l TS SHA] Y= HYE

4 EHolAY A BRI = =Qista ot
(Pillai & Sivathanu, 2020). Mostafa and Kasamani
(2022)= AAZAHN 2A AL"FH AR 2244
£0 2HAEOA 0|89 HEhS ¢ diFakte
A AAY] oS RS Al o9t AEAF
7t A4 & otz nHA" At Asetthal shyl
o}, Kim(2021)2 21l 02 o] gPArES *P%}o}ﬂ Sy
ufsts] 9lo) M-S =APLS 0 vl YE] of
3 U2 SuslAe B oh} Tz ojojx: 2
5 B30, Cheng and Jiang(2022)2] 510
M= AR kRlor uASY HHE Aoket &
Y7} o e T EE 5471 Eibt 9]
i sheic

b8 mfale SN Mg 25 AU
71 kel Gejoln] WA ohet WEE T 4 U
o] glol AA| Alge] J3o] Wagt 2o R A}

AT 57} e

s

l‘

From Yang & Kim. (2021).

SEHTHAW et al, 2023). ZFRIoJA BT 2]¢19]
AL USIIE S Ay AHES ST oAk
= 7IEAE WAL A 59 FHE SR AR
HT} DABOA B AL Fof o gxte] Ty
S9e AT A4S S5 o I AT
& v]Zth(Jeon, Park, Han, & Kim, 2023). o}A & &

ol A 4T Tom @] Akx Qo] ddskE ohg}
Ay 229l I s7|% b BHAlE RdEA &

37| = SF(Min, 2023) 7+HZQl F1E 95t <
% AA 9] FHi(Wang, 2023)2 UER7]|= Q.

w et al.(2023)Z 7Hd =9u|7F 7]&9] A YE 4l
off BHeiTol AR|XF HAE A&A AZsh= 94T
S SR HA SR A ARRE 0], 149 Al £

T9u o] met AHE s
7199 =Y dHHCE HYTh
2 AtolAE vl 7HA] Al &% =90 {9 F A
TR W ABRRD A AR AN 27t
&2 A o]F= Z(J. J. Han, 2022)2 1125
AAGAY HR-gol 7HE 2 oM, %Lﬁ*(Won,
2023)0] I3t JIFTAE 7 A8 71&X4d
4% E90E Yo R Pstuat skt

=UHAL 5t

2) Barriers of using Al shopping assistant

43 =9u|2A Al9] Eole 94 AT 54
I Ao} §A ol & WokEddoll qlof o7 7HA] &
HA] ZASt=T, ol 4B} 7Y FEolA B
Uehdth(Kamoonpuri & Sengar, 2023).

2H% B A Yets oozt H2e 7]
SOl g el ARe & & s, ok A

41 o1&
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HE2 7IARTE AT A5 © Y5t &9
A9l BAL B340l o] ol ola) A8t
wobgol 3 AMgale H) 9lof Alzto] Atk AT
7} 191 th(Pillai & Sivathanu, 2020). E3F A}gto] o}
d Z2IRsE0] s Al 149 $E% oles
22 HolH A& gt At diske] @77t ISt
o 129 o= 5| ofshelx] ot WA %
< @¥S 5te 5 &% oA 9 YgstA] Zetol

AFE 5l2to g ojojx yZAEo] o] g2 3lust=
7397 Aglom, Al S/gHIAY ARTe] skt

Aol oid Z]Aete] thslets oA Lrle AEA
ol LHFo] 082 AAAA S 220 A8
1! 5} th(Puntoni, Reczek, Giesler, & Botti, 2021).
Mostafa and Kasamani(2022)= Al &% E=2-0|2 4]
AR vHA" 5I} Aol A ARAES AR A
F4e ek olgo] Qo] ARHE LA o}
11, Nicolescu and Tudorache(2022)2] AF-ofA+=
AR ol GAEC] MABE F& 59 2= AsH A
€2 79 o]&E°] AZsIHAL st o] sfAsh=
Hto]l @ HTh Skt

714 SHolA YBths Ao 2 = Al £7 =9
o] =3 A& 2O He|o iE 2 B4
H|-&(Lee & Shin, 2020)7} °o|F T 4= U= A&
7}9] XA (Kar, Kar, & Gupta, 2021)7} JA13L, &2}
H|g o] oAY axto] lo] JFol FE5to] 7Y
OS2 Ae =Yl dA FAT HFo] a7 H = A
(Huang, Chen, Huang, Kong, & Li, 2021), = & 4
H|ZF Lo agoll Al A3 Al &3 E--W|E A 9] uh
AR £ AH ofele, 2 21d BE e o
A" 5ol AJTHKar et al., 2021). =3+ Kamoonpuri
and Sengar(2023):Z ©]-8A7} Al £ E9U|E ARE
SIS F=5H7] 9l o]&ofl ofgeE L71A] ¢l
AAAHA ARSI E sh= 7€ Bo4dS Aust
I, Al 27 =909 =98 Y3 714 A=, A
=g 5ol fAHoE QFEHM k] FofE X432
w2w A B Basin Aase

]

ok

©

2. Motivated consumer innovativeness

1) Motivated consumer innovativeness

57)8kE AH|RF §AlA](motivated consumer inno-

- o]z 83

vativeness), & AH|A} G4l 57| AH|A} 57](cons-
umer motivation)2} AH|Z} & Al4(consumer innova-
tivenss)o|2h= 7 7HA] 7oA BIREoH, Al
ARl AJEFolY ABIAS ARESHILAL she AH]ALY
57|15 HEStth(Kautish, Purohit, Filieri, & Dwivedi,
2023). 7]2A 082 48R PEoA AFEE AHA
57]0]2(Guttentag, Smith, Potwarka, & Havitz, 2018;
Rezvani, Jansson, & Bengtsson, 2018)0]|4] AH|Z} &
A, & MZLR 71Eelu 553 &3 AREstaLat
Sh= AR 2J2)7F kAR Zig ol

AH|A}F FA14 o] 22 Midgley and Dowling(1978)
o SJof B4 A714E AGATA S 877 %
L AHAEA A A|QHE]91.0.H, Foxall, Goldsmith,
and Brown(1988)2 MZ-& 70| Ao SAIEHA
= 0 o AHRET WA AR ke FRE KR
TRl Shleh 22 AHRF FAHS 48 57100
Agsto] 7|15k AR A A A A
St Vandecastele and Geuens(2010)y= AH|X} 57]7}
AH|Z}F A9 7| & o]0 ' A8ttty shy, A
FATF Y& ¢ A5 5§ BAEE B3l 5713
9 AR A4S 7154, o=, AHEA, A4
47H4) S91R0102 Lol HAHIA Anlxt 84 4
=8 pgelgicn stch mhetal Al 84 5]
L vl 571 A4S o @ A2e 714
Ste 4uA dmetn AeE 4 g

715k &AL G40l BRE AFte FE 4|
A Aoy Ao mhE At Fu o wo} $HA o]
F 0% =4, Esfahani and Reynolds(2021)= AH|A}-9]
E41} 57150 a2l wEt g4l 57] 8QdES W
of5ol= AHZo Xo|7} Tl 51 S, Brengman
and Geuens(2002)= 27| 2891 &£3o] =¢ A] o]
BAEEZ w2 A"l ARABAA A7 1 g4l
A 57] 8202 7 ARl 4AE Ad 150l
2} 5}9tt. Hwang and Kim(2019)2 EE20 & ufjg
AHIAE ok Al7]&0] et AH[RF RS Aol A
GAAQ AHAE M2 7IEcly 553 AES
ArESHY ot F414 P2 St AHARERL FY
stH, 5713k AR F4149] 7154, 224, A
314, AAA 474A] 5h918%l F AAF 21 A€
T 7153, 224, ARlE aQl

BN Y5 5 =
£ Wgg stud ke 9IRS B2

Shsict.

ro
T
i J
ol
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2) Motivated consumer innovativeness and Al
shopping assistant

S718HE AHR FA T Al £33 E9m]eto] o
T= Al £ =90|7F ARPEAZ ] Qlo] A &=
AHT Y 7149 ¥HF ket Hopol A o] ol
1 9t} Vandecastele and Geuens(2010)9] A& &
83te] SAHUIH 287} F7]%0] G40 Bef A
5t Kautish et al.(2023)2, Al £ 0|7} 71X+
=491 WPt 0w 2L V)5, ATAY ek
T U= 716 AFET & Qe 71 5Ol Al &% =5
o] AHgASAA FHH 5719 ANE vk
AAE S Jeon et al.(2023)2 FRQIo|E2ES A
gotol ZPERALE B 9o} sio] Wa) AFe
Fd, SEAEL A 2278 V)5H ]
aAste] olo] e} s B7]%ol7} ks
HoJF3ltt Rahman et al.(2023)9] & 2
RIS Bofl FHishs AHAES e E

> o
ofy

m m> o
filo

rfo

=

S Aol M E Al £33 E-910]9] Qjo] &g gu]
£ L7le o4 Z8-5 stof 17o] o[HlE Frojut
22l vHAI” e Fojst= AL fEota, o]of whet
IAY} HAE 7k0] AT IA O AF| w7} Frleke]
o] FAA9 T 3t 31T Seo(2021b)=
71549 80 FxstH HAo|g o]gsto] el
£13E T uf Al FGE0] 1A FaHE &
&oto] s 24T o 57198 9 Stk of
PO, Aw et al.(2022)2 AufjHo] Al £ Z2-0]
£ AT EN &S St BPoA EARE F
£ g4 75, AT 149 FHAH WAL E=

A3IE A5, BEE 47 w99 gelE Al
o] AAZNA FuiE7E Fogttial WA Kim
(2021)9] AFoAE &S f Al £ E919] T
gol FAYES AFE /%ol WL Fo
SheA 7520l 89lnt Felael Ro1S FEsHY

2 Ao E S aHAE g4
At BAE F1EAY Al 43 9018 243 9
3f], Vandecastele and Geuens(2010)9] H =& Z-23}
of AAEF /gHlAol s AT Kautish et
al.2023)]] AESE EFEE 4 - EFoto] 5715+
o avld 944 919908 A%ET F 24 B

24 Ag3IA st

[o o

3) Motivated consumer innovativeness and Al
shopping assistant satisfaction

Al £ =51 =9 Z7]= oy FZof ut
Al £3 £ 9u]9] Sh 58 AR B2 AY
AT, Heoly A I Al 7149 G4
Mo FAlE Hwst £obA o84 MR
=3 gle. S o] AL Jto &
A £FEZ BRI vlofH o A AFolAE 27
olst g2 Al &% Z%v1]Q HyperCLOVA 7Hgt
o|Z, /RIYEE FHZE o|&A=9 FrE FY
3 AF S9E°] HoHlE & otz ofof wet Azt

s = 2840 £3Z T 5 3
A st} AB|A} HEETF ASHTIL SHATH(Yang &
Kim, 2021).

Aw et al.(2023) AH|REQ] Al &4 Q0| o
gol kel £7o] FYHOR JFL Fol 1A ¥
Z57} b A 2ERE] HETNE §
SICH 59100, Chang(2021)2 SOR 0] &2 24
3of 2ol o YAtoll A A PYES ToHE uf Al £

7
2!

D
1o

JL et e

E=Ae)

ofl

T9u]9] el Rto] $EE o PAE
o] Yst= AAPFESZ TAIKIO At AE
D 5 M Fo=M AR k9] A Hlwsf Tk
=Y 7 A ole &R 4l 5717} 7HA =
54, 24, AAH glso| AvAEAA At
o7 Agoto] HEZLE ASAX ATE HoE
. 248149 7]15S AFSH Hu et al.(2022)2 34
HIA 7} AP RARE 340 o]8AHY] T2 & &
I A7Gg olsiE Eol iAW S AgtolE Ve &
U ol LuAe] A AT PR &
oo 1 A Ha=el LM} FlHl A
£ Ao AT, ol AMATE) AFFH o
o] H kil S}FL}. Cheng and Jiang(2022)2 Al £33
£9vlo) Y ABE RolshEA 1% FHOR
A o ol oz} 22 71 AH 2 sk ohd A7
2L Al 47 £90IStS] £5L £M14% WY
BAZ A5 ST AL A 1A 7] A
sl Aol L0l 23 UEEES ok huA,
571518 AvA 84149 754, 92k aclo] x
o) AEEE ol 2249l 43 WEE| £ 9
she o wa
oleigt AAATES AfFo] Al £ E9uIE &

=
o

o
=2

i)
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A ZTAZ of7]= Aol otz AT FARE 4% &=
24 7|RE st low 4HR g4l 5719 7]
A, oA ASA, AFE A QQlo] Blxoz A
Sigs Sl OIW"L + Atk & ool Al =9 7t
ZTo It AF7E o]FojA|AL QU=H| Pillai et al.
(2020)Z 7149] AAAFO] AL 71421 Al A5 &
Y AIAES EAR%E W /\}%‘EEP =5 S5 A

£ UAZEOR BEIP %S 7HsEHA Stel, 719]
o REAY ADUAT £ SaAEA LT

FHES ATHo 2N L8R} TSRS} FHYES
=0|1 AFE Froks 25 BTk o5F%
E}. ol =Wl FFY AHet FAMIS A=t W.
Kim, 2023), 43 Z7|5H Holget Al 7]& g
I BA= Qs AAE fFAE o] 2L A
2 S0l 244 olf7} vz BRAAHe Al £
YO A% A1 &2 HHHEo} FobA ol B
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97 wolet,
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4) Motivated consumer innovativenes and pur-
chase intention

Purchase intention(7-u Q] =)ot AH|A7} o7
A4S PR A0 ofgEE Akt 9% A
32 L3th(Bergkvist, Hjalmarson, & Magi, 2016).
webA 2 ATl Fufjof = Al 47 =9 AF
|49 Al F7100 sl 47 57171 Foj=of An]
A o PEog olojAs Igow diH

AHAY] A o Y52 5713HE AH[RF F4Al
9] BrEEet 3, 2 HEE F4E & e,
WA AFE ulolH Lo ZI[RASE Al =1
9] o]F o]F &3 AA 4E FuHo] FTstelct
1! 3}¥ 2 H(Yang & Kim, 2021), Kim et al.(2021)9]
AL Al &7 £90]9] ABH, 7154 8912
M= H|WSHEA 7]52 8]l AH|AA {83t
BEE AFctal A&l 43S 75t st o

- o]z 85

B L PUREEE T BV RSP Ty

Yang, Ha, and Lee(2021)8] &= A& thAto
2 o] Ftesa g 7Y B2 vAlA Al
2 49l WeChatZ ©]&3t £a49] mAAE £3of

B AFNA, ojthgo] WeCharg 0|83 58
o W Al 43 EEL RS 2% A 5]
o WAL Lol oIS P Aol
o ol Al 43 E99] Aol§ oJxo] FHHe
&g £l g3 o™, Wang and Kim(2020)2 3
z9 2ujg u % olg o]_Q.ot_ AH|AY] AL AL
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f
O
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X
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} < AAeh= @84 8
4 89, JE7} FH5H
}ﬂﬁ fRlE0] 75047t o] 439
0|3l Yo7} 3HE T =E ASAIXL
Tt Chang(2021)9] AFoAE Al £ =
FH|9] EZof THESH AHAAE AEFFUE oo
AL o] Fof e A &SA Al £ =91] 7|55 AR
Sh= 23S JSoIH o9 T2 APATFELS Al
£33 =90 ARAY] AHRF FAl F7|7F S
FHER oJojAl= AT ATE, Al £33 =270
LEH AHAPE 280 £E T o AR 4 5
7] 8102 QIFt WEET} wobA AEFIE 24
SHA| E 3L AN =7t FAEE anA ) 23
g Hola Qi
webd 57151 2% HA4 SH9IRES B
Zxot 3, 52 SRH0z 44 TrelEe]
%2 UL A AZY 4+ e, oF el
94 B Aol BEE Al &3 £96] 487
of 2w 841 57] SR Fofolmste] BA
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lll. Research Method

1. Research model and research question

£ ATE Al &3 £90] ALgAY Avlat 41
B717k Al 3 E9u] BEES} Fujol s vjAe
I FY5}, ;Liavwi 27 EQURA AR
HB3He AR} Alhe Aok 4HA9] Al &
I T u] o]8o) Qo] AAAHo R ZLF= Q9lo]
2R £ ojwet Aol7} JEA] FelotES o
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86 Al £33 91|

= e Polelze] MAE FE4 2%
BAE A5kt shel, Amshe 4% Eoulo] o
515 2k QA Aol g AmE A Sk of
e g8ow thew 2L A7 (Fig DI
gAE Aot

ATLEA 1. Al £ T80 AFAL] AH|AF Al
57] st QQlS LolEct

2. Al 4278 =90] AgAHS] 27 FAl
277} wtEE 9} Lujowo] nX=
FEFS gotEnh

ALEA 2-1. Al £ £91] AL AH|A}F &
A E7)7} =L )zl A
01’0]—11‘4—

ATLEA] 2-2. Al £ 20| AFRA}Q] AH|A} &
Al 57178 Faf oo X JF
= Yol

ATEA 2-3. Al £ T AFEAO] AnH|R} §
Al B77F EEE uirfste] T
oo Hjx& g ol

ALEA 3. AFste 43 T Aohd AH|R}
Al B717} grE2 5o} oo ul

A= QFY AolE Lokt

ATZA

i)

2. Instrument development
2 A7t HERALE AYAAT o] 1
H APALY] 4 =FE FFRsto] 7 Aol ‘3%71

AFgAe] 2w)A S

F717F HEEe}t Fujolwo] uAE JF  BAESAF

GAsto] H8son s AAE HE1E-whe
T9A gep-s-Tle 1) SeAck Al
&3 Zfuo] Higt A& SEA| olsiE 571 Al
U ARV AR 1919 HlolH £3& 3
Foto] A& *]ﬂ A Al =91 AFAS(ADO] A
Sohe S AL, FAE AWE AT A,
golH 4% S S} IHA w7 Gl 7uet
HEY 4% o] AEAS SRl FOE
AePor, ols 53 £% Yol Ae AR T
A T 2| ST ol A Y =
S0 g0 At HEE PACR wiAs) SHAE
o] Al &7 =%-1of T3] o—ﬁ] A HEZ
AW & AEE AAsT

QATEATH BHL A, o, By Sz, A,
29, 47, B Y 63 P18 5 712 A
e 2 Ao Bad wA AEsts 4% we0,
Vg ol A8 43 9, 2efel 430] 714 B
o] ToHERE BE, 4 w8l H Al 43 £S5

& EQUc Al £9 £90 A8R0] 287 B4
571 &7 EFE2 Kautish et al.(2023)9] Ao 2
A 25BAS BRI, B TS T LuIAO L

rH)lv
H1 ol o

Jo =

of, ofl

Em
B
EL
th
lo]

¢

o
ol
"“FU

© B2FE 7 F U= g w2 oFet
w2919 MY B JolA SHeE U2 HFEH L
2O AE u 1909] 7 - B2 AR 19 &
3o 2712 AAST & 177 B3 A-8stgrt
Al £33 =21] 5= Ma(2015)9] AFE 25t
o] & o] WA 74 - Heg AH HFHOZ Al
£

I £on]9] £ 88 dlo} 413 o YR An
B T =Y ST kel w3t 2

Research question 2

Research question 1

Motivated consumer innovativeness
factors

Satisfaction |

Purchase intention |

Research question 3

I

Preferred shopping
assistant

<Fig. 1> Research model
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3. Participants and procedure

E AT3E 280 A& AR71E FolAHolE &
S st om, 20239 49 3UREH 4¥9 5U7HA
o] EZt AfH| A} 10082 HAIFFOEH AL =19
A s =3tk B RARE 3 820849 A
Lol 4 239 A= 9 HYgEE gHT &, 49
6URE 4 13Y7HA] 7 S Ui 204] o4 60A]
ujg g Ao R 2291 AES B8 EXAE
st o SHo| EGAS AR 5HE A Qe
T, F 30155 FHF EA49 ARESElH

SHEAY ATEASHY £ IR 15278(50.5%),
o=} 1497 (49.5), Yol 20~294] 68%H(22.6%), 30~
394 7778(25.6%), 40~494] 8078(26.6%), 50~59A]
767(25.2%) 0.2 YT A4S 4 Ton|9] F&
Al 14278(47.2%), AF 1598 (52.8%), &=L 1
SO =% o5t 6078(19.9%), 21¥A] digti & 51
8(16.9%), 434 et £ 1698(56.1%), e+
o]A} 209(6.6%), 7|Et 1H(0.3%)0.2 ettt 2
2 A 1874(6.0%), ZIAFY 186™8(61.8%), ALY
387(12.6%), =5 297(9.6%), T3] 26%(8.6%), 7]
B} 47(1.3%)°]313L, Z2E oF9] HL mE 1537
(50.8%), 71& 14678(48.5%), 71Et 278(0.7%), B 24
o] % WA 2227 (73.8%), AFH 797(26.2%)
o7 WFHo] Wttt £33 ¥ A vlolH 17078
(56.5%), T3 678 (22.3%), 717IE 19%(6.3%) &=
o7 Uehgon, 8 49 F52 ALEE 1017
(33.6%), A1 737(24.3%), 915 637(20.9%), o
F 2978(9.6%) 2 & UElth £330 7MY e
ZL Al AUAZLE AM 184%(61.1%), THE AH)A
154%8(51.2%), &8 AH|A 136™8(45.2%), £ T A
HIA 609H(19.9%), T3 3278(10.6%), Y 273
9.0%), &7 2178(7.0%) <=o.= Uetyith g+ 74
Q1AEL 3005 Y m|gk 15478(51.2%), 300~7005F ¢
12178(40.2%), 7005+ ¥ o)A} 269H(8.6%)°] 1, ¥
B &3 189 AL 3009 ¥ 1|9k 2707(89.7%),
300~7005F Y 2778(9.0%), 7005t ¥ o] A} 47 (1.4%)
o7 UEhth

- o]z 87

4. Statistical analysis

2 A= ASAA 242 s spss 26.03%
Amos 26.0Z °|-&5FH L, BA A AMEE FA71H
o AR et 2k AR, SUAEY ATE
At £4E& FotE7] A3t HEEAS AAlskGc
A, A& F52 BFEe ZUsH] Ash Varimax
34 PHe BT QABAL S, WhEo] AF
A 8Folg 3 Cronbach’s ¢ A4S 0]&3t AlF=
A4S AAIBIATE ofo] 2R1F 2914 (confirma-
tory factor analysis)2 Ao}t AA, Al £ =
0] ARGARS] AR 4l 5], Al £3 =9 g
=5, FoE 7o) BAS AZ] U PR
A 2l 245 Agstt. UA, AS &% Efu]
of 29 73S Yohis] fste] TEYBARRG o}
S TEA (multiple group analysis)& 1% tH(Baek,
2017).

¢

il

IV. Results

1. Variables’ reliability and confirmatory factor
analyses

AFEA 1€ F9E5H7] Y30 Kautish et al.(2023)]
571548 204 A4 91eQle Fustel X o
ol g 4% - MOHE BYEY HAH RARNS
Al ehech. B4 Ak, (Table )8 Zo] ¥ 714 &
0lo] &%) 9™ Cronbach’s ¢ A57F B5F 0.65
o o] Ueho A WA Qe 9k FEoR 7
o] Q1SS EISFATHM. E. Han, 2022).

FAACoE AuEH 7154, HFH 29U A
AT} FASHA =& EH Ao AR, Q1414 891
& Ao Agshrlol= tha ZolE H At Kautish
et al.(2023)9] A9 A% AFA s 7|5 gAE 7]
sA9e LR & & AFe= 9 S4HIA
et A om, ARA gRlo] o] A9 tha
Zpo]7} Qlo] olet Z2 Aol7} UEhd o= HTtHE
Ach TEA AR 2EE F 7HA] 80 ME B
Sl7|2 stal, YAl APAT Aw et al.(2022), Chang
(2021), Hu et al.(2022), Kim(2021)04 285 AH]
A 94 571 812 Farsto] AlEFuer A=
o] FeHolxr =Hl &P 7o T F
L BYEE 748 292 PYE 8908 ¥y
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<Table 2> The result of confirmatory factor analysis
Construct S t a CR

Al shopping assistant solves the difficulty of choosing a product. 155 -
I want to use Al shopping assistant for shopping. .691 12.974

F .809 .865
Al shopping assistant are efficient. .655 10.951
Al shopping assistant are easy to use. 486 11.617
Al shopping assistant provides special shopping information just for me. | .757 -
Al shopping assistant stimulate my shopping with interest. 744 12.373
Al shopping assistant make shopping attractive, fun, and lively. .672 12.729

0 Al .shf)pping assistant personalization service stimulates my intellectual 608 12,349 890 916
curiosity.
Using Al shopping assistant for shopping is fun. .582 11.894
Using Al shopping assistant gives me pleasure. .549 13.286
I think AI shopping assistant are key to online shopping. 531 11.664
Al shopping assistant save shopping time. 721 -
Al shopping assistant allows you to explore knowledge and information 634 12.429
about the product.

Ra Al shopping assistant help you buy reasonable products. .668 12.612 85 892
Al shopping assistant allows you to analyze products. .655 11.715
Al shopping assistant make product choices logically. .563 11.340

Re | Al shopping assistant are reliable. .863 - - -
I think the AI shopping assistant meets my expectations. .869 -

S .696 .843
I am satisfied with Al shopping assistant. .829 15.257
I will buy Al shopping assistant recommended products first. 457 -

P 790 749
I am willing to purchase products through Al shopping assistant. .940 12.782

Note. S: Standardized factor loading, F: Functional, H: Hedonic, Ra: Rational, Re: Reliable, S: Satisfaction, P: Purchase
intention, ¢: Cronbach’s q.
All estimate are statistically significant at p<.001.

otk ALY E0ll US4 G BEE K BUH AURAS WS oD ArEA 2
£ 2UEToR TR AU B4 AAS 2 22 85 09 O o) 24 mo] A
Foy, AFPATY] Hu et al.(2023), Kamoonpuri and A} eFFAdS ASsH] Yol 1A QoIS A
Sengar(2023)°ﬂ/ﬂh AlFA 2918 %23 2919 &} Ptk BA Aa CMIN=261.778, df=160, RMR=

U= 24skelr] thEe] A=a aclow Wysty
A8 AsBt o] o] girky Bgkth uebd &
FHoR B AToAL Al &% 90 48R &
a4 g4 B712A H) A 89l
e, A9 2902 wEo%t

? 71%A, o2,

.024, RMSEA=.046, GFI=.916 5% Z3ls}9]1, 25
A 420] sl NFI=.928, RFI=.915, IFI=.971,
CFI=971, TLI=.965% H% 7@%}6}7%] el gRlE
Aol Hjtrrp 283 ust »~zoz FQlEr)
(Hair, Ringle, & Sarstedt, 2011). 202 &7 2§
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FZ(AVE), AZ%(CR)E 53 J5 =347 i
B A=stoth B4 AT} (Table 3)3F 2o
AVEZFL 600~.72982 e O, CRZES .749~916
07, AVEZLS .50, CREHS .70 o]0 & Yeht
% B34S FRsh £ TEEGAS FQlgt
A3, dAEFOo g AVEZo| gl AlFH 891 A
95}, AAS2] AFEETE AVEFo] BE %7
vreht A 2.9l hdebggdo] ShE = QthNo, 2020).

2. Verification of structural equation model

AFEA 29 78S Aol Al &3 =91 AR}
o] AHA G4l 571 Yl 7HA] 7154, 24, 4,
A2 QRlEo] MEHEe}t oo nX= JF
WEE7E Fujojro] mXe JFS Gotkr] fIgt
T2 A] HPEAS APttt BEE HHol]
o5t AL A4 CMIN=282.486, df=175, RMR=
.024, RMSEA=.045, GFI=.914, NFI=.925, RFI=.910,
IFI=.964, TLI=.964, CFI=.9700.2 2% A3lslA U}
ERtal Aib= (Fig. 2)9F (Table 4)9F Ztt.

WA Al £33 E9ule] A2 841 57] 8150]
REEo] vjAE JRe AvEY o2ty aQl(g-
495, 1=3.548, p<.001)T} 3] & QQ1(B=478, =3.218,
p<ONE FHEE] H(+)9] ST T vAL A
oz yepgth ¥id 7153 Q91(4=.028, =181,
p>.05)7F A=A Q91(8=.029, =611, p>.05) T
o] folgt YL FA Fohe Ao ehyth
Z, o2rd 2913} o]y a0lo] oW Al 4% &
Sulo] gt WEEs} FolAE AS F & YA,

o

=
o] F 924 aQlo] 7V 2 GgS FUOH e

<Table 3> The AVE of variables and squared correlations

- o]z 89

T4 291 =08 YEth B3t Al £ =91]9
AHZF 84 57 Y] 7HA] 8.91o] Fujo]of H]R] =
FIFS A EH 715F Q91(5=409, =2.440, p<.05)
7} g3 Q91(B=.567, =2.822, p<.01)9] 7L Luj
ko] F(HY FoFt FFE MA= ALE Uy
o} ¥ oA Ql(B=177, =942, p>.05)1} A
& Q91(8=.082, =1.615, p>.05) FLHjolzo] &
gt FFS FA| Este ACE UEHEH £, 7T
2 Q13 A g9lo] wOoH FujoEr} FobA]
= ¢ 5 Ao o] F e allo] 7HE &

R, B2 7153 89 o= IS v

Ir
s

¥FE F
c}.
W WEEs oo vHt e 24 2
T felT GFS FA Rote A0 et
192, =872, p>.05). Al £% T=9u] AL8210] &4l
571 st aclEo] FujQEo] wX= FFel Slof
THEEO] ui7f 4TS wiHSl HEETE SEH
9l PO GE A 37| uhiol, REA
E 3 (bootstrapping)S =35t 95%2] AlZ|F7Ho]
LO00MO R B8 AT} BAKCR fofiA YL A
AT 4 AU F, Al &% Tw]o] 4H|%
57] 990E0] FujoEo] ujx& Jgo] 9lof
BE ARSI Aok 2 4

™ ol T

(=)
I

3. Validation of preferred shopping assistant effect

1) Measurement invariance

Al 23 £ A187}e] Aula B4 717} ks
Lot Fujojwo] mA= FF BA ol Aot
£ ZQU|(AI vs. AF)E Zfo] B0 9hA], AT

Functional Hedonic Rational Satisfaction Purchase intention
Functional .616"
Hedonic 556" .609*
Rational 536 588" .625
Satisfaction 451° 579 546" 729°
Purchase intention 502 506" 581° 485" .600°

* Average variance extracted (AVE) for constructs are displayed on the diagonal.
® Numbers below diagonal are squared correlation estimates of two variables.
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MCI
Satisfaction l
T
T I
- |
Purchase intention ‘
Reliable
<Fig. 2> The result of structure equation model
<Table 4> The result of structure equation model
Pathway b B SE t
Functional — Satisfaction -.030 -.028 .166 -.181
Hedonic - Satisfaction 521 495 147 3.548™"
Rational — Satisfaction 523 478 .163 3218
Reliable — Satisfaction .042 .029 .042 611
Functional — Purchase intention 405 409 .166 2.440
Hedonic — Purchase intention -.173 =177 184 -.942
Rational —  Purchase intention 576 567 204 2.822"
Reliable — Purchase intention .066 .082 014 1.615
Satisfaction — Purchase intention 178 .192 204 383

*

o <001, - <01, * p<.05

o] BIF=E o) Ast 82 5L (strong factorial
invariance)?] FH| AT £/ 4E 448 HAS5E

B S 554 BA4S HAAISHITH(Park, Yang, Lee,
Choi, & Kim, 2010).

HA JAdd v g4l 5717 HEE] vA=
AR BE SARLY FlolAlFke]l Kot
Pt a1 (27=408.770, df=286, p<.001), BFA| 4L oF
%3t th(normed x’=1.429, CFI=.952, TLI=.943,
RMSEA=.038, AIC=672.770). TF&O & Hthd AH]|
A FA F717F oo mXE F2o] B¢
o] sol Al Fgkol F-2JotAl LEREIL(x*=446.830,
df=286, p<.001) 23247} ¥ 5519 Hnormed x>=
1.429, CFI=.937, TLI=.924, RMSEA=.043, AIC=
710.830). 3 F A2 &4 £39 Folgo] BEF

=%

p=265, 72|z m|

0.6 oo et T mdo] P FANYE
e,

5 wA gz 4
Foladlol RaY B
77 o] HA e

5}

o

pre]
o=

A8l et
aHRF g4l 5
2%=5.229, df=4,
A x*=1.701,
df=4, p=71912, & 13 =771 &
AX oz [FoJstA %A et LY GAl
ASE HFHoE SHEIO] 57HIo] FRIFHS
2N AT9 EFEE FHE ot tHBack, 2017).

%
A
7ol A%
27427

=

2) The result of preferred shopping assistant effect
AFRA) 39) FBL Fof PRI BRI
& dSAGEAS St 23 (Table 5)9
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<Table 5> The result of preferred shopping assistant effect

ologF 91

Al Human
Pathway
8 SE t 8 SE t

Functional - S 304 302 1.078 -253 235 -1.123

Hedonic - S 636 245 2.810" 452 231 2.120°

Rational - S 064 361 217 703 .188 3.722™"

Reliable - S -.106 066 -1.143 .083 057 1.253
Functional - PI 239 279 694 389 229 1.725

Hedonic - PI -283 238 -1.015 -.027 230 -125

Rational - PI 1.005 399 2386 637 185 33717

Reliable - PI 209 062 1.808 046 057 683

Note. S: Satisfaction, PI: Purchase intention.
T p<001, T p<.01, " p<.05

ok AT 4% w9 Aehd au4 €4 577w
Fzo vx 4% WA HAFRYS BT 2
I} 2°=408.770, df=286, p<.001Z UEFFo ), #|okm
o BA5 A} x*=413.999, df=290, p<.001Z L}E}
ek 5, WAL Y] 49 AFEYRT} £2=5.229
7 ent iAok go] Ak Tt 40 AL
& % Yotk Wb Azehe 4% E9ulo] G
A% Aol FAH2 foltk SE04 Aot 3l

Al A3 Heh(8=.636, =2.810,
5 Aeh(B=452, =2.120, p<.05)5.
G20l A H(+)2l
& qlsitt ¥ g 819 3
KeR A}EF /ﬂ; Feh(B=.703, +=3.722, p<.001) E&é&
of BAALE FoTt FEANA F(H FFS F

AoZ Yegoy, Al A5 Hth(B=.064, z=.217,
p>.05)Z TS FoRt 2 FA Fh= AL
2 uehdth &, o2t 8912 Al A5 ool Al
A3 Ak §ed golo] Ao A]— ‘jg Aho]
Al A% FART BEE §2

7/4\; QF A 011;]. H]—U:] 7]__14 /\]Q;H

S
A
=)

=z

3

>

>
ﬂf‘.i

T} x’=446.830, df=286, p<.001=2 LFEp O™ A oFm
P BA5 At =448.531, df=290, p<.001E UFE}
ok &, HAIGEE Y A9 AFRYPHRT £°=1.701
AA vheh AR K Hol HlA| kR o] - Aok
HRPHTh Sttt & S gllth mebs Asste
£33 E9ulo] I Fufjolkof] F=E Aol {ov]
S grom g Al 2% £9u] o]gxte] g4l F7|7t
T olof wjA = JgFol Slof Al AT ek} Al

Az A9 Aol gk & 4 gtk

V. Conclusion

Argro] k= 4 Hth 880 = sidsty] Sl
70erE AI(Kim et al., 2021)%= ThFst AH¢] Hofo] A]
At tiAls) AR5 SkaL gloH, o2 AL
2 8155t 58S 2450 Qlo] Ao FEETt A
7rol A& ForA| AL Stk 53] | skl Qe
221 £7ofA ] o] FEAL Ql=H, EF
e, FaL, vHAE, AH|A EopolA AR|RES 7]
Aot AT Tt BAE HolA I oo BA

£ AI°] 7ItjsiH A 9 HA dS7A = 7
5tal JThH(Hu et al., 2023).

mEhs] 2 A= Al &3 =997 7= |
stelgclo]l A H o2 AR ABAE WEAIZ|H E
S Fojol o] L mIA=A] wetstal, ot of
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9 Al 63 £90) LA A%} G4l

d SRSl AuAY) B Foelse] FFS
WA|A] QeA] ool oS HAT| FF Al 43
=90]9] Qo] Ego] H A BHoE ST
o1F 919 A 47 w9 A8 Lu14 HA F
7 SRS Mopel WHEEY Tojlso] vlAE
ATFE AHRET o5 710] AL TRALH B
To] WENE AZsct E3t 2Y EQu2A
AL S 4049} AR A5 2l MRl B4 5
% BB W, Foels F434ol o Aol
o] PEA] ottt & AolA v 8 4
Tep AARY S ohEa

A, AL 63 590 ALBAS] AHI% HAL 5]
S989E A5d, 0gH, gaH, A9 5 o 7
A Q9lo0 g T&FQtt. Kautish et al.(2023)9] 7|5
A, QA Q913} Aw et al.(2022), Chang(2021), Hu
et al.(2022), Kim(2021)29] $&]& 991, Kamoonpuri
and Sengar(2023)0]4 9] A1F& Q912 A|A|5l= A
spolc.

=4, o2t dejd 99l 07 Al &3 Ton
Lo F(H9 Fo3t FE AL FHA, 7lE
2 21l o2 Fufjolo] FH FoAF IFE F
Atk Al 4F £9u] ykEL L Jojolro] FJIke F
A ol AT gl A0 WA ol 2o
) 43 26 AL &7 9018 o) Al
472 57 A3l 71sH Welwo] TSRS o
ZOL A T 5 AAL, Al &3 EEGA 7]

4
F

i

;%

o

o QoA WS sHE 130] 7
mlelE olojX| A QHethe AL & 4 Udiek. of

o 22 A= Al £ T91] 58 5 B AFoA
20l AFAE 7|9 gAE 7|&A¢] £ o
2 ZEo|E&1|, Yang and Kim(2021)9] djol¥| 43
o 23 Al £9] 48 F 10% FAE A% o]
H A7 Fi= 39 8% HER = £AETLE

9‘;‘-}@6]1—%% ZAto]n, Kim(2021), Seo(2021b)9] A
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