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Abstract

Purpose — The study was Al as exploratory study on artificial intelligence (Al) shopping information services, to explore the
possibility of a new business of the distribution industry. For research, we compare to IBM of consumer awareness surveys
an Al shopping information service for retailing channel and target goods group. Finally, we present to service scenario for
distribution service using Al.

Research design, data, and methodology — First, to identify possible the success of the information service shopping using
Al, Al technology for the consumer is very important for the acceptance of judgement. Therefore, we explored the possibility
of Al information service for business as a shopping. The experimental data were used to interpret the meaning of the
relevant literature and the IBM Institute of Business Value (IBV) Report 2015. This research is based on the use of a
technical acceptance model (TAM) to determine whether the consumer would adopt the ‘Al shopping information service’
technology. Step 1 of the process assumes that the consumer adopts Al technology. In step 2, consumers find their
preference channels and goods targeted at them as per their preferences. Finally Step 3, we present scenario for ‘Al
shopping information service’ based on the results of Step 1 and 2.

Results — Consumers have expressed their high interests in the new shopping information services, especially the on/off line
distribution channels can use shopping information to increase the efficiency in provision of goods. Digital channel (such as
SNS, online shopping etc.) is especially high value goods such as cars, furniture, and home appliances by displaying it to
an appropriate product group.

Conclusions - The study reveals the potential for the use of new business models such as ‘Al shopping information service’
by the distribution industry. We present seven scenario related Al application refer from IBM suggestion, and the findings
would enable the distribution industry to approach target consumers with their products, especially high value goods.
‘Shopping advisor’ is considered to the most effective. In order to apply to the other field of the distribution industry
business, which utilizes Al technology, it should be accompanied by additional empirical data analysis should be undertaken.
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<Table 1> The emerging applications by Al technology

Fields Application Reference
Vehicle Autonomous driving vehicle, Intelligent surveillance system, Intelligent traffic control system etc. | Jung & Jeon(2016)
IT related product | Design, 3D printer, Game, Platform, Block chain, AR etc. Lee(2016)
Intelligent Robot
Robot - Pepper(Japan, Softbank), Jibo(MIT) )
Economic crisis prediction Lee & Park(2016)
Art|ﬁ0|all intelligence model for invest decision-making, Predictions on the Prediction of KOSPI Ahn & Lee(2009)
companies
Financing/ Cyber financing service, News & stock market, Stock price and theme stock prediction Web. Nam et al.(1997)
forecasting - Stock Master
Predict or theme stock prices or recommend credit rating or portfolio recommendations
) . . ) ) . . ) Cho(2016)
(financial accountants), illegal surveillance and financial Investment & Inspection, Fintech etc. MOBIA(2016)
- Robo Advisor, Baidu, Stock Master
Demand forecasting for production Choi et al.(2002)
Secreta Secretary service and security, Guard etc. KT Digieco(2016)
v - Siri(Apple), Now(Google), Cortana(MS), M(facebook) Cho(2016)
Interpretation,
. ; NAVER(Papago), Google(Translater), SYSTRAN SOFT(SYSTRAN) -
/translation service
Medical/health Health care, various cancer diagnosis Lee et al.(2016)
- WellPoint, Welltok (CafeWell concierge service), Nursing care and infant care robot etc. Lee & Choi(2016)
Criminal information system in NY
Security N D°”.“a'” Awgrepess System_(DAS_) . Lee & Choi(2016)
Operation monitoring system, intrusion detection system
- Bosch Security System, Intelligent Video Analysis(IVA) Intelligent image recognition function etc.

Source: Summarized by above references
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Source: Davis(1989)
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<Figure 5> Technology acceptance model

<Table 2> Interest of emerging retailing concepts by global IBM IBV report 2015

Interest of emerging retailing concepts China(%) | S.Korea(%) | Japan(%) Global(%)
3D shopping environment at home 80 55 28 43
3D fitting room in the home 82 53 31 43
Subscription to borrow or rent temporarily fashion items 73 52 28 39
Subscription to ship frequently purchased products automatically to home 73 51 31 43
Sensors in the home to generate shopping list 68 50 31 44
Buy products embedded in TV programs 60 49 31 39
Upload wardrobe pictures for recommendations 72 47 26 38
Subscription to ship automatically new product selected by my virtual personal etc. 73 47 23 36
Average 72.6 50.5 28.6 40.6

Source: IBM IBV report(2015)
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<Figure 7> Global on-line preference for digital channel
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<Figure 8> South Korea-China-Japan of respondent of benefit and
trust retailer
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<Table 3> The reliability ranking for shopping information by
consumer(decision maker)

Information service channel |S. Korea | Japan | China | Global
Friend/family 1 1 1 1
Merchandiser 4 4 4 2

Distribution Web. site review 3 3 2 3

Web. site review (independent) 2 5 2 4
Manufacturer 5 2 5 5
Distributor/salesman 6 6 6 6

Source: IBM IBV report(2015)
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<Table 4> Target goods of shopping information service by FCB

grid model
Thinking(rational) Feeling(emotional)
Expensive, commitment Appearance products
High products - Example: Jewelry,
involvement | - Example: Cars, Home Cosmetics, Fashion

appliances, Furnishings goods

Impulse/self-satisfaction
products
- Example: Cigarettes,

Habitual products
-Example: Food, House
hold cleaning items

Low
involvement

Liquor, Candy

Source: Vaugahn(1980)
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OlZ3X|s ZHEEH ‘Watson' SO 77HX| MH|A A|L2|2
<Table 5> #I5I0] KNA|StaX} Btoh M IBM2 771X|
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<Table 5> New retailing information service business example using Al(based IBM Watson)

Retailing mega Used shopping

No

Value of consumer

process Scenario(case)
. Shopping Provide access to consumer for commodity information, reviews, social data to help better
Smarter shopping 1 . . . : -
advisor inform and drive purchasing decisions
Smarter merchandising 2 Command Transform the Monday morning business meeting by diagnosing the true drivers of the
and supply center analytics | business allowing for more informed commodity and pricing decisions
3 Sales associate | Enabling sales associates via mobile devices to better service consumers through more
. enablement relevant product descriptions, comparisons, search and, social reviews
Smarter operation — - - - —
4 Back office Streamlining business processes in areas such as HR and others as it relates to providing
enablement access to policies, procedure, benefits, in a query based format

5| Wine advisor

The wine advisor helps suggest wine based on consumer need, tastes, and food pairings.
Additional considerations may also be reviews/awards, price, varietal, region, and promotion

recipe advisor | tonight.”

Grocery advisor 6 Health and The health and wellness advisor will aid grocery and drug store retail associates to locate
Y wellness advisor | commodity and information that best suit consumer concems/research around health and wellness.
7 Chef Watson | Chef Watson is a tool that helps answer the question: “What should | make or dinner

Source: IBM internal report(2015)
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<Appendix>
<A-1> Descriptive statistics of worldwide consumer trend survey(Include in China, South Korea, Japan)
Country Frequency Ratio (%) Country Frequency Ratio (%)
Austria 1,813 6% Japan 1,823 6%
Brazil 1,835 6% Mexico 1,810 6%
Canada 1,883 7% South Korea 1,823 6%
Chile 1,805 6% Spain 1,814 6%
China 1,829 6% England 1,811 6%
France 1,819 6% USA 3,017 11%
Deutsch 1,811 6%
India 1,797 6% Total 28,500 100
Italy 1,810 6%
Source: IBM IBV report(2015)
<A-2> Age and Incomes (South Korea - China- Japan Mean 1,823 person)
Age Frequency Ratio (%) Incomes Frequency Ratio (%)
15~24 182 10 Upper 41 2
25~29 184 10
30~39 425 23 U-middle 292 16
40~49 37 20 Lower-middle 976 54
5059 217 12 Lower 514 28
Over 60 444 24
Total 1,823 100 Total 1,823 100

Source: IBM IBV report(2015)




