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[Abstract]

The interactive interaction of the artificial intelligence (AI) speaker has a limitation that stimulates only the hearing of the user.
In order to solve this problem, the communication strategies of Al agents have been studied. In this study, the effects of
information richness (verbal communication evaluation factor) and congruent voice (non-verbal evaluation communication) on trust,
intention to adopt recommendation, satisfaction and expectation disconfirmation in the context of using Al speaker were examined
through experimental study. The analysis showed that although the user's experience depends on the richness, there was no
congruent effect of the voice to help process the information by providing the information with the agent's voice that matched the

conversation topic. Therefore, it should be considered that the user’s experience may vary depending on the richness.
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o2l ey isls S o2 AYEEE 74
Al olQ]o] 37, A=A T A GAE AT 5 glo]
A Fe Ao F-Faiths S AU QIuh3]. ohA] 2,
AFA T 29A= EATE AEHE Ao/t BE JHE
G o AREARE U2 Y (modality)S] T §lo] 22
A A7 ARl eEste] e AR E ogaof 3t} o3t
A F537] $18] AFAT A HRE AL
W2lel] gk A7 wol o] FojAaL glom o]& AlRA o
2 AHEY ‘ojE HRE AFsor sh=A, ‘ofH W& AL
Lallof al=A) oF THE Aojd ARFUA I 8117} Faig
o] yte] & whEy] 53 AE vjdo A ARYAlA &
Ao T 4 A4l [5]. 2L FolAt= ] Al &
g gk vl d AfUA 01 AS stelis WA o] ARty
o Qo) 1w il HEd A5 d e 5 AA
o

O

| Al
olth4]. o] Aol = Qe Als AuAE ek gl
A Aot Aol 813t vl A AsruAleld 2]l
o] AbgAL el MRl Y Lot arzt Ft o= sl
WA QIzke] ARy ACld AAE AHE F, ARk
Ao# AsruAeld H7F 8913k Hae] dAdolehe vl
oA Auleld H7F a]le] AREA Al oAwRt IS

H R A 0 Ak w A,

II. OIO|ME 7|3 QIE{{M0oj| CHEt D&
2-1 2IZte| F{RLIAI0IM A2t CH2H oflo|HE

HCI (human computer interaction) $17-ll4= 17+ ARE-2}
o} tjg}g oflo]HME 7k JIEI A F 713 &34l ulst Ak
2 AR gk =97 FEs] ol A6, [7]. <1kE
Aol Abs] A QIEI Mol A 285 = 120 A7H FTFH
Zko]l QM= A-8Hrtal Hi= CASA (computers are
social actors) Tl W2, A7 FASHA TFEAH ol
OJHE tisf AREAFE A3 Abele] AFyAleld §AEE
71t E 7FsAd o] ETh8].

17k ARFuAe)lA AAIE AA AAH AFYA A
(verbal communication)¥} H]A]A AF-1 7| ©] 4 (non-verbal
communication) 0.2 TAETHI]. 1o1F AFYA oA
A uE Ad A 22 AFsE AS 5P v|d
o)A AfuAleldelgh Adoj7t obd thE WS Sl o]
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7F A= 2 ofw)giel10]. 1o ARuAlel S 1
gk =5 AYLL TolE MuYsle] FRE ddeles o=
A AR} AREAR] ok, 54 7ke] kg v A3
v} o] Qle9), [11]. 53] Aol Aol B2} el
= SRl Hrol disk Ale A AdS wdsleE 2
o F U8l oekdt gMEs Sk AT HlEh
[12], [13]. ¥IdA] AFuAleldS A-] 234, AlAIA],
A, B4 SR = vdo)H A A o)) o
&3} o) oigk vhee] A7t EA1SH Birdwhistell,

R. L] Aol A Q17ke] AR AIo]A Aol A 65%0]%4]
H|loA ooz Ak uhgitl{14], [15]. 53] AFES
gl B 2l oS Frista 54 onAE e
=l o= Hagl7h 71 AR AW 14 dhd S 2493)
A7|a Bzt a4 dXsRs ARE AT & A
< 7dis] ez #4938 4= Qlth16], [17]. WAl dlle]
HEQ] B AlxHlol] 183 A9 Al Alold] o]g]X]
= ARUAIA BAS aEste] dAHQl ~ERdT s
9 Qo) o] Hawle] EA dAIEHEE A4 e o]

25 AdAs|okstel 16], [17].

J

2-2 2A0{X FHFRLIH(0IM : FH|Y (richness)

Qo8] ARl el tat AT T o} B AL
8 o] Qo] 7 Aol 272 Dol ol 4

oF SH=71E s nm, dlo)H AR A0S delshel
2 UUE o] A8 A7t EAROS)

Y= A5 (relevance) @ #& o] Itk ARgAL SA4 T ol A
232 vkl o] A3 T o= Saracevie: A3
T &2 Rkl 1]. oo wEd AJ2g] A3H (system
relevance)> FAoj9} A1 Alele] FALLE, FA| A3HI
(topical relevance) FAolek 4 A} F=Aoke] #3HdS,
o1x] A3 (cognitive relevance) 4K o ARERLS] X2 &
< AAA AE 8T ko] FIbE, A4S A3 (situational
relevance)< R} 43 7 AgAS, AA A (affective
relevance)> 1Bk ARGALE] o] ke, 54, RIS Tho] Hghe
om] g 11], [19].

Aol digk T8 A7 FAIE AFES ddsks e
of #F Aow HAPATel] wEW Ak TE FAA
(topicality), 214174 (novelty), ©]3l17}5d (understandability),
A A (reliability), 4] (specificity), 71 (richness), <1
A (interest)©] AT AABFATH13]. o] 5 FAAELS Ul-go]
theFetal AAEHs onlek=d] 013 AruAleld 7t 8
Q1 5 3Rl Arel digh AAle A B ETH12], [13].
oAl e, AR o] gt Fu) vhdd o S o= Qlske] AL
|28 997} B SstE Al AAste = A Al Al
dol HH o F83 AP dd jEew FAEIL 9tk



2ASK|s 247 o 0|MEL| AOIH, HIAH HFLAHOIME L4o| ALZAL ZRo]| o|x= &

[20].

AeAdTtel] wWhEH AlFe] HHE AlFsH= Far g8
TAG whe} an|#ke] AR F7PL dEpvka she, 5
g AFshs uEMAME FAES {8488 et
3helst 4= QISth21], [22]. & Aol A& o] & tisls] Qe A
o] zef] Ag3te] QIFA T T AN A Fohz GHe| Fx
o) ALgAL ol v A= o S b B aA) g

o 41 >

X >
= _4

2-3 H|2H0{= F{FL[A0|M : 2UX|M 1} (congruent

effect)

H[Ao1A AU Alold o 5 sl Jagels 54
Aol gk 2|2 AdAA K 7ItE &= AT RS
5o A (stereotype)©] EASHCH23]. A II-S A
7+ ARE WFstete] XS = JEF shed ol i
Abde] shabA ARe-2 ek Aks] AR A a8dS
solEths 540l lvh24], [25]. agabd o] Askadel o
aff gk Aat, aAHYES ASAI F G Ay
= 5AE AXE A5 EYA 54E AXE o 1o 3271k
Eol o] W21 A8 vhg-& HltH26]. o] 2] g I 7
AN F = A=) Oéi]"j A7} (congruent effect)™= A|E2] 73

E AFshE B AN E sYsHA A&He Few
UHESETE Kahle, Homer—t— ALB Aol e e R Farst
= AlFS &do] Fardo] ojw|x|ef UX|ghH AT A4
Hof wdo] om]x] QA= Q1s) FaL gt FxlE —’F A
S 231 91 Baker, Churchille 4XA4 37} AlZel
LA Pdo] S-S AT EYTH27], [28]. oo EE vk 4
TFoAE A7 ARG Algehe Al A Ad 24 3hd
o] AF 5T dAel= A-9-olli= Rl tjgh Aol J3F
S RS Bl viTh29].

shuE A9

Folze ApLE B2l B wAY
AAdo] EA e AIEELS EAgE E

TR EURE HEo HaEE E

ks Zelth Yamada®] A-olA= AlgHEe] 47]
2 44% 28 54 -—i‘i“re‘rlﬂ TaeE oY 7 AT
o= grishs A4S ek = d tﬂ ] 1% Tl s
s AuE 3} =LA 37HA] At e e k7t
o XH| 22 §-3 (service trade occupation : JJrUHﬂ, glAl 7]

2] 38 (authoritative occupation : ¥ S A},
AL F), ARSHA-
D ZA EEl FE AR

=

B2,

A} 3 (outsider type occupation

<2} 5ol slgeei30]. thA

-
, =

el AbES A7 el Haged disiA e fARE
Yolgta A on v FFH= Aot e Ao
A2 g}, o= E*BV} Q1A 54 ol A, AlE
T SRkl EAS & A T T1se] EAES HEA
ST} 31].

2 AT A= v H ARJUA A Hr) a]leR Ha
ol gk A9 2AwhdS ARg-staal gt dubA o= ]l
A 29AE Tt Aol AT T v HRE A
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WE Ang A9ekee], mok An AF 4% (JuE AFS
=AY A Baelrk Ad A9 agdo] Axg
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g 271} 21317} PP o B2HE 2.5 FFUAE Hojd &

2 H2l 6O ATIAE A|Qste] F 427 (FAF 187, o=}

24”3)01 Aol Folaln) B A9 Hrixte] Ha dAHe
25.44 (SD =3.1)3 o™ AFA5 ~3A nARA 209, &
7] AREAF 117, ©7] AREAF 11 o2 A= It v
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AZeoleh AR AFAS 29AS ALl AuE 0 E 1. ths Ale 24
sh= A8 7P widd daATE Bl A T Table 1. Conversation scenario model 1
Ho| 7}s3 Aot = AlFo]| AFRE = Q3 A% A9FA7} Congruent Incongruent
AFsle 7157 AEE Au)az $33 ARz 3o 2 Authoritative occupation | Service trade occupation
B B L . voice — voice —
A2 AFSFITH30]. T3 2 Aglo] AlEE AR ES A Comprehensive| o ical information Medical information
W zlolol] st IS EAEly] 9 BF WAde] Eage (eye disease) (disc disease)
}-"XLE] Oj\;} 7_} 2) E.O/] gig] L_E‘_/\é% ﬁagod;% itb—y_g}oq Service trade occupation | Authoritative occupation
_ . voice — voice —
dee] w2 Haw] 5489S 7o R -5 S AR Detailed shopping information Shopping information
sldon Eag] Azt ik X2 HES B S Ao A (discount promotion) (free gift promotion)
ABHATH30). AHA 22 B H4e AATE B
7b e AR A FAg o] Je A dAshE 231 E 2. i3t ALtz =Y 2
o7 TEx o Ao Bl 2pow LRI Table 2. Conversation scenario model 2
dE Sol, AAsh: 2AL Wrlele] Hielw FER A conaruent neongruent
BE ABE= Aoolt). B AEl Ho] ol A|sol ] AlLE | Service t\r/iciiéeeo_ccupanon Author|ta$g/ii§<icupat|on
do|AE Eagl= oW oA AFsH= TTS (text to speak) Comprehensive Shopping information Shopping information
T2 ALRE) AAate] cAsAso] B Alae] dake 1] (free gift promotion) (discount promotion)
X] %}E% ‘8}9}1:}_ Authorltatlvle oicupatlon Service traqe oizcupatlon
Detailed _volee ™ _ volee =
Medical information — Medical information
9) A% A}l 2. (disc disease) (eye disease)

Aol ARE AU s & Ul 7 E F 7K 9 47

Ak A ST B A9 P i, E 3. i3t oAl (2| x TAIE)

Table 3. Dialogue example (incongruent x rich)

2Ae HYATE Fas) RE 7 FEEO| AR 4
e = subjects “Ahlo, tell me about the free gift promotion”
BE Algal=A], FEE0] aoF 1a A=A = T8k
I FAo] L A= AR 2poR FAAdo] e A voice Authoritative occupation
Doyl z7]0a Bl = = AA =)o agent “Now, the **market is offering a free gift with
w2 TSI S Sl 7AA 2 script every purchase of instant coffee and cereals.
3 30 AANE A} o] mpRe AT HENAM A et Do you have a product you like?”
TujErlgls FAZQl ARE AN, EZEH A subjects “Coffee” | “Cereals”
‘a7 AL YA AR T 7] e HERE AYE FH3 voice Authoritative occupation
7o« 7L SIAL ARSE = o = nlo Alglal e
J?-' o } ¥ } e o ]7] H]— ]E} ]a o “The Yonsei market is “The Yonsei market is
e Hg_ "¢} 7ro] A|Zstoith AT BAIGle] BRE 2ut offering a free 330 ml .
" tumbler with the offering g free character
L2 10% o= FAdste] £ Aol k2 A3 Zjo)= A agen , , spoon with the purchase
script | purchase of Eti Coffee of Neutrist Cereal and a
S}Oﬂp} w3l )3} Ao wet Ae ZTERpe] oA M3 e and a 250 ml mug with | = e e
7} Z&mele] Jaks 2 S uby] 98 ¥ 19, & 29 2 theﬁmgg;’,ﬁee Vita Cereal purchase.”
o] izt Ay o.E 2714 R A7t g Alvke] 2.9 ; p ;
o subjects What do you recommend?
QA =AYE Al 334 gor] Welt a9 13} 2]
RS sleal Ao A 2kale] A8 Frlabol A Alali). voice Authoritative occupation
“| recommend Eti “I recommend Vita
agent Coffee with a high Cereal with a high
script | rate of repurchase and | rate of repurchase and
good reviews during the | good reviews during the
promotion.” promotion.”
) Please say 3) A3 3|
Ahlo, tell me about the free 2185 9]8) BOSE AFSC 85 nlo]Hs BEE s 2y

gift promotion. 7} AR ER T 2.29] npEAL (wizard of OZ) W] o2 F1&fs)

Ack. 9.zo) whgAL AL dslo] A7 A7k wolA
e RN 29AE el WA Aol Pshe
a8 1. e oA A o 7141 AT} obd AL B7E ATl ol
Fig. 1. Scrip example A5 1A o] tH32).
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oo o|% 5@l tie Azl AsEe] Aol Al

Sz ke e o) DA sl%o] drks WES olnla
TH33]. o] dATolA Al F3 dlo]dES] fsdhel tigh
AEE oujgitt. 33 oo]dES] gt 2l=Ee AREAReke]
g Ao s mXvs A7 EAsh g A8
A9 Tds 1 2 FAste] ‘dRo] Ak dETt
of oJal mlE A 2o}’ 5 3o HoR AlFE S5
tH34]

T WA, 33 A8 9] (intention to adopt recommendation)
= oA RS 7] AR B R S colHES AHEeH
= AREALE] o)L E ofn]atn ATl A ool HELS] 4]
of Y& W= 89102 uHAT34], [35]. ©] Al
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297 o] AFelA Ti a2 == Hedelti36], [37], [38]. ©I
AT A E TEEE oo ELY gl djgt
F WS on|sh Ml Ate] A
o 'ek2o) A AEsh= AukH el A
Nl o Z LS SASIT

vl A, 718 YL A] (expectation disconﬁrmation)‘—f A &0l
L A 229 Adsol] gk 7HR1S] Q1413 7]l 4=
A& ou|shy AA A7t 7|HEY =& 75‘“?*
Z] (positive  disconfirmation)”}, *S A¢- 44 =Y
(negative disconfirmation)”} HAJSHCH39]. AR A% 2
Au| 2ol gk WHERS AP @8R 7viet vlalste] rta)
7] el o **6304‘?01] A Rk A aeEE e W
ol Z 3htolti36], [37], [40]. B=3F Bhattacherjee = &3 %]
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Fig. 2. Experiment environment

AR TN A& AF oo]AE
153 AFS QBB o 2 W EE QL)
%7}1}011 Al Aol tigk b Al ?
%QE worom ol FAs ~uA 2AF WS A
Zol| ZA8R= A1 BAS 297 AR A, o
SE3] AFANTE AE nestd

o] [ o]f_;o

o

Wer Ae AL 5
]

17437} Q13 A 5
ﬂ A}% H}Al O 013] 2= o

[l =1 —IE‘I‘)\AEEE}%LO] Aol AHS-
He BAYE AL ARG & A FolM=
A9 A1 3 (order effect) S F A 38}817] 9138 A= <&
S HZol7t AASE At S 3} (counterbalancing)
& FHsirh T o ® AAE Aol whek 47)9] 230
sov], 7t7ke] A3l

L

SR ECEEEA

w3 Q1A

1 O
vhoh Ho] $HSES slth kv Ald Fol Q)
4 Ang ek 58 kel AF A HE el A

A7} el AEe] BrelE PR 5 AEA Hs

3 A% Fojol gigt v o g A 500098 AlFst
Art. AW B3 B o)A A 1Y 2 o) 2
3-4 M3 M0 L BY

AT 7HEE o @ el 49 W A 23
(A vs R AR 2 (DA v EDA)e] 23

o B Frofalis 2 x 2 A%k ) WS aglAE T4
Soich. SYW F A o Qofa AU B

Al

1 H
7} g8lel e FE Hre| 7t Lol vl zpAs] AHsh=
TAA AEe} o o] H48 115 AAshs A
AEZ Uy 22sglk 7 A, UA]A ofF= HdojE] A
FruAeld H7F a1 aEE = WO R oo]HES] Hi
g2 QA3 A== A Jre] FAo Trddo] EAs)
T YA Auel EASHA] @ EYA] JrE b 221830
D} FTEHALS AF], F2 QY ok wEk, JdEIXE
Shlom B A Ao A ARE-E HRlS *}gé}dq
A2 IBM SPSS Statistics 213 /\}9_6}04 Skx 7|4
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A AR 5% Sk3ich

N N
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Iv. ¢3¢ Z3} 4-3 = #ol 3 A}
4-1 ME B8t MEIE HS 1) A1) (trust)
TAG I IR o7t A=lel wx|= &) tiste] vk
A @] NE =S 7HS5] f18l Cronbach’s a AlE B BARMS G Ayl FAA o] ule} o)s)
B3 AlE % A4S REEelk L AT A1E] (a=.82), T zto)7h Q= Ao YT, A1, 41) = 14.67, p< .001, 1,° =
A % (a = 87), VI (a=.93), 7IHELA] (a=94) & 26. TAA ARE AR A& B (M = 539, SD =
£ ol thale] Cronbach’s agko] 0.70]4F0.2 HAwo] ¥ 1.02)2 L34 ARE AP AdYe] 35 (M =494, SD =
Q1e] A =7 HE Ak 1.03)H} Eokt) AXA o Hof w2 AF Q] {23k 2jol=
UERA] ekokem, (1, 41) = 27, p= .61, F5 28 A v} wet
4-2 HXIE US FroEkx] okt F(1,41)= .05, p=.83.

2 A5 b
= 2] (40225

Oﬂ k= 11042 o

2
o
Y

o,

lo |m
H

o
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tlo
o
H
ol

A Z#—E B2
o &

o Ho
ofl oft o
Je s

:(o tlo
ot
o
B~ re
)
o
o T
S
oft N ¢
12 b Bromx

:Oé
r MM 2

7} HH]/\Z] a8 ;q_,_x %
Aol Falo] Yg Ao R

o SHa sk Bge
24 2w, 7 = o1

Jo
ot

i
rir
wW
=
0

2 (o, of
O-

o
[N

20 R LR, F(2, 18) = 70.16,p <.001, n,> =
frigel &8 Folel= ¥ (M=5.85,SD= 0.75)f
8 (M =275, SD = 1.33)3} A3 A-EA} 8 (M= 1.70, SD
= 1.03)°l FALE Aol gnc) wokrh WEE §3 Ha

NI

Awa)

3L AN
ol gk 37kA] &3k g Al 23 1 [Fo @ Aolrt A=
Aoz et F(2 18) = 21.69, p < .001, 1,7 = .53. H&-Z]

Faoll £ Zlolgl= JW (M= 5.25, SD = 1.25) AH] 222
TG (M=295, SD—1.19)3P AVB|RA-GAL 3 (M =2.55, SD
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Table 4. Service trade occupation treatment verification

M (SD)
) Service trade | Authoritative | Outsider type
Occupation . ) .
occupation | occupation | occupation
Response 5.85 (.75) 2.75(1.33) | 1.70 (1.03)

E 5 H2X R¥ 242 x5 245

Table 5. Authoritative occupation treatment verification

M (SD)
0 . Service trade | Authoritative | Outsider type
ccupation . . .
occupation occupation occupation
Response 2.95(1.19) | 5.25(1.25) | 2.55 (1.54)
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2) 3 A€ 9= (intention to adopt recommendation)

TAET GA AR 1 AY Qo] mR]= G
iate] REESA v‘:}/‘“‘%*—*. = AAEE A3 A of Foll o
g} o8t zjol7}t gl Aoz JERTh A141) =551, p <
05, ;= .12. :rLzﬂXq ARE AlFAA Alfo] Ht (M =5.50,
SD = 1.05)2> X284 ARE AFPA Alge] 49 (M =521,
SD=1.11)HET} =T} GX|AF o Fol] M 331 A8 o] =]
Frolgh Afol= YEh ] &3kom, A1, 41) = .08, p = .78, &
SA-GaT Bk frolalA] Skt (1, 41)= 39, p = .54.

3) Y% (satisfaction)
TA % A 04‘:’7P HSIeo)] mA) = Gl sk
WS AREAS AASE Aa A ol el et
o3k o]z} Aoz Jepdt), F(1,41) = 435, p <
05, 1, = .10. FAH ARE AT 2139 ﬁﬁ(M =

(RN
AT

546, SD = 1.11)2 ¥34 HARE AT Alge] 4
(M = 528, SD = L1DET} =3tk A2 i) lﬂrf
o] frofgh xpol= uERA] @gkom, F(1, 41) =

0.29, p = .60, oA an w3k sk okl F(1,
41) = 01, p = .92.

4) 719E-Y X (expectation disconfirmation)

?iﬂéﬂ AA AR ZIdEL A v X = o Fell
thsto] ® HAHEAS A AR, FAAG o5
of met freogk Afol7k e Aow vEhwtth, A1, 41)
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Table 6. Dependent variable statistical results

M (SD)
Congruent Conditioned Not
Richness Conditioned Not Conditioned Not
Trust 5.40 (1.00)|4.98 (1.00)|5.46 (1.00)|5.00 (1.00)

Intention to adoptls 4 (4 gg)|5.29 (1.07)[5. 60 (1.06)[5.26 (1.05)
recommendation

Satisfaction 5.48 (1.20)|5.30 (1.07)|5.51 (1.01)|5.35 (1.08)

Expectation
disconfirmation 5.90 (1.26)[4.90 (1.10)|5.52 (1.12)|4.96 (1.16)
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el 5A4o] Muzz] el i 543 fAke e
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