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[Abstract]

This study empirically investigates the factors influencing user experience in generative artificial intelligence (AI) services.
Consumer innovativeness was categorized into four dimensions: functional, cognitive, hedonic, and social, whereas technology
acceptance was measured through effort expectancy, performance expectancy, social influence, and facilitating conditions. Binary
logistic regression analysis was conducted to test the proposed hypotheses. The results indicate that hedonic innovativeness exerted
a significant positive effect on usage experience, whereas cognitive and social innovativeness showed significant negative effects.
Functional innovativeness was found to be statistically insignificant. In addition, performance and effort expectancies had positive
effects, whereas social influence and facilitating conditions had negative effects. Among them, effort expectancy emerged as the
most influential predictor. These findings suggest that when users perceive generative Al services as enjoyable and easy to use,

the likelihood of actual usage increases.
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2-17|& £8 B4 (TAM; Technology Acceptance Model)
Yo

7le 78 Rde 3FEld @5o]E(TRA; theory of
reasoned action) 7|WFO.Z AlEA}E0] AHT|ES F&
sh= 3G Aaty] 9)al wlolH] 2 (Fred D. Davis)oll ¢]&l

19894 AAH o]&o|tH 7].
TAM(technology acceptance model)& 714 =89] &
A oE Wz XZ4E $-84(PU;  perceived

usefulness)¥} #]Z}¥ 8o]X(PEOU; perceived ease of
use) T 7HE AAg) A7E {8482 BEA Vo] A
o] JF A A 84S AT H Efol
kol He JRE ou]at, ARF 22 BAA o]o)s X3}
sk Zidoltt X ZE §old AREAL Al VS AN
k= o] F83 Gald, B4 mgE Wol 7]&olA &otE
A & HsHA &8 F vk “‘:‘% AL E VeI
o] T W4 o8 HlX(attitude)oll 378491 F&FS HA| 1,

= thA] AA AR 2] E(behavioral mtenUon) olojzlt}

% —’F%% *é-“ﬂ*F =71 °]

]

ﬁi%% FH3] aLEsA] E3th= A7 XX =9
7] 98l B AFAEC] o HTES %7}51
TAM2E 2137 g 29lo 2 T34 18 (subjective
norm)jﬂr ARS)A ol A (image)E &5 WT=E F718I9 L
o1x| A @9lo 2= AT AHHEX(job relevance), A3 =4
(output quality) 5] 25 L-’Fi ket A17E -84

o] A 2215 A8 THS
TAM3eIA= F5FE XM
self-efficacy),

&5 7% computer
RA A el A (perception of external
control), AFFE E<Hcomputer anxiety), AXE Z=A&

(perceived enjoyment) 52| €5 W45 F718te] 2714



2-2 587|= 82 (UTAUT; Unified Theory of
Acceptance and Use of Technology)

s 8EEL2 TAMS SHAIE 71437 &) wlat
HA|(Venkatesh) 5] 2003l AAEH mElg 7]F&e] §
7H] 71E 8 olBES THek] AAEIeH[10], o)F

UTAUTE 41714 48 2 Sk} Blgl vkt FopolA
Vg s Esde BEEE olE F Stz Ae ¥
SJTiar HojRch

71E&el AR o]yt I nlrkA R 95 g2l
ofaf) AREAFe] ARG O &7t Yk WA =, UTAUT®|
A= AAA el oF e9lo g AIU|U(PE; performance
expectancy), =2 7|th(EE; effort expectancy), A}3]% 4
3KSI; social influence), &F ZZA(FC; facilitating
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AP oh 211 .
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1 14 W5 9o P, 913, B,
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innovativeness)¥ &2 95 WSS S5t B8]
staL[12], Al 297 Fake] A AH| A 7w} 22 417]
& T8 AFolAE 7]=9] UTAUT W 9o gy 7]
(HM; hedonic motivation)t 7HQ1 8414 -2 o] H W=
F7F EAshe & thFe Alert et o] FojA|al Stk
[13],[14].
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Table 1. Results of reliability analysis on questions related to consumer innovativeness
Variable | No. Questions from the Korea Media Panel Survey M SD CrOATSr?;h S
| tend to buy a new product as soon as there is a new feature added that is not
1 X ; 2.97 0.995
in the product | am currently using
| tend to buy new products as soon as they are released that save time
2 o 2.96 1.018
compared to existing products
FINN - - - - 0.895
If the new product that will be released in the future is more convenient than the
3 L : 3.07 1.073
one that | currently use, | tend to buy it immediately
When a product that can simplify work is released, | tend to buy it right away
4 : 3.01 1.023
without delay
5 When | find new and interesting products that | didn't know before, | feel happy 399 0.908
and fun
HINN 6 It is always exciting and exciting for me to have a new and interesting product 3.28 0.947 0.853
7 It is fun and happy to use interesting products 3.33 0.926
8 Using innovative products is a stimulant that enlivens our daily lives 3.24 0.938
9 | I like products that distinguish me from others 3.17 0.954
10 | want to be better than others by using products that others have never used 3.04 1010
before
SINN - - 0.870
11 |l like to use new products that impress others 3.07 0.971
12 | want to buy or use products that stand out before others that anyone would 3.04 0.986
envy and be curious about
When a new product is released that requires a lot of knowledge to use the
13 L . 2.90 0.992
product, | tend to buy it immediately
14 |1 often use new products that require logical thinking 2.98 0.964
CINN - - - - 0.906
15 I immediately L.Jsev new products that make me think a lot and stimulate 2 92 0.961
intellectual curiosity
16 | If it's a new product that meets my analytical thinking, | usually buy it 2.97 0.938
H2.7|s 8% o 28 st AR = 2A 2o}
Table 2. Results of reliability analysis on questions related to technical acceptance
Variable | No. Questions from the Korea Media Panel Survey M SD CroATé)r?;:h S
1 The use of new digital media products/services will be useful for my life/work 3.58 0.780
PE The use of new digital media products/services will improve the productivity of 0.806
2 ) 3.56 0.819
my life/work
EE 3 | tend to get used to the use of new digital media products/services easily 3.61 0.857 0.766
4 It is easy for me to learn how to use new digital media products/services 3.52 0.898 ’
5 People who are important to me think that | should use new digital media 3 31 0.895
products/services
S Zation/ — - 0.735
6 In general, my organization/group supports the use of new digital media 303 0.924
products/services
| have a specific person (or group) who can help me with issues related to the
7 o : ! 3.27 0.907
FC use of new digital media products/services 0.817
8 | have the necessary resources to use new digital media products/services 3.28 0.859
3-2 QMoo =3 7150l F7He Al Ve vt sl Holtf F 4
7 oz 2As0l T, A SAGS Aol %A 2
1) &H)A A4 AF3L A7 AlES HAsHH S35 Aoty 5 471
49 A7F ol i vl Dol QUL VA A EYoR S, A9l SYe e 4 S T
2, A8, QA A 4] Ao R SYFon, 2024 WeFE AR ol 5 4] BPo, A4 Ha4
W S MO%EHLEZAH A B Ak&o}ﬁﬂ & AFE ARl B2 Ae e RehE AAEe] FAIEW
716 A a3 W7t A AR AlEl gle AR SA ek Aoty & 470 EEow SAY BE 3
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Table 3. Validity analysis results of consumer innovativeness

Factor ) Eigen Variance

Factor | No. Lescling Communality ar Balklnes
3 0.801 0.794
2 0.744 0.767

FINN 3.289 20.56%
1 0.725 0.753
4 0.690 0.696
16 0.705 0.790
15 0.697 0.786

CINN 2.929 18.30%
14 0.677 0.729
13 0.643 0.711
7 0.815 0.780
6 0.793 0.772

FINN 2.917 18.23%
8 0.678 0.709
5 0.674 0.636
10 0.775 0.799
9 0.732 0.743

SINN 2.747 17.17%
11 0.712 0.743
12 0.589 0.676

KMO=0.947, Bartlett’s test :x2=26422.385, p<.001
Cumulative Variance Explained(%) : 74.3
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Table 4. Validity analysis results of technology acceptance

Factor ) Eigen Variance

Factor | No Lol Communality e O —
7 0.866 0.865

FC 1.856 23.20%
8 0.746 0.796
2 0.844 0.849

PE 1.732 21.66%
1 0.807 0.819
4 0.854 0.864

EE 1.667 20.83%
3 0.775 0.794
5 0.847 0.898

Sl 1.361 17.01%
6 0.607 0.731

KMO=0.880, Bartlett’s test :x?>=8965.964, p<.001
Cumulative Variance Explained(%) : 82.71
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Table 5. Binary logistic regression results for hypothesis 1

Variable B S.E. Wald p Exp(B)
FINN —-.056 .044 1.634 .201 .945
CINN -.167 .044 14.270 .001 .847
HINN 167 .044 14.256 .001 1.182
SINN -.144 .044 10.740 .001 .866

Hosmer-Lemeshow Test : x2=8.860 (df=8, p=.354)
Cox & Snell R=.018, Nagelkerke R?=.025
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Table 6. Binary logistic regression results for hypothesis 2

Variable B S.E. Wald p Exp(B)
FC -.130 .044 8.526 .004 .878
PE 1583 .045 11.482 .001 1.166
EE .282 .046 38.217 .001 1.326
Sl -.164 .045 13.224 .001 .849

Hosmer-Lemeshow Test : x?=37.232 (df=8, p=.001)
Cox & Snell R2=.032, Nagelkerke R?=.043
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