Seong-Goo JI, Ae-Young CHA / Journal of Industrial Disribution & Business Vol 11 No 12 (2020) 29-38 29

Print ISSN: 2233-4165 / Online ISSN 2233-5382
s JIDB website: http://www.jidb.or.kr
doi:http://dx.doi.org/10.13106/jidb.2020.vol11.n012.29

The Effects of Chatbot Service Quality, Trust, and Satisfaction on
Chatbot Reuse Intention and Store Reuse Intention

Seong-Goo JI*, Ae-Young CHA?

Received: November 19, 2020. Revised: November 30, 2020. Accepted: December 05, 2020.

Abstract

Purpose: The purpose of this study is to empirically analyze the effect of chatbot service quality, chatbot trust, and chatbot satisfaction
on chatbot reuse intention and store reuse intention. Research design, data, and methodology: We reviewed the literature on domestic
and international chatbots, established hypotheses, and analyzed them. We empirically analyzed the process model in which chatbot
service quality (interaction quality, information quality) has a positive effect on chatbot trust and chatbot satisfaction, and that chatbot
trust and satisfaction positively affect chatbot reuse intention and store reuse intention. A survey was conducted on 212 people who had
used shopping mall chatbots and financial service chatbots after demonstrating the shopping mall chatbot video. Structural equation
modeling was conducted by using AMOS 24.0 to test the proposed relationships. Results: As a result of the empirical analysis, the
effects of interaction quality on chatbot trust and information quality on chatbot satisfaction were not supported, but the rest of the
hypotheses were statistically significant. It was found that the information quality of chatbot service had a positive effect on chatbot
trust, but did not significantly affect chatbot satisfaction. In addition, the interaction quality of the chatbot positively affects the
satisfaction of the chatbot, but it does not significantly affect the trust of the chatbot. Chatbot trust was found to have a positive effect on
chatbot satisfaction. Chatbot trust and chatbot satisfaction were found to have a positive influence on the intention to reuse the chatbot.
And, chatbot trust and chatbot satisfaction were found to have a positive influence on store reuse intention. Conclusions: The findings
of this study offer significant theoretical and managerial contributions in the context of chatbot. Chatbots should enhance customer
contact quality management from the perspective of total customer experience management rather than partial function. When providing
a chatbot service, it is more desirable to give priority to providing accurate information to increase trust, and at the same time to
improve customer satisfaction by increasing the quality of interaction. And in order to increase the competitive advantage of companies,
the purpose of introducing chatbots should be clarified and approached strategically.
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Figure 1: Research Model
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W SEAEE EISH=XIE SHOISHICFomell & Larker, 1981). 2
A BA 1} Table 29| CHZIMO| EA|E HER 20| H=0| AVE
o MEder2 dEAsE Rifske Ao LIELHO 2t THEHEE
ge =ee|Rict

Table 1: Confirmatory Factor Analysis

Variables Items dli_r?gs C.R.| p [AVE ?ecl’irz\t?isliitt;
INF_SQ_n1 | 0.75
INF_SQ_n2 0.83 [12.59| 0.00
INF_SQ_n3 | 0.82|12.45| 0.00| 0.70 0.88
INF_SQ n4 | 0.82|12.46| 0.00
INF_SQ_n5 | 0.87|13.20| 0.00
INTE_SQ_n5 | 0.81

INTE_SQ n4 | 0.81 |13.42| 0.00

Information
Quality

Interaction
Quality INTE_SQ n3 | 0.80 |13.09| 0.00| 0.63 0.90
INTE_SQ n2 | 0.79 [13.06| 0.00
INTE_SQ n1 | 0.75[12.09| 0.00
TR_nl 0.82
Chatbot | 15 5 0.87 |14.69| 0.00| 0.72|  0.88
Trust
TR_n3 0.85 |14.12| 0.00
SA_n1 0.91
Chatbot = 082|  0.90
Satisfaction|  ga n2 0.90 |18.43| 0.00
Chatbot RE_n1 0.89
Reuse — 0.81 0.90
Intention RE_n2 0.91 |18.52| 0.00
Store ST nl 0.94
Reuse 0.85 0.92
Intention ST n2 0.90 |19.77| 0.00

Note: x?=275.56(df=137, p<0.01), x%/df=2.01, RMR=0.02, NFI=0.92,
CFI=0.96, IFI=0.96

Table 2: Correlation Matrix

Construct |Mean| SD 1 2 3 4 5 6
Linformation | e 15 60 [0.90
Quality
2. Interaction |3 65 19 58 |0.89 |0.84
Quality
3. Chatbot
Trust 3.35 |0.64 |0.68 |0.58 |0.85
4. Chatbot
Satisfaction 3.55 |0.65 |0.70 |0.70 |0.82 |0.91
5. Chatbot
Reuse 3.57 |0.70 |0.70 |0.63 |0.76 [0.80 [0.85
Intention
6. Store
Reuse 3.45 |0.72 |0.66 |0.54 |0.74 |0.68 |0.82 |0.92
Intention

Note: The diagonal line is the square root of the AVE value of each
variable.
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42. 714 H4d

AMOS 2402 =8t IRMTFZEAMZ AHAGIY  THEE
4519t SEMFREAE E|RERB(Maximum  Likelihood

Estimation)2 O83I2H Xizs AAEE OlSSIYCL ZHO
Hobd B dAlRh 21, ZEPHO| Zdf234, RMR=0.02, CHE
XNESE DEAEA LRPD| OmEo =88 kit = =+
RUCKNFI=0.92, CFI=0.94, [FI=0.95). &, HEHOZ QHEESOISH 4=5=0|
HolK|=E 2Lt

7hdg AT 21}, TH1e=EE EELME AR)ot THde-
1(EE BESHR UER)S XXX PgACLE LMK JHEE
SAHXMCRE FOBHA AX|ZIRACE FHECR MI{EH CREiF 2T
7H 18R BE-AR AR BEATE= 085(CR=462, p<ODE
Ho| FEts OKlz A2Z LIERLM 740| XIX|ZIQICE 7K 2-
2AMBEE MR UEF)| HEATE 040(CR=2.80, p<O))E
Ho| Fek2 O|Kle AoE LIEHA JHdO] X[X|Z|ACE 71 3(ME
ME[SFHE OO ABAIE 0.64CR=741, p<ODE HO| FH2
OXl= Z22 LIEHLtA 7HH0| XIX|Z|ACE THE 4R Mzl 3R
xolgo|z)o| AZAILE= 036(CR=341, p<01)Z Ho| &S OjX|=
AR LIEHHD, 7Hd s THEE AR To[82|k)o| HEAt=
0.53(CR=496, p<0E 2| FeZ O[K|= A= LIEHLIM 7H0]
RXIZQCE 7K e(RR AETEZ XHO[8L|R)o| ZAEAT=
060(CR=5.12, p<0DZE Fo| F&Z O|Xl= H2=E LEtD, 7id
73R PEESEIE TYO|E)e HERALE 022(CR=191, p<05,
TS A%E)E o IE2 OXl= AR LIEHtA 7HH0| X|X|Z|QUCE

Table 3: Results of SEM

Path B SE. | C.R. p
H1-1| InforQ — CT 0.85 | 0.22 | 4.62 | 0.00
H1-2| InterQ — CT -0.16 | 0.18 | -0.91 | 0.36
H2-1| InforQ — Cs -0.07 | 0.21 | -0.44 | 0.66
H2-2| InterQ — Cs 0.40 | 0.16 | 2.80 | 0.01
H3 CT — Cs 0.64 | 0.09 | 7.41 | 0.00
H4 CT — CRI 0.36 | 0.13 | 3.41 | 0.00
H5 Cs — CRI 0.53 | 0.12 | 4.96 | 0.00
H6 CT — SRI 0.60 | 0.15 | 5.12 | 0.00
H7 CSs — SRI 0.22 | 0.13 | 1.91 | 0.06

InforQ: Information Quality, InterQ: Interaction Quality,

CT: Chatbot Trust, CS: Chatbot Satisfaction,, CRI: Chatbot
Reuse Intention, SRI: Store Reuse Intention

x?=325.05(df=142, p<0.01), x¥df=2.29, RMR=0.02, NFI=0.91,
CFI=0.95, IFI=0.95

Chatbot Trust R?=0.51, Chatbot Satisfaction R?=0.75, Chatbot
Reuse Intention R?=0.62, Store Reuse Intention R?=0.62
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