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ABSTRACT

This study aims to develop a quality assessment tool to evaluate fashion chatbots’ quality and
factors affecting brand trust. The results of this study are summarized as follows. First, two qual-
ities of fashion chatbots are classified: the quality of the process of interaction and information
provision and the quality of the system and design environment. To assess the quality of each
fashion chatbot, an assessment tool consisting of 19 questions was developed and shown to have a
high reliability. Second, the elements that affect the quality of the fashion chatbot, such as inter-
actions, information, system, and design quality, had a positive effect on chatbot trust and design
quality exerted a positive influence on brand trust. In addition, chatbot trust had a positive effect
on brand trust. Third, the analysis found a fashion chatbot’s quality to have different impacts on
chatbot trust and brand trust, which was affected by 'the purpose of using a fashion chatbot' and
'the user's perception on the fashion chatbot'. The study is meaningful in that it provides a scien-
tific basis for fashion chatbots.

Key words: brand trust(2#E 21F]), chatbot trust(H# A12]), chatbot quality(% F3),
fashion chatbot(3] A 3 1)
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{Table 1) Verification of Internal Conformity of Fashion Chatbot’s Quality Evaluation Tool

Factor Question Fact'or Eigen | Variance |Cronbach’s
Loading | Value (%) a
The chatbot conducted a coherent conversation. 879
The chatbot answered the question appropriately. 845
1 |interaction|The chatbot answered the question quickly. 830 3.40 67.90 0.87
The chatbot used grammatically correct language. 820
The chatbot accurately expressed. 741
The chatbot provided information that was easy to understand.| .922
The chatbot provided accurate information. 916
2 |iformation|The chatbot provided highly complete information. 898 3.93 78.63 0.87
The chatbot provided up-to-date information. 849
The chatbot provided useful information. 846
Chatbot systems are easy to use. 892
The use of chatbot systems is easy to learn. 887
3| system - 3.05 76.16 0.93
Chatbot system can be used anywhere, anytime. 871
Chatbot systems have features that help me do my job. 839
The chatbot designs are organized. 916
The chatbot’s design is clean. 888
4| design |The chatbot's design is entertaining. 862 3.78 75.62 0.90
Chatbot’s design is creative. 846
The effect applied to chatbot designs is unique. 833
g A =7 AFEAT W FFES WA=t g AT M S A5 s
A Bes e BAS ANst 4
2) /M2 As 2+ ol AR AE, BAE 2= ¥stE Adsty)
HRo] ZTHo| AL Az e} HAT Ao o sl SHHrES Fdstel AFIARHE AA

(Table 2> Verification of Internal Conformity of Chatbot trust and brand trust

Factor Question Factor | Eigen | Variance |Cronbach'’s
Loading | Value (%) a
This chatbot is capable. 924
This chatbot is reliable. 921
1 | Chatbottrust 3.31 82.76 0.93
This chatbot works well without problems. 902
This chatbot responds well to users’ inpuiries. 892
I trust this brand. 955
I believe in this brand. 951
2 | brand trust 3.55 88.89 0.96
I think this brand is honest. 934
I can uwe this brand with confidence. 931

_7_
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(Table 3> Correlation between chatbot quality factors

index interaction information system design
interaction 1
information 0.79%%* 1
system 0.75%%* 0.75%** 1
design 0.54%%* 0.57%%* 0.647%** 1
*#% (001 Verification on both sides
ST, ol HPNFE SAHoE RS 5 S 49¥ Holw Atk
HulFse] A e dotr 7] S 9 A L] FHol B Ao FAHAA I
4 gFaARNS AF02 AT, Fe HA Relzke 44 29 A A7} A
SHHTFE I TG, AFHE, AILE, Al S8R dFE mAE Aolgks 7H 390
Tl 291 7he] FHEAAE (Table 3)3 2tk et A4 A3 (Table 59 7o) Uetyith A<
O A% BER URE SPRFEel ¢ Aol HAE Azl mAE GRS tgrol 03U
o] ZF I7LH skt 7Hd 2-12 714k ATAH RS tahe 0662
AEAE Azt A AR Edel AR 2 ey s 22% AZEAT. AxEe (7
A=l FAHA oA Aolgs 7H 19 L67= 7Hd 2-3 A 7140 YAl tik
A4 A3 (Table 499 7ol Yeth o2& 4.88, BRLE 02602 714 2-4= A AT
o A A=l mA= & take] 6.03, Bwtel oj¢t A AR 2Fe} BAL A AAE
0258 Yeh 74 1-12 A=k Al 2 e B9 tgre] 245, B 015 uehg 7Hd 3

t3-2 9.43, Bwkel 0392 vrebd 7 1-27F A9

ATk AlZ" ] g2 491, B 02022 e} o]

U 7k 1.3 9A Al E A
503, B#2 01622 714 1-4% A=Y=k 3
ARG L Fgro]l p=.00001A 362299 A=
ol glom, A4 W RP=T77TZ 77%9

CARle] i3k

{Table 4> Regression with chatbot trust by chatbot quality factors

FAE

2 34%9

AmaE e

[oXm BE=1

R

A=At ALY Fatel p=.000014 4351
Holy glon 3y i R*=34
Holy gty Aol
A 4 ofE AT Ui AEEC] =9
H s AFE AFsAY B2

¥ 2 HH LR Algste A2 UH7) o

N2
B

)
[
i
=
HTI
fr
Bore

re

Probability of

index standard error B t I ———
interaction .05 0.25%** 6.03 .000
information .04 0.39%** 9.43 .000
system 04 0.20%** 491 .000
design 03 0.16%** 5.03 .000
Vi 0.77
a 362.29%%*

#4001 Verification on both sides



A AR Fdo] AR Mg B BAE Lo mA= JFF
(Table 5> Hierarchical analysis results for brand trust
Model 1 Model 2 Model 3
T
B t B t B t
interaction 0.21%* 3.09 0.08 1.07 0.03 0.34
process 5
information 0.317%** 449 0.13 1.84 0.05 0.66
) system 0.16* 2.29 0.12 1.67
environment - —
design 0.30%** 5.59 0.26%%* 4.88
Chatbot trust 0.20* 2.45
R 0.25 0.33 0.34
R Change - 0.08 0.01
F 69.95%** 52.27%** 43.51%**

*{ 05 **p{.01 ***p 001 Verification on both sides

A0 B 4 An E4FE V5 AFE ATH D suAe] Ay 54
= AR AL AMEAE BHAE 9L AFX o] Q14 o] A YL o] =EA 569, Uuk)it
@ gl %7 HEelth A 129 e R & 1580l dEeldth $EAe)
o}el Adids wgor AFrHde HE AH J|BA EXOZ (Table 7Hd 7vo] Az ARL
€ Aelsty (Table 6)3 2ot s Axe) 4 TEEAT. AHE YAt 456%(729)0)F, o
e AR Aol FHA GFE FA, AR Qv sigeem)olan. dEwEs  20f7)
=4 3 HAdl SR HAE AR S8H9D 43795(69), 304 o] 4ol 56.3%(897) o] ATt
FF= FATh B AR AEe BAE AF
3449 Jae FE Ao vepgr
{Table 6> Hypothesis adoption status
hypothesis adoption status
H1 Quality of chatbot will have a positive effect on chatbot trust. adopt
H1-1 |The quality of interaction of chatbot will have a positive effect on chatbot trust. adopt
H1-2 |The quality of information of chatbot will have a positive effect on chatbot trust. adopt
H1-3 |The quality of system of chatbot will have a positive effect on chatbot trust. adopt
H1-4 |The quality of design of chatbot will have a positive effect on chatbot trust. adopt

H2 Quality of chatbot will have a positive effect on brand trust. partial adopt
H2-1 |The quality of interaction of chatbot will have a positive effect on brand trust. reject
H2-2 |The quality of information of chatbot will have a positive effect on brand trust. reject
H2-3 |The quality of system of chatbot will have a positive effect on brand trust. reject
H2-4 |The quality of design of chatbot will have a positive effect on brand trust. adopt

H3 Chatbot trust will have a positive effect on brand trust. adopt

_9_
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{Table 7> General characteristics of respondents

index Number of persons %
men 72 45.6
Gender women 86 54.4
total 158 100
20s 69 43.7
Age 30s 89 56.3
total 158 100
{Table 8> Quality comparison of chatbot quality factors between chatbot
index Talkjipsa(A) Losa(B) Shopbot (C) Mode.ai(D) F
interaction 5.01+1.00(B) 5.62+0.94(A) 5.35+1.21(AB) 5.23+1.04(AB) 9.62%**
information 4.51+1.24(C) 5.35+1.10(A) 4.81+1.26(BC) 5.10£1.08(AB) 13.82%%*
system 4.75+1.20(B) 5.44+1.04(A) 4.91+1.34(B) 5.07+1.17(AB) 9.59%**
design 4.46+1.14(B) 5.01£1.17(A) 4.10+1.30(B) 450+1.03(B) 10.77%**
e (001
3. BUE Ml M= WM Aol weh A WARAT, BANLE felg Aolst
Z&9| Atolet Aol Ae ASE Ustuth fadl F42 ZAPE o
D oMUE s g A Ax FAs 0 ORI ATY ASE Wk S
o Hoz fola Aolrt Uit
AT giAel A AR 4o EAL b7 AR At BAE A=) gk AR 7 P
- <Ta;e S 2o B AL T AEAL A= (Table 9oF ok AR A== =2AL
- ' - Shopbot, Mode.ai7t &3 AHR Tk %-59}31:1 A
FAS RAV SYARL $EE ASE UER Lo o0 o don wav age i
EANSE FAR A SR FEA AR ) ne gnug wgen 4w 29 Aol 2
¢l Shopbot#} Modeai® A5 2& EZo] =2 A eroret
Ao% Uehgtt, Aol ATE Aue) FAL WA e Eae] Ba Ase] 8ee
2, St Mo} AT 240 4 o0 LT T e
S e AFET WA AR NS 2wz BAe
St o x AEE FHFHTE 48T

A28 F248 ZAL} ModeaiZt E3AF Shopbot

(Table 9> Quality comparison of chatbot trust and brand trust between chatbot

index Talkjipsa(A) Losa(B) Shopbot(C) Mode.ai(D) F
Chatbot trust 4.34+1.29(B) 5.16+£1.24(A) 494+1.18(A) 497+1.23(A) 12.02%%*
brand trust 4.75+1.14 4.81+1.17 4.36%1.18 4.45+1.26 2.94%*

*X.05 X001
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{Table 10> Regression with Chatbot trust by Fashion Chatbot

‘ Talkjipsa Losa Shopbot Mode.ai
index
B t yes t B t B t
interaction 0.21%* 3.24 0.29%** 411 0.23 1.88 0.28* 2.15
information 0.29%** 4.33 0.47%*%* 6.85 0.37%* 3.63 0.42%* 2.75
system 0.33%#* 4.66 0.05 0.78 0.27* 2.28 0.21 1.64
design 0.17%* 3.12 0.19%** 3.64 0.19* 2.61 0.06 0.75
R 0.73 0.80 0.81 0.82
F 104.85%** 156.84%#* 54.42%** 56.11%**

*X 05 **pX .01 ***p{ 001 Verification on both sides

A3} (Table 1007 7o) Yepsth, BQAE 4% 3 ATE B 5 vk AR Ao HAT M9
A8, ATAR, A2Y, OAQle] BF AR Az #AS SuHE SPAS Shopbot] A% AR
o JdFE FE FSE YRy, 2AE 45 AF7E BAE AFe] JaFs FA ¥e A=
& ATHE, HAAT AR Al FFE F= uvebstth, A ZAReE Modeais HE AlE]
A2 vebgth Shopbot® AFHE, A2Y, U HAS N FFS FE A0 vhehget
ApQle] AR Alged FFS FASH, Modeais
FeAEH AFFET AR AP JIFE FE 2) IjM MEEH=Z HHE= AE2[of &HESH=
AL Z e ZE0| Aol Aol
BYE g ESWSEE BN Ags ' _ ]
(Table 103 2), Modeais) 4% 45ago n 10 AREE BAS 89 998 vHe
BE N ¥AAY GBL FE AeR gup o o SEVFRAE A9 99 s
Lo ol qolE A Aadne sae gy OVTF A GEE clgE Fue) g6 &
o qaw g maop o ooz ysgage 0 Dl BAE Agsdn g8 A o8
. 3 2}
Aol ek o= Fr BHdo] 7] el 7]l
{Table 11> Regression with brand trust by Fashion Chatbot
‘ Talkjipsa Losa Shopbot Mode.ai
index
B t B t B t B ¢
interaction 0.13 1.19 0.00 0.01 -0.32 -1.84 -0.47* -2.70
information 0.11 0.89 -0.15 -1.09 0.37* 2.35 0.11 0.53
system 0.09 0.72 0.08 0.74 0.34* 2.02 0.17 1.02
design 0.19 1.92 0.24* 2.46 0.22* 2.06 0.35%* 3.41
Chatbot trust 0.05 0.37 0.49** 3.34 0.27 1.40 0.70%%* 3.92
Vo 0.23 0.37 0.64 0.70
F 9.13%** 17.91%%* 17.78%** 23.63%**

*X 05 **p<X .01 ***p{ 001 Verification on both sides
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