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[Abstract]

This paper aims to examine the impact of generative Al characteristics on user satisfaction and trust.
Data were collected through a survey of users who had experience with generative Al services.
Specifically, four characteristics of generative Al (anthropomorphism, personalization, enjoyment, and
creativity) were measured to analyze their effects on user satisfaction. In addition, the relationship
between user satisfaction and trust was investigated, and the moderating role of Al literacy in these
relationships was tested. Partial least squares structural equation modeling (PLS-SEM) was employed for
the analysis. The results show that anthropomorphism, personalization, enjoyment, and creativity all have
significant positive effects on user satisfaction, while Al literacy was found to moderate the relationship
between satisfaction and trust. These findings provide practical implications for service providers seeking

to enhance user satisfaction and build trust in generative Al services.

» Key words: Generative Al, Al literacy, User satisfaction, Trust

(2 <]

o HA o i AgA W] o] vAE JFE Y

BelAzk ool Mol 23 59E s Anugit, B4 dpent paudd wd
Ge BEIAGOR AT Ak, AN, AUk FAS, BIY BF AR v folF 9FL
A Ao etk w3 Al HEAE A4 BES AF ) WA 24 e B
itk ole @ A3 Y AL AHIZ AT AEA BEI} LS EolY] 9 AFS 5Y
she ol 4aHe AAES ATET

> ZAO|: A AL, AL 2IE[RIA|, ALBZE B, 412

* First Author: Yujin Kim, Corresponding Author: Hyung-Seok Lee
*Yujin Kim (yjk824@naver.com), Dept. of Business Administration, Chungbuk National University
*xHyung-Seok Lee (hyunglee@chungbuk.ac.kr), School of Business, Chungbuk National University
* Received: 2025. 10. 17, Revised: 2025. 11. 22, Accepted: 2025. 12. 01.

Copyright © 2025 The Korea Society of Computer and Information
http://www.ksci.re.kr pISSN:1598-849X | eISSN:2383-9945



254  Journal of The Korea Society of Computer and Information

I. Introduction
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II. Theoretical Background

1. Generative AI Characteristics
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1.1 Anthropomorphism
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1.2 Personalization
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2. User Satisfaction and Trust
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3. Al Literacy
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Fig. 1. Research Model
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III. Empirical Analysis

1. Development of the Measurement Items
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Table 1. Measurement Items

Construct Items

Human-like feeling
Human-like thinking
Perception of human traits
Personalized language understanding
Needs-based customization
Emotion-based service
Enjoyment
Enjoyment Fun
Pleasant experience
Originality
Creative responses
Inspirational output
Overall satisfaction
Service satisfaction
Expectation fulfillment
Reliability
Credibility
Believability
No doubt about ability/readiness
Experience using Al tools
Effective prompt writing
Distinguishing Al-generated from
human content
Safe Al usage

Anthropomorphism

Personalization

Creativity

User Satisfaction

Trust

Al Literacy

9]9I3}= PolyPortis and Pahos(2024),
Li(2024), Zhang and Tong(2024)°] A=
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Shamszare(2023), Amin et al.(2014), Chen et al.(2023)
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Choudhury and Shamszare(2023), Chen et al.(2023),
Baek and Kim(2023)9] A5 vlErOo 2 47[9] E3to g
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and Magerko(2020), Annapureddy et al.(2025), Zhang
and Magerko(2025), Liu et al.(2024)2] A5 vfEto 2
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2. Data Collection and Sample Characteristics
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Table 2. Sample Characteristics

Frequency o
Characteristics N &
ChatGPT 490 94.6
Generative Clauq§ 2 0.4
Al Service Gemini 15 2.9
Copilot 2 04
Perplexity Al 9 1.7
Gender Male 358 69.1
Female 160 30.9
< 20 69 13.3
Age 20 ~ 29 187 36.1
30 ~ 39 211 40.7
> 40 51 9.8
Student 4 0.8
Job seeker 7 1.4
Office worker 170 32.8
Job Government 6 12
employee
Business owner 193 37.3
Homemaker 138 26.6
Total 518 100.0
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3. Reliability and Validity Assessment
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Table 3. Confirmatory Factor Analysis

Factor Items Pgth T-value |Cronbach's a
Coefficient
ANT1 0.693 12.568™"
Anthropomorphism | ANT2 0.736 23.234™ 0.605
ANT3 0.808 33.974™
PER1 0.721 23.050™"
Personalization | PER2 0.750 23.428"™ 0.606
PER3 0.772 25.835™"
ENJ1 0.781 27.881™"
Enjoyment ENJ2 0.741 19.846™" 0.604
ENJ3 0.718 18.952""
CRE1 0.776 26.902°"
Creativity CRE2 0.655 17.068"" 0.612
CRE3 0.816 37.220
User SAT1 0.745 21.689™
Satisfaction SAT2 0.759 24,922 0.614
SAT3 0.749 28.890™"
TRU1 0.650 19.337°™
TRU2 0.714 20.786™"
Trust TRU3| 0772 | 29575 0680
TRU4 0.720 24.333™
ALIM 0.704 17.005™"
. ALI2 0.750 31.173™
Al Literacy ALI3 0723 23074 0.704
ALI4 0.732 23.701"
*xx: p<0.01
Table 4. Discriminant Validity
Construct
Garzng | sz | S ANT | PER | ENJ | CRE | SAT | TRU | ALI
ANT | 4277|0515 | 0747
PER | 4358|0465 | 0598 | 0748
ENJ | 4367 | 0473|0544 | 0543 | 0747
CRE | 4371|0466 | 0549 | 0597 | 0552 | 0750
SAT | 4341|0467 | 0561 | 0552 | 0559 | 0593 | 0751
TRU | 4324104610598 | 0613|0577 | 0637 | 0613 | 0716
ALI | 4300|0480 0584 | 0590|0572 | 0574|0591 | 0676 | 0727
Construct 1201 19790 | 0791 | 0795 | 0795 | 0807 | 0818
Reliability
Average Variance | gueg | 1550 | 0558 | 0566 | 0564 | 0512 | 0529
Extracted

Diagonal elements are square roof of the AVE. Numbers below
the diagonal elements are correlation coefficients. All
correlation coefficients are significant at the 0.01 level.
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4. Hypothesis Testing
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Table 5. Results of Hypothesis Test

Hypothesis Coefficient | T-value
H1 Anthropomgrphlsm — User 0.158 3.491°
Satisfaction
Personalization — "
H2 User Satisfaction 0.105 2.229
H3 Enjoyment —> User 0170 | 3.570°
Satisfaction

H4 | Creativity — User Satisfaction 0.231 4.545™"
H5 | User Satisfaction — Trust 0.613 13.143™
**:p<0.05, ***: p<0.01
Table 6. Results of Multi-group Analysis

Hypot LOYV Group ngh Group Differ

.| Coeffi Coeffi P-value
hesis . T-value . T-value | ence
cient cient

H6-1 | 0.168 | 2,620 | 0.162 | 2.529™ | 0.006 | 0.950
H6-2 | 0.068 1.152 0.133 | 1.960" | -0.064 | 0.480
H6-3 | 0.127 | 1.905" | 0.198 | 3.161™ | -0.072 | 0.421
H6-4 | 0.266 | 4.406™ | 0.140 | 2.289™ | 0.126 | 0.140
H6-5 | 0.614 | 10.482""| 0.406 | 6.966™" | 0.209 | 0.016™
*: p<0.1, **:p<0.05, **=x: p<0.01
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