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Abstract

This study investigates the effects of ChatGPT's quality characteristics (service and information) on pur-
chase intention and word of mouth intention. We distributed questionnaires among domestic men and women
aged in their 20s and 30s who had experience of using ChatGPT. A total of 222 responses were subjected to fre-
quency analysis, factor analysis, correlation analysis, and multiple linear regression analysis using the IBM
SPSS statistical program version 26. The major findings were as follows: (1) The factors of service quality were
categorized as Tangibility, Reliability, Empathy, and Assurance, while the factors of information quality were
categorized as Recency, Accuracy, and Usefulness. (2) Among the service quality factors of ChatGPT, two fac-
tors (Reliability and Empathy) significantly impacted purchase intention, and three factors (Tangibility,
Reliability, and Empathy) significantly affected word of mouth intention. (3) Among ChatGPT's information
quality factors, two factors (Usefulness and Recency) had a significant effect on purchase intention, and two
factors (Usefulness and Accuracy) exerted a significant influence on word of mouth intention. (4) Purchase in-

tention had a significant effect on word of mouth intention.
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2 A= h(Lee & Jeon, 2023).
71l0] A% AUl A g ol
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o 9] o] A28 hHS A FEHA Eaki 5 o)
F4 o] u|gsith= o do] AL <5 dlolE &
ol fZo g Qs 54 7| =of thgh S AlE
SEAU ARG AFO] T 3 3k of| A AFS] -] 2] A 7
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4= A th(Seo, 2022).

el olE1% £ABE ko] 919 AorTE
2235k 4= Q) th. Lee, Choi et al.(2023) 2] ChatGPT &-
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(Martyrosian, 2022). IGPTE 53 142 A&
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oI lsie) 22 A5 42l A ek o o)
A3 2h2 2 Q] A3 S A 2T 4= 9ltk(Atlas, 2023).
aHGPT 74k 24 ofl Al A eJof thgt 244l
Sre A3t 71& 174 Au) A Yd 2ot
Hwa g8 08 B4 S 3| 24T = 9l th(Mattas,
2023). IGPTe} Zro] oJ1stel AR A e, 74
"L AU £ WSS =Y = 912 H(Konya-
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A a2 9} 2| -2 Al 3-gFcH(Haluza & Jungwirth, 2023).

;zroﬁ
-] .
gm

~1> >kmr
o
o 2

b

AUCPTS] E4)-& Th&3} 2o, AGPT7} 5k
ol 712 AL AR o] /)54, 7] 1) Aol o] 3
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Fig. 1. Reinforcement learning from human feedback(RLHF) model.
Adapted from Amodei et al. (2017).
https://openai.com/research/learning-from-human-preferences
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ubz] ApAel AA Y Wol= AL 9u|st=d)|, Park
(2023)°] w2 AGPT2] #7H(hallucination) ¥415
29| 7¥ tAnlct RLHFS 28381 g2 o & 9
Tt f ARG AT I & A2 25 ool f A 4= ek

AGPT7} Ak 22 o 845 3 4= 9l Hl &= GPT
O Tof Gk ERAED] 7)5o] A AL
gtk ERa ] 752 A dlolE Yo #AE S
A ool Wetw) oju] & 3h55ks 414 WO Z(NVIDIA
KOREA, 2022), 9t4 U9 tf2}e] & 7] o8k
LRE AT e vHol 7IE Aleke A O

2 " Qltk(Lee, Oh et al., 2023).

95

(Convolutional neural network, CNN) £-& £}
(Recurrent neural network, RNN)o] &2 &2 &
(Hwang, 2023), 2017d -2 €o]| ER;AE
5703k ©] 5 CNNZ}F RNNE| 3HA|E S &3t
HEo w zpedo] A 2] o] HAlS 7HA oA = At

2018 F7H 27) o= F59R] ot AGPT=
20194 GPT-27+ B7) 51 4] AI7HS] 722 17| A%
FITHES. Lee, 2023). GPT-20] 2 4] S md o] F7]0]
o} 2 Z Al:= GPTE] A HA-& F 73k o] % Q1719 i
o A AZAME AF T A YA ASS Ff= ‘u)e
oAy S 29 A 7 SRS A
et sh5S Tl B2 H 42 getu| el H )
2}l sh=d], gt Bl 7 e & Al 2 E 9 A50]
Zobx ] ¥ Au gt 5ol 7hHEstth(Jeong, 2023).

2018 &A]E GPT-12 1,700 7] o] =hetu] g 4=
2 AUs, 1 b8 A5 GPT21 oF 1] 2,405+
ol A 1591 7jo|tt. GPT-3%= 1,750 7] 2] u}a}n] €]
5 7P A7 Blolo)s Bro] 4ol shetnle]
227} 1004} 0] A} Z=7}at 2 30| thlLee, Ohetal., 2023).
E3F, 2023 3L o) A GPT-4= wHetv] g =71 2
THIE Yol ke Aoleh 24 glon], As w
gt ol gt o]u] %] Q1A = 753 EE]l P (multimo-
dal) & = J5ko] Q12 © 2 chopgt 712} QlE| o] A5
53) Q148 4= Qltk(Jeong et al., 2023).
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2 = 2}al A 93} 4t} Kim and Kim(2018)-2 “ufj A 4~
Ault]o] F4, AR o]§-3P-5, Tl &) & Tt A of| A
Au EAE ARl 54E AZsh Hretn 4
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Am EAS AGPT7 AT Auo 44 252
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of A 4 5te] 2244 oS 3Tk Park(2014)
4w Bh0| 484 AGHE ARt doht &
899 39 H=2 o5, Sung and
9} 24142 2h2 Wgolut 2hy

Ko(2012)= A &%
& 5ol AsE= R F2

A& Bl A= 7P A2 RO ' A9
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P52 on]ghs Ao, Ag Y =7t 5o R o] F
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Aste = H =& o o= 2kar A o skqiet
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Fig. 2. Research model.
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Table 1. Questionnaire constitution
Number of

Variable ——— Measurement method Sources
Byeon & Cho(2020)
Gao(2022)
Service quality 16 S-point likert scale Jung(2021)
Kim(2022)
Park & Lee(2022)
Chae et al.(2002)
Choi et al.(2011)
Information quality 18 5-point likert scale Kim et al.(2011)
Lee et al.(2022)
Sung & Ko(2012)
Purchase intention 3 S-point likert scale Klr;a:]iggfg)l D
Chae(2023)
Word of mouth intention 3 S-point likert scale Kim & Kim(2023)
Park et al.(2017)
Table 2. Demographic characteristics of participants (n=222)
Variable Frequency(%)
20~24 146(65.8)
25~29 59(26.6)
Age
30~34 12(5.4)
35~39 5(2.3)
Woman 126(56.8)
Gender
Man 96(43.2)
Unmarried 218(98.2)
Marriage Married 3(1.4)
Etc. 1(0.5)
Student 163(73.4)
Self-employed 3(1.4)
Employee 30(13.5)
Occupation Profession 10(4.5)
Housewife 2(0.9)
Civil servant 4(1.8)
Etc. 10(4.5)
Less than 1,000,000 KRW 128(57.5)
1,000,000-2,000,000 KRW 42(18.9)
Monthly average income
2,000,000-3,000,000 KRW 20(9.0)
More than 3,000,000 KRW 32(14.4)
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Table 2. Continued

Variable Frequency(%)

High school 16(7.2)
Undergraduate student 124(55.9)
Bachelor’s degree 60(27.0)

Education

Graduate student 14(6.3)

Graduate degree 6(2.7)

Etc. 2(0.9)
Less than 1 week 97(43.7)
1 week to 1 month ago 83(37.4)

Recent usage period of ChatGPT

1-3 months ago 30(13.5)

More than 3 months ago 12(5.4)

Not used 17(7.7)
1-2 times per month 104(46.8)
Frequency of ChatGPT usage 1-2 times per week 59(26.6)
3-4 times per week 23(10.4)

5 or more times per week 19(8.6)
Information gathering 139(62.6)

Product comparison 7(3.2)

Language translation 18(8.1)

Purpose of using ChatGPT

Content generation 23(10.4)
Entertainment 27(12.2)

Other 8(3.6)

Not accessed 16(7.2)
Frequency of accessing fashion 1-2 times per week 110(49.5)
shopping malls 3-4 times per week 54(24.3)
5 or more times per week 42(18.9)

2 EHME @0l A U MEE 24 S 2 Aol A ] 2] 2 (Varimax) 22484 4]
2 glesteh RE ZPNSE FHR BAS A4S
A2 AH A B ATEL PAR B ARk dhe] THRAS FEFYL

o S3hE Au 2 BY RS AL FFS B AGPTY) Al 2 E80] thal 291 B4 & A,
g 4= QTh(Yi & Lee, 2014). 2 Lo A= AGPT Y <Table 3>3} Z+o] 118-Zko] 1 o] A2l 47]19] QQlo] =
40 B EFHUET AL, AFAE, AU S FHU0H 24 8L A4, AHA, T4, B4
SICT7|u Aul 2 A AT S HES Adste] & olekm Wrshairh47) 9] £olSe] that e A4
FHo AgI GO, ofo] BAA £ BAS AN L EE0604OR AN 4 Yrkn & 4 YTk A
A5tk e A3 Eol AFH AL Au| s Eolett
BT 005 X /12 100402 H 7R uA A28 SHA 2202 AlelstaL, Ala

A3l AL, & 21 A 2 =F(Factor loading)©] 0.5 o]AS 7] O#:rLQ} TYU3 Qo] =&EH AT
F02 sho] TA1A R AL AAlsheth o] % @ AGPTE A2 F) ) 8.9 B4 & A,
A 00l B4 BN 1] HL HUNA F <Table 4>9} o] 1f-gko] 1 o]4Hel 3749 2210] &
FH 15 W5 B2 B2 B3] 5] 9 Holom 2 291 HA4, B, F-840l et
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Table 3. Factor analysis and reliability analysis of service quality of ChatGPT

Factors Miesiied higms F act'or Eigen Curpulatlve Cronbach's
loading value  variance % o
The usage of ChatGPT is easy to remember. 0.894
Tangibility ~The method of using ChatGPT is clear and easy to understand. ~ 0.865 4.250 38.640 0.875
ChatGPT has a user-friendly design. 0.837
The answers provided by ChatGPT offer trustworthy 0.897
information. ’
Reliability ChatGPT can be relied upon to handle requests. 0.846 1.831 53.284 0.855
ChatGPT provides proper service in a single interaction. 0.781
ChatGPT can understand my needs. 0.830
Empathy ChatGPT can understand my emotions. 0.798 1 474 68.684 0.765
ChatGPT can adopt my perspective and recommend desired 0.754
products. ’
Iam concerned that the information I provide to ChatGPT may
. 0.948
be disclosed to others.
Assurance - - - 1.142 79.069 0.894
I am concerned that the information I provide to ChatGPT may 0.945
be used in unexpected ways. ’
Table 4. Factor analysis and reliability analysis of information quality of ChatGPT
Factors Measured items Fact.or Eigen Curpulatlve Cronbach's
loading value  variance % o
ChatGPT provides up-to-date information. 0.880
Recency  The information provided by ChatGPT is frequently updated. 0.875 4.225 46.941 0.866
The information provided by ChatGPT is fresh. 0.802
The information provided by ChatGPT is objective. 0.844
Accuracy The information provided by ChatGPT is specialized. 0.782 1.435 62.887 0.807
The information provided by ChatGPT is accurate. 0.777
ChatGPT provides customized information. 0.829
Usefulness ChatGPT provides information tailored to specific requests. 0.822 1.052 74.574 0.787
The product inquiries results provided by ChatGPT are useful. 0.723

ATt E 2212 Sung and Ko(2012)of| 4] &

ek

B SNS 42 E o] et 2917 5 stk Alw =

A47h B 0.6 0402 A% o] et 2 4 gk,
Tl o= o] AlelE A4 0867, T = 0] 41

= A4 0799 Ureht 5 W4 BE Al 4ol 4%

= gich.

3. 32N ZHT

HAGPT | A2 F- o] il &) e of| vl A= F &
A S B3 A3l <Table 5> Aot 2 ASRY) =

q

A gl Ao 2wk gl FRhe 255952 5w
B2 /= 0.00000 4 F-o) gk A 0 &2 UErsTh A
GPTY] 34, 414 Alelsta A=A, T4l
Tl FeFE wX AL QL F7HI(F=0.349,
1=5.290, p<0.001), A1 2] A (5=0.245, t=3.721, p<0.001)
o ;o7 Fufj oo H(+H)AQl S vEtllth

HANGPTL] Mu| A EZZ o] LA xof u]2]= JTF
HAE 43 ATt <Table 6>2F L. AA A4
(R?)= 04632 F4 W4T H )5 46.3% 3}
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Table 5. The effect of service quality of ChatGPT on purchase intention

Dependent variable Independent variable S t F R?
Tangibility 0.102 1.597
Purchase intention Reliability 0245 37217 25.595 0.308
Empathy 0.349 5.290%**
Assurance —0.006 -0.102
w45 p< 001
Table 6. The effect of service quality of ChatGPT on word of mouth intention
Dependent variable Independent variable g t F R?
Tangibility 0.372 6.630%**
Reliabili 0.221 3.806%**
Woirr(lit:rftigﬁmh Empath;y 0.269 4.626%** 48,603 0.463
Assurance 0.053 1.067
#p< 001

3 glow, VIF gho] &% 10 ulgho 2 vheh) o5
A A= fle Ao 2 e v Fgh2 48.605 2
ARG L {2 4=F 0.0000 4] F-of 3 A o= Lier
Tk AGPT ) 2l & Al elshal 184, A=A, &
Aol Aol P AL AL, B
=0.372, =6.630, p<0.001), 5-7J(=0.269, =4.626,
p<0.001), A2 A4(5=0.221, +=3.806, p<0.001)2] %=
2 Aoy me] A dFH S e

AGPTO| A u Fdo] ool v JF
AE EA43 A3 <Table 7>t 2ot A4 A 42(R?)
£ 03997 F&HH (Tl 2 )5 39.9% AP 5EL 9
oo, VIF gto] B 10 vjgko 2 yept o344
A= fle A2 2 A= v FE2 50.006 2.4 3]
FRE 2 94 0.00000 A F-2 7 A o= b,
o AGPT | A& A efstal 2414, -840l +
o]l P wAAL AL, F844(6=0.371,
1=5.897, p<0.001), Z] A4 (8=0.332, £=5.559, p<0.001)
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AGPTY A H FH o] Lo n|2]= F3F
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Aolwo| 9FFS wAL Y, §-84(5=0.476,
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Table 7. The effect of information quality of ChatGPT on purchase intention

Dependent variable Independent variable p t F R?
Recency 0.332 5.559%**
Purchase intention Accuracy 0.075 1.193 50.006 0.399
Usefulness 0.371 5.897***
#p< 001
Table 8. The effect of information quality of ChatGPT on word of mouth intention
Dependent variable Independent variable s t F R?
Recency 0.065 1.119
Word of mouth Accuracy 0.231 3.746%++ 56.178 0.428
Intention
Usefulness 0.476 7.753%**
#p< 001

Table 9. The effect of purchase intention on word of mouth intention

Dependent variable Independent variable p t F R?
Word of mouth intention Purchase intention 0.579 10.526%** 110.804 0.332
#54p< 001
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|
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