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Abstract This study confirmed the characteristics and effects of personalized services by analyzing the
personalized services of a vertical platform based on an Al recommendation system and consumers'
affective commitment, trust, and behavioral intention. The research method was quantitative research
through surveys, and data were collected using a convenience sampling method targeting consumers in
their 20s and 30s who had purchasing experience on a vertical platform. The personalized service
characteristics of the vertical platform were classified into the ease of use, information accuracy,
convenience provided, product selectivity, and product recommendability. The information accuracy and
product selectivity of the personalized service positively affected the affective commitment and trust.
The ease of use negatively affected affective commitment, while it positively affected trust. Personalized
service characteristics that influenced the recommendation intention and repurchase intention of
vertical platform consumers were information accuracy, convenience provided, and product selectivity.
In addition, the affective commitment and trust of vertical platform consumers positively affected the
behavioral intention. These results are expected to provide a basis for developing personalized services
based on an Al recommendation system and be used in the marketing mix to build a close relationship
between the platform and consumers.
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Table 2. Composition of the questionnaire
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Table 3. Factor and reliability analysis results of

variable
Variable Sub-variable Eigen cum'ulative Cronbach's
value | variance @
Ease of use 3.100 17.224 .841
Information | c7 | 31003 | 819
accuracy
Person?{lized Convel?ience 2218 44.226 787
service provided
Product 2128 | 56.046 | 720
selectivity
Product | 5065 | 67520 | 759
recommendability|
Affective
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; commitment
commitment
& Trust Trust 3.342 | 71.839 .866
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Table 6. Regression analysis result of hypothesis 2

Dependent Independent )
variable variable s ' F Adj.R
Ease of use | .113 | 1.910
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ReCf)mmer'ldatlon provided 171 | 2.884 8360 | .129
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selectivity
Product
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Ease of use | .079 | 1.414
Information 370 | 6.650°
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Repurchase | ™" iided | 168 [ 3014 |15728™| 228
intention ,
Product =534 | 4196
selectivity
Product -
recommendability] 133 | 2.394

*p<.05, *p{.01, **p<.001
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