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ABSTRACT

This study investigated the effects that motivation to use curation services had on perceived service quality,
service satisfaction, purchase intention, and word of mouth (WOM) ntention. In particular, the service sat-
isfaction variable was verified to be a mediator in relation to the perceived service quality, purchase intention,
and WOM intention, and this moderated mediation effect was verified by inserting the variables of product
price and product quality satisfaction into the study. It was found that utilitarian motivation had a positive
impact on both the perceived rapidity and accuracy of the service, and hedonic motivation was only sig-
nificant n relation to the accuracy of service. In terms of how perceived service quality affects both purchase
and WOM intentions, rapidity had a positive effect on purchase intention, but the relationship with WOM
itention was Insignificant; accuracy of service, however, showed a positive effect in relation to all variables.
Furthermore, with the mediation effect of service satisfaction, it was shown that service satisfaction played a
mediating role in the relationship between rapidity and accuracy, as well as between purchase and WOM
mtentions. Finally, as a result of checking the moderated mediation effects of product price satisfaction and
product quality satisfaction, only price satisfaction had a significant moderating effect while service satisfaction
mediated the relationship between purchase intention. This study differs from previous studies in that it con-
ducted in-depth verification of the effects moderated by other variables as well as the simple mediating path
of the service satisfaction variables. It is significant in that it presents theoretical implications and provides

academic data in the fields of marketing and consumer behavior.
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Product
Satisfaction
(Price / Quality)

Behavioral
Intention

(Utilitarian Hedoniic)

(Rapidity / Accuracy)

(Putchase / WOM)

{Fig. 1> Research Model
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Larcker(1981)+ HlgA &t JSEHITEE FH o7
A% HFEAFE(AVE) Y 7IEAE 50 o4
o2 AABAL Utk olE 71FS2 AVE #e &
A% Az, BE 50 oo ® it IAFEHYE
& FHEAT0l 45EHAT WHETEE Fornell
& Larcker(1981) 7} A A8+ 7]l &3] AVE Al
< #F EF AR FAAFE HlLE

e 44 AVE A7 3ol o
A 7 ok “L AsrEt & 208 Yehd
s ¢ "F 9\}‘3‘r<Table 2.
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g2l Byol WAHSE drid & dSsteX, ey =37, Faay=33, Faurnz=65 Fagox
Tgo] AgsA FAIFHNEA FuH Fue =59, Fange=46)0] BF 7|52 o440 g 4
8 #1134 i Kim & Lee, 2015), 11 715 et A5 R4S M ALZ HrhE oK Table
2 SE HopdE tha Ao|7f oy MR E D. &% A571 0 ol F, &Y o 9 3
Hopol = Agkol 20 olitold A& HFA ol AL 7M1 Aoz ke (Shin, 2018). &

2o Ao® Hrteth(Hair, Hult, Ringle, & T B8 Fi(Fuan=21, Fyan=26, @m

Sarstedt, 2017). ¥ A7 WAHFEL FH(K ruz=A46, Fanar=42, Fraaz=238)0] BF 0

{Table 1> Measurement Model: Confirmatory Factor Analysis

Outer Cronbach’s

Construct Items . CR AVE
loading a
I can find a product that meets my needs. .80
I can buy the product efficiently. 82
Utilitarian I can easily find the fashion products you want with little effort. 82 88 01 69
Motivation [ could save time when I was shopping. 83 ' ' '
It allows us to purchase items that are quite satisfying 87
compared to cost and time. '
I enjoy spending time using it. .85
I can enjoy shopping more. .84
Hedonic There are times when I get immersed without realizing it. 73 88 91 68
Motivation Regardless of the product purchase, shopping using the service 83 ’ ’ .
is fun in itself. ’
The service gives me pleasure like a break. 87
o It provides a convenient and quick shopping service. 84
Rapidity ‘ ) } 71 87 77
I was able to shop quickly using the service. 91
The information provided by the service is largely accurate. 91
Accuracy i ) . .79 90 .82
It provided accurate information. .90
I am satisfied that I can reduce shopping time and effort a4
when 1 receive recommendations. '
Service I am satisfied with the overall service level of product
. . . . .86 .80 88 71
Satisfaction recommendation services.
I think it provides satisfactory recommendation information 83
about other products by understanding customers’ needs. ’
I am willing to buy the recommended product. .86
Purchase . . .
) I will consider the recommended product first. 82 81 89 .73
Intention
It helped me make a decision to buy. 87
WOM I will recommend it to others. 92 84 o 46
Intention I am willing to encourage others to use recommended services. 92 ’ ' '
Model Assess R?=(Ra=.37, Ac=.33, SS=.65 PI=59, WI=.46),
Indices Q?=(Ra=.27, Ac=.26, SS= 46, PI= 42, WI=38)

Ra=Rapidity, Ac=Accuracy, SS=Service Satisfaction, PI=Purchase Intention, WI=WOM Intention

_9_
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oo 2 HAE tAlF dF AFYE M A
S FAT 4 AAJKTable 1). PR o2, A
W e bgeI3AdE ddsk] Sl VIF A
£ AyHgkom 163-289 Alo]l2 EEdle] 7]F
2191 500 PRt ® vy W 7F tEFdAaA Y
AT fle AL FRlskth(Hair et al, 2017).

A

AFANME o] FFste] 50002 AG34
t A2EA AAE (Table 3)F <(Fig. 2>l AA]
“5‘}‘23

LTl Avze ol g% 3
e AR Az FEA ARY(5=51 K
00D) 2 G (B=40, X001 BF FAHAA
GFE VA O verge wwd Ay
Ne AR (B=2, KODAE FABoY A%
(=00 F8 4 WAL FAHA 2%
itk % £719 42g 27 nsiugs 0, A
WHOE 4EH BV ¥ 22 ARASE BY

{Table 2> Measurement Model: Discriminant Validity
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7 A3k FAFsteh(Park, 2004). A7
FAF MulE wFe] #ANME A& (B=51
)3 A (p=37, xK001) EF

R
N
N
i

R

R

001 el SRR
FIFE WAE AR et R FE 3 17
SHEA 9l el frold e MAY Lee
(2016), 182 APA D& HA27F F93

A Lee & Park(2018)9] <A<t fFAlg #gto)
Ues & F AATh AH|A BFo] Fuf g
Ao mAE G AFE A T
= (p=46, X001+ FAJ=(L=51, p{.001)
BE fos d3s mAe Ao2 YEigt &
2 FA3 Ao g Aozl
Tl =(6=.20, X.001) &
HAo FHE(L=. 04)9}
FoletA stk whHe] JIAde

i)
g
o X
> R
‘rzrﬂ
B2
ox I
rl<>>

2
e

lo ox i
ry
X,

e x=(5=17, KXO01), F+AE(L=.17, X.05)l
FAA G PAE Aoz Jepde 444
o2 vz FA Y 2910] FriEst 7

Fornell-larcker criterion

Construct

UM HM Ra Ac S PI WI
UM 83
HM 62" .82
Ra .60 43 .88
Ac .54 43 .64 91
SS .70 o7 75 .70 .84
PI .60 .56 .67 .63 74 .85
WI .57 .61 .04 56 .66 70 92

a: Square root of AVE,
b: Correlation coefficient.

UM = Utilitarian Motivation, HM =Hedonic Motivation, Ra=Rapidity, Ac=Accuracy, SS=Service Satisfaction,

PI=Purchase Intention, WI=WOM Intention
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{Table 3> Parameter Estimates of the Research Model

Direct paths Path coefficient SE. t
UM — Ra 54 .06 9.10%**
UM — Ac 40 .08 4.75%%*
HM — Ra .09 .06 1.52
HM — Ac 23 .08 2.81%*
Ra — SS 51 .04 10.88%**
Ac — SS 37 .05 7.45%%*
SS — PI 46 .06 6.827%%*
SS — WI .51 .08 6.29%%*
Ra — PI .20 .06 3.31%%*
Ra — WI .04 .07 .57
Ac — PI 17 .05 2.96%*
Ac — WI 17 .08 2.09*

*X.001, **p<K01, ***pX 001

UM = Utilitarian Motivation, HM =Hedonic Motivation, Ra=Rapidity, Ac=Accuracy, SS=Service Satisfaction,

PI=Purchase Intention, WI=WOM Intention

AT B HHHA JFS BAE G4 A
2 FA &40l @ & At AMAES &9 A
el BEETE Wod AFS vk} gae)
FAANFENE O F29 B2 S0 A4
S 293 Ade @ 4 dom, AF F49 4
S0 F28 2°le 399 Kim et al(2020)

4. MH|2 2HRo| DIt

PEENE

W E=E
Process Macro®] Model 45
, F7HH 02 Sobel testE: B EAF

I=IPS R
.'\EﬁE

dstron, A7

o153 A SPSS
ol gstel BTG

[e]
5
S8l FAWSE 27

rlo
[{e)
ol
S

< 5000822 AAsA

e |[ P2 |[ P53
[k, “ 6
[0 e

b Utilitarian . Purchase
'zi Niotivation ST = 2 Tntention
(o 3 / .
a3

85 36" 51
R Hedonic Accuracy - ot
82 Moaion ) 18 R=32 13 Infention
e e

— a4

ol 80 B!

{Fig. 2> Structural Model

of PLS-SEM Analvsis
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AEAT Fojelme] BAGA Aux BES
WANSE S90S W HES AFE 2309t
AR & 6% AHTAAE T2 ] 0L
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% SR ete 2ol
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SAE AMHlA wREE uste] FujEel A
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olg gt THHEAIL AF T HANEES F
AvEeo] o8 EHEA stz SPSS
Process Macro®] Model 145 ©]&3le] ZHH v
Mast T4 Agach 249 viads
Mae] JE7t s os =dgs on

Eolslady Al L7 9, EXE A AN =
= 33), Sobel test AFNAE Zgre] 527(pC001) T R orA AFTAL 9%, % H“E
P o nET2
iq_a_q_ _ﬁ_oﬂ_z_lgi q_a_hl. '%] T 5000%_—; ] 0}21]:]' 7]’ "1 =
Q1 2= E ol A =
2 A7%E Al F4 29 FASge gy SOTE FHT AT (bl . Fe. 3. &
=2 E = \___
_ 5 . A A3t et
Aulz BES Faokn R JFE MPS
e, ZgAde pujeret FHgE BT
}_ a 3
AP FFL VAL 28 %0007 Au2 D AR S
BHES Ed PHHOEE 9L vAnE o AHIE RESel S A ool e) AAE
{Table 4> Mediation Effect of Service Satisfaction
. Confidence interval 95%
Indirect paths B Boot SE. Total effect
Boot LLCI Boot ULCI
Ra — SS — PI 23 .04 43 15 33
Ra — SS — WI .30 .06 R 19 43
Ac > SS — PI 18 .03 36 10 26
Ac > SS — WI 23 .04 43 14 33

w8 o 001

Ra=Rapidity, Ac=Accuracy, SS=Service Satisfaction, PI=Purchase Intention, WI=WOM Intention
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{Table 5> Moderated Mediating Effect of Price Satisfaction

Moderator

Confidence interval 95%

. Indirect paths Condition B Boot SE.
variable Boot LLCI Boot ULCI
-1SD .16 .05 07 28
Ra — SS — PI Mean 23 .04 14 33
+1SD 29 .05 19 40
Index of Moderated Mediation .09 .03 01 16
-1SD 28 .06 .16 43
Ra — SS — WI Mean .30 .06 19 44
+1SD 32 07 19 A7
Price Index of Moderated Mediation .03 .04 -.06 11
Satisfaction -1SD 12 .04 .05 21
Ac — SS — PI Mean 17 .03 .10 25
+1SD 22 .04 13 32
Index of Moderated Mediation 07 .03 01 13
-1SD 21 .04 13 31
Ac — SS — WI Mean 23 .04 14 33
+1SD 24 .06 13 37
Index of Moderated Mediation .02 .03 -.04 .09
Ra=Rapidity, Ac=Accuracy, SS=Service Satisfaction, PI=Purchase Intention, WI=WOM Intention
Seruce \
09\\ b Sﬂ“sm"“ =02\ // b3:v03
< 001 x5 001
SS=Service Satisfaction, PS=Price Satisfaction SS=Service Satisfaction, PS=Price Satisfaction
&SD"
Satisfaction
by= 09\ brzz
#p<.05, ¥+p<.001 a5 001
SS=Service Satisfaction, PS=Price Satisfaction SS=Service Satisfaction, PS=Price Satisfaction
{Fig. 3> Moderated Mediating Model of Price Satisfaction
Nete Z2AE 7HAREE7E 2dsteA A49E 2 LLCI=01~UCLI=162% 0 %33 %o}
Az, 249 WAASE 449 QS wAE 249 WAED) AE A0 UehtkFig 3-
RO E AFEAL(B=09), FEZEH AF7F A). 7}7%‘ HELTE G FEdAME AR T

13 —
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axe] A77F 1622 Yegy, $0 £E4 = 28 Yehgon, REXEY NFHTRE (0] X
& FEoAE 47 230 298 dehuth o5 A gkt HANEETE SRS AFTL
95% HEXEF A FE BT 00] £94EHA dede AL ¢ 5 Ak AEAH FAgRe
ottt HEREEsE Foksbd 2AR HHES ARAME 2AE WhAses 022 ZHA 9%
o A7F AR IS & F vk ASAH < mASY, A7k LLCI=-.04~UCLI=.09
TR ARAME 2HE WAAFTE HH < Z 08 x3ste] frolstAl &ttKFig. 3-D). wet

R
n:_,

FFSs MAE AR AFHNLWHB=03). F A TSR
EZEF] g7+ LLCI=-.06~UCLI=11% 0 £ vi7ist

|22 WHEo] Fujej=e] A

O

& T FIA WUKFig. 3B). A
ghsho]l At Fujelee] dAAES wifste & 2) FANEES) 249 vAEas
FE NHANSEE 2AeEA Dok Ad 23 A~ wEo] A& Fujowe TAES )
g AR 072 e BH G HA ANele 72 TAMELs} ZHS=x Joli
T ASE ATHAL FEXEW AR a5 249 AAASR 0302 H JFL
LLCI=.01~UCLI=.133E 02 XA FoF = nxE AT AZEYOoU REAEHN A7
A ARATE fegel AAAANFIL 3-C. o LLCI=-01~UCLI=.07% 0% Zgstq £9
MRS @ FEME a3 128 34 2ohtKFig 4-A). A&AH pAdwe
ey, S FEdAMe 17 52 FEdAe AdME 24" w5} -042 BA ot
{Table 6> Moderated Mediating Effect of Quality Satisfaction
Moderator Indirect paths Condition B Boot SE. Confidence nferval 9%
variable Boot LLCI Boot ULCI
-1SD .16 .05 .05 .26
Ra — SS — PI Mean 18 .04 .09 27
+1SD .21 .04 11 .30
Index of Moderated Mediation .03 .02 -.01 .07
-1SD .29 .07 15 45
Ra — SS — WI Mean .26 .06 14 .39
+1SD 23 .06 .10 37
Quality Index of Moderated Mediation -.04 .04 -13 .03
Satisfaction -1SD 12 .04 .04 21
Ac — SS — PI Mean 14 .04 .07 22
+1SD .16 .04 .08 24
Index of Moderated Mediation .02 01 -.01 .06
-1SD 22 .05 12 .35
Ac —> SS — WI Mean 19 .04 11 .30
+1SD 17 .05 07 .28
Index of Moderated Mediation -.03 .03 -.10 .02

Ra=Rapidity, Ac=Accuracy, SS=Service Satisfaction, PI=Purchase Intention, WI=WOM Intention
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Q“ahw .
5aus£mmn

Ser\ rice

<05, #Ep<.001

SS=Service Satisfaction, QS=Quality Satisfaction

Sausﬁmmn by 2;\- / b3 A1
\~ /

Sati faa b= \ g
atisfaction 180 / —.05
p 3

<05, #+4p<.001
SS=Service Satisfaction, QS=Quality Satisfaction

#p<.05, ¥*p<.001
SS=Service Satisfaction, QS=Quality Satisfaction

#p<.05, **%p<.001

=Service ion, QS=Quality

{Fig. 4> Moderated Mediating Model of Quality Satisfaction
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