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Abstract This study intendss to prepare specific support measures for cultural industry practioners and
artists to respond to the development of artificial intelligence (AI) based on how they understand and
accept Al To this end, the acceptance attitude of practioners in the arts and cultural sectors toward Al
technology was investigated based on the technology acceptance models and theories. The results show
that, firstly, personal characteristics and service characteristics, which are influencing factors, have an
effect on perceived usefulness, perceived ease of use, and intention to use Al services. Secondly, when
there are perceived ease of use and perceived usefulness in Al services, innovative and effective personal
characteristics reinforce the intention to use artificial intelligence services. It is expected that this study
can be used as a reference for establishing policy measures to support cultural artists related to Al

technology.
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