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ABSTRACT

The purpose of this study is to mnvestigate how an image search service can be applied to fashion product
shopping to elicit a positive response from consumers. To clanfy this, a quantitative study was conducted us-
ing an online survey. The results showed, first, that consumers in their 20s and 80s purchase products using
mobile devices but that they have little experience in image search services. Second, compatibility, superior
functionality, ease of use, and enjoyment of the image recognition technology service were found to have a
significant effect on intention to use when shopping for fashion products. Third, among users with no experi-
ence of image search services for fashion product shopping, the higher the recognition of the compatibility of
technology and the quality of the search results, the higher the intention to use the service. However, among
users with experience using such a service, technology compatibility, service usefulness, ease, and sense of
control had a significant effect, but information quality had no influence on use intention. This study is ex-
pected to help establish a service strategy differentiated from existing mobile shopping services when provid-
ing image search service in the future.

Key words: continued usage intention(A] &AM 2] ), image search service(®] T A Z12] A H] 2),

mobile shopping((BFY £:3), shopping environment(£:3 37)
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L. M2
solEEY] UFee)l Futde E3 289 &
A3k 7

ol w5 wt SR AES
st MBIAE AlFste 7IdEel

ok Google®] Google Lenstt Amazon® Flow,
Microsoft®] Bing Vision $°] th®Zolt} 3=
AE A BEupgdel ¥ An) H]Xd(Bibe—ViSion)
deoly Eg Z(Naver Smart
Lens), 7}7k2(Kakao) <] 4 } olw|z] A 7]

Aol E9] 2ohE

T 5ol FAIEEA ouA] £4 Ves &t
au A FRE AFete MH|AEC] FES
WyoQth 53] g Aulae &9 JleH A
o] ©egh R AT Lo A4S 2
o (Nasmedia, 2017), =W A2 AA ¢} LA
OJEcM & ol &¥ AM Au|ie E3tEE
+4 9ol &rsiti(Nasmedia, 2017) LU RS
olAl TolE tals oW AE FES HAAFE Al
ol =gsk Aot

Absolunet(2018) 2] HIAMoME ojnx] 74

Z1ee] =74 14 71E3 tEe] 202097 BE

A 50%5 AAE AR Awsith HEof
olmlA] M MulAE dojot F4, QR ZE F
71E A A ] SAE dol AMAE He T
EE ANT 5 e A3Felr aHEel &Y
s vk spr]ol Butd & 7 MES 7t
AE FoAL Jow FEHTH(Lee et al, 2014). ©]
S} 7 Au) o] WA oW 4 (Image search)
o]t} (Lim, Jo, Kyo, & Han, 2019), 2ul¥d ®]F
g HA (Mobile visual search) (Lee, Kim, &

Kim, 2015), CBIR(Content-based image retrieval)
(Goodrum & Spink, 2001) & Th¥3HAl &L
ATHKim & Yun, 2019).

oW A] A MH|AE R B
B3 AFEL ded, AYdE Aget
71Rke] AA WAl S diA gt M2
2 28R A AER Tk Lee(2007)
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AEo] AF AE AN GAA e Halols
dHHA Hedl, dolE ol A9 AN F
Ak AFo sl AR Awitk Z47] gE ol
A& wWEE7] gl Hs b dols 4y
T AtkE FolA HAA Aol Fg/do] "otk
= ARl JTk EgktH(Mayer, 2003). ¥,
ojmA] A AMu| 29 &8 o] 72 HAjo] ¢
gol gANS Hed 5 glow, Aanxrt st
v AF ZRE BuF Zga Axd + Aok
© olfo] Stk EutAE olmA] A MuAE
oj&s HFEE AT AF LAY FH G
B o] &7k HA AL Al7to] @HE]7]e F=H
o7 AuAe] FAAR R S35 FHZAAF
© Aol 7Hs3lth(Oh & Lee, 2012)
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Q A B B4 %S ARE oA £E Ad U@ oldlE F1 AY & dow, ouA
o] F8 ol%w, ol Agat avAe A B A4 Auze 54 B85S ¥D S A 8
Aol BY A7E 27 WA B H3 AL £Ese] 35 9AE &9 $4L T
A4 AF B olulA) B AEzAE aHge]  2A A HnA B
&% AP WAL el B ATE BED
$%eItH(An, 2019) II. 0|2 Hi4

meq 2 A7E A8 44 893 oln
A4 A2 A AE &Bo) 8T A9, o 1, 0[0|x ZM M| siE
g 2vAEd] oWl ANHEA AARTA o
gom, oluA A4 AMAE FARE 29 F A A A anEstel gt olw 9
53] o gol avlge] s Aulse) g T NG SRES AR Agel TR B
FoEl GBS HALAG Arinag Gy g O SF Tl oW G ANAG Eas
W 20~3008 BgoR BaY aTg Qgsg  © o eo] BERH ol AR anas
o ek oA AN Au|xe AW $2o whel 21 (deep learning) 71¥ke] ojwx] £4 71&&
714S HlolSol= g zpol@o] YEAE | A g83le] AE ARE gHAFoE HEslL, &=
AHa Sen 1 elgn T Ause Ag g HORE LU W 4w 43 870 AF 7
Rob g Aulsd e e R wan gae 0 O T RS SEste e e
folulg AL WY 5 7] Mpeln mepy O JIEE ASSI A gle we #d
2t AY BT (Y BRI Au 2o 7 271 @Al oWAE F& HA AuHx
g ol @ ) of 9 44 9 Ee st o2A 4o

822 Atk Jonathan J, Xu, Berna, Jamey, &

@
A7, ool YL HAE LU AWu
o]2 Es 2uz Yo EALS wobste] Au A Jorge(2010)2= ©l& XHY w14 (mobile
o ARY st 9 AstE Aokl g Aapg  mage recognition) ZISels HHOR, HiER
o Az - 98 A0 9 RS BYss WO AL AL BTE
Aol gomaRldn AH AFS gag ¢ o= TESE AAAMNSA BR=E 549
L AUz ZgEe] ¥d TeAT o, A vl Atk Je, Lee, Lee, Jung, & Oh(2014) ¢} Lee
Mzl Bl Aotz Agl we g L AME AT g e 1H =
2 ATA) A A wR ALAAT A, o) T T EE AT L HFA ARV
o olmA AN MHAZ B §LAOD 43 mobile visual search)& & F loH, o|Hg
270 237 S olgASe Aulze) y  MVS 1EE FRE AN LEYE EPAC 3
& ASAGARE dofsts AL Ad vy @ T PIS STAYE REAR T Slefop de
QolH Ea9 AR AHe = - qe go L ST lGE SR A4 A% 4PN A
2 0ot ¥ ATANE ASAgelRg or  THE $o% NT (sl search)ol,
A s R AES G med DN 2EAE] A oluA A4 A
570w FEaTA e AEE 2A4Y gejg o 1HAIM Relo 9L mAT APl v
B9 % Ars sgden X ans g 4w HoHLee et al, 2015). F AFOAE mu
wepol A Tk A4 WAL Bgell ) 2w 00 AIE TG RE el 24 52§
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{Fig. 1> Result of Image Search in ASOS.com (Screenshot by ASOS’ visual search tool)

(ASOS, n.d.)
P gost Fm BEHT ArhLim et al.  dod A AES A4 Az = oold §
2019). olo] £ ATIME omA A4 Aulzet g2 TRHAI oA H4S AU wesk]
L golz FYstd AL skt g7 Bl 7 Felolth(Ann, 2018).
omlA A4 AqEzE 7E A= el A oRlA A Auze] BE HAATES I3

2 5 M AdR¥A AlFskE MBI A7E tE A o] B FA QI3RS Au2e ez s 1
o TEe 7 ARE 83t HAE Yo A SH, I3 2R AF2 o)A dth
U i A7k 1™ —]% %Tjr re e Axpe] A omAE FEse FAold A
ojm Ao e H¥ uotatr], R Rk HYGHE A o2& HAYUSEE Bl YT
I e MNAE AlFstal 2}1:]-( am, 2019). Y| +(Bernd et al, 2011)7} %12™(Shankar, Naru-
oW o] AmlE HZE oA 14 7|& 7]|ws} manchi, Ananya, Kompalli, & Chaudhury, 2017)
of AutEZS] FhuetE A Axloly AWE E = 2Rl &geA 7]E] FLEHIJH HAE 7
of A7g olujA & Eelet fAREE oW A E Fu Hhe] olmA] AL A7t Zgel| 7gkeleE s A
(Hwang & Ju, 2019), wlo|¥ £do] kZEH& FH IS AHHOE E/F37] oJHrhe AR
FE T TYIAY FARE AES FHST o = AAEH olmA] FHF HAA A=
A olu A AA Mu| 2 oju] H]ZU 2 Hofo NS HAste AN S FEFee AT+E 7
A ZEITe JRE AT B39t Lee et al.(2015) % ©]9F FAMSHA 9F
B AFelA ARz ste A AlEF &F A4 A A BR AAE Agste &% 24
el BEEE oA AN MulAE =Y A A2ElE AEsE F de AlaEs JhEst
dE AHIEE 959 22l &3 ZHF ASOS. Ak
com”b Sith ASOS ¢4& AN £, A 72+ F shH, Ak SR A olmx] A AjH] 2o
st 55 ZJsE FHA HelA Y Z& #3 A+e AFATY AHA 7P (Hwang
ARE FES] FAAR] ARES AFATFE W & Ju, 2019), °oluA AMS FE3 & AH|~
oltkFig. 1). oI+ FZol AlFdte += A=9 of g F&Ae] ¥ 8Qs Ay 2 g4 A
AR Al fgEE omAE | 2y 7w T(Kim & Han, 2019), ©]®|A] A Au]2e] o
o] oluA] FEFF FAF olmA] HA 7)Fel 7]nk & 54 2 o)g g, EAAGE Fotstal o]
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e 2dAE ANt A7t olFolA Skt
(Kim & Yun, 2019).

AP W) AAATE

4. w94, 58 9 Aoz
FRAY. 549 A¥E Aze NeF AR
A% 70e BAZ AFSE olEH WASE g

wo] ALEE Davis, Bagozzi, & Warshaw(1992)
9] 71442238 (technology acceptance model:
TAM)E Zx3Adh 7e5ER8S A2 A

Br)gd g AHAEY] 78 Hest d5e A

ojH| 9] Y|&FE R AXHE ALE o]y
d Q8o AAH EA(perceived enjoy-
= 1 349 7eFEEE S AN

ol Aol ek v

Btk TAH0E AWEW, WA Lee(2007)
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%%*&} (usefulness) &
AHESE Aol ARl

ez g, ge
AGATE AZE NU2E EAFOE
2 Ael B8 A0l e

A (ease of use) AH|AE
AHgEtE B R8s o
W= Axo|tk(Davis, 1989).
7|go] WolsdA=H F8%
Si/\i(Thiesse, 2007), Rogers & Shoemaker
1971)& owg 7l&E olaistAY A3

E% (complexity) ] A= Z, o#&9 AL

—

Solde Ametn Yok 9 B golgol
7149] o] QoA AAA AAHOZ ALZ
& z;Ea}z 3 4 am.

%a}%ol&% $718 Felshs 2910|th(Davis
al, 1992). 8L 71& 28 &

L
ze8

AHY 2WA B

29102 ANE HFEHA(Lee, 2007), AH&AT
MHI2AE B3 de AV T BE EAES
JE AER o7 & ok mupl aye) A3,
F34E gl F3H 248 F1 A
A o FuE ZEE g d 798 F s
ot

02 534 (compatibility) & ZAH]AHE©]

MZE 7lgolv Mul2art A dA e 71E9

S8 AEL 7IEo] AT AF, 71EY g5
vrs o FASAY AT Adh(Kleijnen,
Lee, & Wetzels, 2009). ¢|& Z3gdoz2 & F
Aed, TS Ve F89 A 4R 7
3715 3tH(Rogers, 1995). GroB(2018) = 334
o] Butyd & e] AHAMEO L] JFE mHT
- AFE EET vk Qlrh mEA] SIS A
Apo] AEARE O ol P AT QR0 EA
R[] 71E MY A9, 39 e AER
Z1E Au29te] A AEE AREE U A
stk & 4 Slth(Kahlert, 2016).

npxjeto 2 HH  E=A(superior functionality) =
Zél\i A"l A Algsts R Zulxe] 3

= YulatH, 2Rl AA"E Bt dgEe 4
Hol FAd g 249 AzkE &n]grh(Delone
& Mclean, 2003). Choi(2018)& AR FHE& A}
A7} "]—’:%‘% AHEE o THAE =2
AH3 AR, A3 AR, =&
AFste Aolgt Fodny & o
ZjA Aﬂu]/\ wWeto|A] AR E3

ol =
A=

o,
=)
R
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Ao thg oFE weth(Bhattacherjee, 2001).
A&EAE e 54 Auart d3)de] 1A
B3 DA AFE0] AEHHORE ALEEY
et Mulze] BebdS motste] sfAdsts H
Tgol B F Atk 7192 AAke AAY FRE
Al At IS {FAFH FA 71 249
B0 gk AEARE RS Eol7] 98 o
SHAA =8-S 7ol s, o]F Tl &M

53 3

Lol =
Asks A ZPF] HAF thFsAEA 2]
A A TAIZR MO R AFo] B HHE
Agstr] A7 AR I AEsAL Uk ol
ojmA] AN MuAE Bt E§H0E & A
of #58k7] A o] &AE] AMulzel i A
S LS Fotste AL A vHAIE Al
AFee ARE e 2 5 e Aot
2 AT E ASAHAEE olmA G AH|
28 WA AEFS aBste AFAAM AFHo R
ol &3tz s AE'E XA Hogg Ud &

of thek Aed o] How 7lE Aol &
watths dol EAHo|th(Hur, Jang, & Choo,
2019). o] = 20~30t) AW|xe= Euld 7]
719] o] &Eo] = A AF LaYolx Tt
= Ao o]Eo] o|mA AM Mu|X o]&e
AFQl AvA7E 2 F JS ALR dFsiy A
T& Yot

olmA] A4 Mujze] B3} A &ALk

LS EFd] s olmAl P Mus

3

RS

E4S oA A9 R84, SO, R34, 58
4, A8 FAE Yrol ARHAL. HLOE o
vA A Azl olg AW fRel AFEAD
54 o7t AEA gnngew, owx 44
Au|2 ol AP fFol weh quze] B4
Zto] A&AHg ool AL Gl Fol7t gk
A Avugt A7E dd F98 A7EYF
ATEAE thed 2o

QATEA 1 owA A4 Auz AE AY F

T QFEAZ EA 207t YEXA
do

AEA 2 olux 7 Mu]A
oI, F34, S84,
B 28] AEApEe o] ofH 3}
S A EA AE e

ALEA 3. olux] AM Au]A AL Ao
HE| 20 A &AL o] HHE o]
A A Mux BEAY 9 %

dateA Ao

Fe) 20~30007k olWA) AM AElzg VR,
AR% e mui 772 283 UAY A7
q

sobs S 2 ste] (Hur et al, 2019), 200 ~30
et 4ES 1:1 &5 HEE o] 2008S o
dorste A5E FHAAY A A3, SEHA
©] 38.0%7F olmA] AA Au| & o]g AHF ol AU
om, o] F 184%7F WA AF el o] AH|~
g ol g & Ao vty SHIFAH(AA $H

] 70%). SRASAA olm A HA AB| A7}

FAL ousheA s 49 F, A 9

w, o2 el olmA A4 Au
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Characteristics of image
search service

Usefulness

Ease of use

Enjoyment

Compatibility

Information quality

Intention of use

Using experience of
image search service

(Fig. 2> Research Model
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al.(2018) 9] #&& &&ste] AL, S (3
£3) 2 Mallat, Rossi, Tuunainen, & O6rni(2009)
o] £3&, F3A((3E3) S Venkatesh(2000) 9]
T4E FEadt AR AEZAL R
Shroff, Deneen, & Ng(2011)9] #3885 &3 43t
o BtA #4 F ARSI B 32 58 #
AE ALE FAsAHAY 18XA
a8 5). oA HA AMEA AN HEL
P]oi zﬂﬁ Atk 2 AFeA E&

pha el 07 ©]4S2 Nunnally & Bernstein
(1994) 8] 715& &7 gdxol A7t
NS AT Tablel).

{Table 1> Reliability Analysis of the Study Constructs

=l

J

Iv. o7 &4

1. O[O|X| &M MH|A ALE 2
TEAX £ R0

dglo W=

R Rl R A

9 s
AN B 23k 28 43 BE 384

o A4 (¥=3464, p=.063), Uol(}’=3771, p=
052), HZ 38 (’=10225, p=.017), LA+ 91
F FAdu(F=4766, p=2312), AL(F=9598,
p=.143)9] FHLE Yeiuth A, o], 94% T

AHl, A X005 FEAA fFelatA] @A Ut

Measurement items Cronbach’s a Mean  Std. Dev.
Usefulness
I do my shopping faster when I use the image searching service (ISS). 87 385 88
I spend less effort for shopping if I use ISS. ’ ’ ’
Shopping is more efficient using ISS.
Ease of use
It is easy to use ISS.
Using ISS do not require a lot of my effort. 76 3.97 .65
Using ISS is clear and understandable.
It is easy to get ISS to work the way I want it to.
Information quality
ISS provides superior results for the products I am looking for. .80 3.64 .79
ISS offers value-added services.
Compatibility
ISS gnde.rstands my specific needs. . 81 344 82
ISS is suitable to my way to do shopping.
ISS is compatible with my style and habits.
Enjoyment
ISS is enjoyable.
Using ISS is pleasant. 89 369 80
I have fun using ISS.
Intention of use
I expect my use of ISS to continue in the future. 84 3.82 91

I intend to use ISS frequently for my fashion shopping.
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o AZ ST IR P ARyt IARMEL AU oFIHY BAES 54
wEkA] omx] A Mu|ze AY fFo| wE s7] 9ste] ZF 898 FFFF(Z-AF)E I
ATEAH 54 Aol 79 e A0 I §9 AAF IARAS ANGAT A WA 3
et ARG A ojulx A4 Aux Sxo] ALAHE
oo mAE PgS AHE A ALY
2. O|O|X| AM MH|A E40| MH[A So)slgom (F=66, F=7378, p{001) T 7}
A EHAR2O 0 O|R = 9& A BA Q9lo] BF F9% HddE v A
gelatint, oo Au2 og FEL SHu

°lU1 A AA Mul A §AY G Mu|A A L B} N
) ol g3 F WA FAERF I olu R HA A

H f5 23E @A AHE7 Jste AAF

(Table 2> Hierarchical Regression Results Predicting Intention of Use

Unstandardized Coefficients

Model b Std. Error Beta ! S

(Constant) -12 23 -52 .60
Usefulness 13 07 13 1.73 .09
Ease of use .23 .10 17 2.26 .03

! Information quality .29 .09 26 3.39 .00
Compatibility 25 08 23 3.03 .00
Enjoyment .16 .06 15 2.49 01
(Constant) -.19 24 -.80 43
Usefulness 14 .07 14 1.95 .05
Ease of use 21 .10 15 2.05 .04

2 Information quality 32 .09 29 3.59 .00
Compatibility 23 .08 22 2.83 01
Enjoyment 16 .06 14 245 .02
Using experience .10 .08 .06 1.20 23
(Constant) -.29 32 -.89 .38
Usefulness 13 .10 13 1.26 21
Ease of use 13 14 .10 .96 .34
Information quality 48 12 44 4.10 .00
Compatibility 25 10 24 2.51 01

) Enjoyment .10 .09 .09 1.15 25
Using experience (E) 16 49 .09 32 75
Usefulness x E .08 15 .16 .01 .61
Ease of use x E 13 .21 .28 .61 .55
Information quality x E -.35 19 -.68 -1.85 .07
Compatibility x E -.01 19 -.02 -.07 95
Enjoyment x E 12 13 25 90 37

Dependent Variable: Intention of Use
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2.01,
A&

A =

=
=,

fol7b gleBz o] F 7h

A

B ({(Table 2), Model 1),

2otk (Model 2: F w3be:

]

EER

Al A 3]
A

7 = A]
p.10: Model 3: F Wt 170, p.10).
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