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1992).

1989, 1993:

% (Davis,
Mathieson, 1992: Moore & Benbasat, 1996

1988; Sheppard et al.,

& Todd, 1995: Thompson et al.,
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et al. (1984)3} Venkatraman et al. (1994)
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(ag 2-1) 32 7|

= 2 ZE(TAM)

Perceived
Usefulness
External Attutude Behavioral System
Variables / Toward use [P® Intention to use > use
Perceived
Ease of use
Davis (1989)% TRA(Theory of Reasoned — 9& A3 HeA & st 3ith(Venkatesh
Action)E 7128 AZ LH|AEY AFH +££ 2 & Davis, 2000; Venkatesh, 2000). 3kA]%t
A Augozy HHIEFERI(TAM)S  TAME 27] E9eut 20| Bt3ol4 glo] =Y
w389t (Chau, 1996: Hu et al., 1999; o| A9 Addl| 7|xEA AdACE R&Ao]A] &
Sznjna, 1996; Venkatesh & Davis, 1996, 2 ol AFERY] RS20 =9 o wof #sl]
2000). TAMS (¥ 2-1)3} Zo] AAH F84 AMe ARge] "oxle S 7Kz U

(Perceived Usefulness)¥ CSIA®E ALg £o]A
9 o= (Be-

havioral Intention to use)o| 9aFS Fo "]7‘1]

(Perceived FEase of use)©]

Nee AR AL o|RAOT & A =
ATHDavis, 1989). 712 TAM| #+3F A+ }
7199 AlzaE &S FAoR A W F

<9 TAMS AHE-3 24
ol QIEYl Abgel| #3] TAME 43402 A&
A Teo, et al., 1999).

spAgE, "Eel  AGzE(Mathieson, 1991:
Taylor & Todd, 1995)2 TAMe| AH8-9j=q] #
af wf- & AW dtae AR AMESEI AL
S dgt WFE aelsta A Grke
f2 TAMS H|#atar oot

o] aﬂa} |8
H A7 AR HolA
<:’-‘j/‘ 2-2)%F Zo] 23 AA, N
E7]€°ﬂ 3k AT 22 9RA a9l

/97 A ool P Fol ARV =

A= L A

;H_% o]

(Bhattacherjee, 2001).

2.2 %7 HE 72 ¢
Model, PAM)

DE(Post Acceptance

Expectation-Confirmation Theory (ECT)d
2% PAME &HA 5 A ARREo] itk
(Anderson et al.,1993: Oliver et al., 1980;
Patterson et al., 1997). PAM9] A v o=
Z2Al2E (Y 2-3)04 Hole A} o] Ut
9] &4 & wWEr}H(Bhattacherjee, 2001).
1. AF A 2719 IT AHE 27 H 84
(usefulness) & 71t gt}

2. AF ANeAE ITE 638k, A
&4 g ?l*ﬂ]% et

3. 281 IT ¥ =& Hrh3i.
ghEe A F *}%ZFE IT A&l gt A& <
215 gA gt

Fol IT
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EEE o

A A

2E(TAM2)

Experience

Voluntarianess

Subjective

Norm
Perceived
Image Usefulness
7'y
Job
Relevance

Perceived

Output Ease of Use

Quality

Results
Demonstrability

Intention to
Behavior

Usage
Behavior

Objective
Usability

Self
efficacv

Anxiety

Playfulness

%7 Venkatesh & Davis(2000): Venkatesh(2000) €&

(ag 2-3) 37| 271 =

Expectation

2H(Post Acceptance Model; PAM)

Satisfaction

Confirmation

Bhattacherjee(2001)¢] 9ol m=d PAMe] BE Z, Y ASAHS At 2)37] &
Al Bd2 919 QNGBS 712 Al Helx] BH o]E PAM WFEC] 54 VIt F
d (belief)- 93 (affect)- 9% (intention) @ AEHQ P55 Aoz v 2 AHES 7t
4 & BolFe= TAMolY TAM29] 7 Rda & vk 28x 3) TAM] 27] #& ¥gEs
Akttt Zelu, PAME #Hole Al #HoA  F AREAY AEH 8o te B Aus
TAMZ t2ttn & < ek 1) TAMe] 271 & 4= itk (Bhattacherjee, 2001).

S 2Ho] EHA e W PAMS 7] &4
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A2 CloluaiAS 228 FE 7l 20l Cfeh SEN 2 i - Fof Mt ARRS SACE -

2.3 2 Tz = 2| SAN
Rogers(1995)o] w2m ¢j9} #& 3
S AT AR Ak &S] Wl SHEHAE
o] N2 HR7&S Aeg A-d &l ArEa
st (self-reported) 34 Agd] o&dte G
ZHA I dota g, eivkebd, 3]7dolgk A A
oA doixe] HE 7= AEe F84,
THE A 2ol agju w&ely 719 T 3l
01X 9] 7}z Atol o wet FE=r} deiA| 7]
wo] dAoR Hgaitty & F gl7] Wit
w3 g2 A4AE (legris et al, 2003)9 ¢slA
TAM= v &t b a2 gk
o] Algjel Ak3] A Wste] HHd =
%ohlﬂﬂHTAML Al 2t 2o

]

3k
=
A

Al gk o] 2(Diffusion of Innovation Theory:
{toll 71 z3t] AlES Ve AlE dF
S olgfstr] §J3 WP Eo R Wo| Ay o] gt}

A TE Fote] Albe Fa FEEel 1
Ao b gEol Wie AR Ao "o
(Rogers, 1995; 1975). 131 il Gt o] B2
AFS] AlZED Ylo A AR
ofojtjof e} AHEo] itElE W
Arg it ofyg}t gAlo] 82 Azt
at7] $g 52 AFstaL 7] vl o] o
ZF ofolto]of A FE HHFA

&
Zyl o Holo|A 2450} 21 Ut} (Brancheau

= T

Lo
N
o, 9

7]?59] ‘%‘?j_”ﬁ. ’%—'ﬁ:z‘-*}% Zall o]FojHd it & Wetherbe, 1990).
of #ot 9o} 2 A IAAHE FEsI T4t Rogers(1995) = d4l9 7|& 402+ Aul4
oA Azt Aol ATE $l38] Rogers(1995) 7} Al old, AdA, B/, AIE 71, #E s 5
AlgE giokd A W E ddE, FHA gd o 57FA] Q4o A|FQ oY FAELS AIEE
AT, 715EAY o] &, M tisl Tkt & o] of@HA WolZo| Al kA Ao SE7F A
HAEZHY 19 Al AT dTh B ATl A "dda e}, (F 2-DoHe AR 7% @
AMe olgle tigky A+t W stz A& o] dollA o MdE d&stod Fels] etk a8
oyl A B2 dEsklth olglgt 7|24 EA4T v gl 2%
(E2-HEE 72 & 571X £4(Rogers, 1995)
HAl 24 i & =9 kel #A
A ol | MZE FH 7)E0] o]de X V& Ho § Yrn dHE A= +
A4 A2 HE 71%0] A2 AHAEL] 7129 7K, HAY 4d, &394 Ay N
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CRMT M1# HM1=

(2 2-4) Alzbol| T2 BN £2% 25

(Roger, 1995)

>

Ch= Xt CH= Xt
syt
N EH Xt
X— O X X+ O
g, A% FA] gkt dAoAM gag Fatag) g A2E golgula AlEYo]Hd Zdd] H &3}
= AfFyAlAY A, AE AAlY 24 gAs o 2 AEHS AFE Foln
$i 7] 4l FeAE w8 = Eok 4l ag]xn BHop HE Fo Ak k] A AlE
£l 9E 0 Yol mule 9sto] TAMT FA Siolg vl
Yalol SF BHe A7 ZolM Yalg =gst & &8 712 Ful Ao gk A (o]
£ AHgAe] 27 el whek 89 @ 4 ok B, 2005)0) A2 deluiEad) FHA 54
oA =3} A (a¥ 2-4)¢ 2o F B Agato] Fo Adsle] Hx FYH AT E 1T
Hog AFRIE o1f—err1 e Sk 2 5 A 2dg 4

b4

3.1 AlAH Clo|ue]A gz

A28 tolyH A= Forrester(1961)7} "4
FHE'E U SPHAM AlF HAT 27]9 Al
tolyd s I &4 w7 ] et 4 FEHECR
B2 o7t Abs]2heke] thekst fofo] d8E o] I
7} 7AA 2dlg ) 2 AAY A5 AA 1980
ol oAl Al Hata} 22 nA]2Ql Ao %

g Fol wHste] grh(Forrester, 1980 1987).
Azd deliel s 42 B9 M 2 5AL



AAH colfRiAS B8 BE T)e 48

of Chet SefN 23 TN - Foh Mt AISE FAo= -

o)

T = 03?5}11} she 54 Wt Al
2 sHA R Higtshe o 2HE 7] W

=4 »Jri}ﬂlEH #e A T Hoke
7kl Aol whe AlzEle] FejHol ko] BAl
= T Aol (Meadows, 1980).

Azl deld) Bzl ABdold ndg e
I AFse L fel7h A AR A
ol At = fAste] AHgshe Adelst A7) E}
22X Yo}l A|AH Tho|YH AE o] &3lo] A|AHS
AAlskE A2 WA BAE ARESe] S W

= A7 v|sEit, AAERE, A|A" tholjel A

o) mde of| g vehle YAls 9l
dehle $AF 283 RARt g4Ake 2e ek
qgg o WML olFold gon, 44 ®
d& AAske AL olgd Ae< AHetel &4
& Adoke AP om Add

zéﬁ

(£ 3-1) "A| &

3.1.1 A8l goliiejze] 2dll 4 94

(1) A2 Tl o) Ba}

HAls AAlzbg o w FEEH 1 o]gl JEY

=AY T HSsl] ot} o7]A EHA
© AlzE oy 298] BE WAL st Y=
A3 22 S o A4 22 & 39
sttt 2 d2E Faud gole Ax, F1
< AR FHHE dae E T Ut oldd AE
< 2R3 Eo] Aa WA= A FAE] Wi
ot} o]t WA= A A] (reservoirs), 7w o]o]
(conveyors), H71€ (queue), 1831 2E(oven)
O FHE HH, 7479 ou]= offe] (£ 3-1)

A A o,

A)2:5) Thol e} 9] FA}

FAE G(flow) 0.2 el Be Fo] £t

ot 2o

ek 9

Reservoir

£929 2e AR WA KT DA FEEE £U o AR FUZAA §
debanh & AU A35R ol AFEY F3 29 2F 0 ALE

3¢ A Folg
I,
Conveyar
Avjoloje dxAzolesh v5d Aor AsAste 2ol FYNNDH fRe FIFE A
At ol AL ZEA2E 1Y 1AsT Bed EAE o AF AgE
Queue glge wA 37 %o A gold o] F3 #4344 E AR Ak oA 2 A
[ ] A% w12l 218 A% 2 A Bk ol BAIE ol BN 49T & A
L L | oy
oven e deluolEsh fAsiTh ol 2 Alzk et FAsn e Aol 4 Hvl, o
gt ZAlske 50 Yom y 4L oA 2718 Bk ol BAZ ol4kHel A
A AnE 4 A A,

(ZA: Richmond(2002))
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CRMT M1# HM1=

(3% 3-2) TAME 8%t HEE $89| o5 24
Peopla've Cellular phone
People behawioral intention to use users
~ ~ A
(] V "
purzhasing

Estemal
“warables

FEoF T

o] 2 9% gt(external variables)ol ¢
3|4 A H AHE- g0l (perceived ease of use)
7} QA" F-84 (perceived usefulness)ol %
(+

)9 G AL o] FEE AgEe T o

O

| perceived
uzefulness

(08 3-3) 2|F 2t=0.5 & off AlZtoll E T 2 B FLHE ALSAR

ﬂ 1: Cellular phone users
1:
I

000000

%DDDDDD Bttt e e aeeaaeeaaeeaaeeaaeaaaeeaaeeans

2: purchasing

BN 1=V

1: QO000000 Y e e e
I 20000000
i i 2 2
1.00 30.50 45,25 Gi0.00
Page 1 hdonths Q:22 & 0GHE 38 136 AE
Urititled

58



Al2E clo|RiAS 285t FHE 7| £30ll Chet SEHY 28 JHY - /Of D3t AlgS SHeZ -

(38 3-4) <IF 2t > 0.6 Luf AlZlofl E Fof o & FUE ASKS

(38 3-b) T 2k < 0.5 Luff AlZtof| E Fof 2t & FOE ALBAR

Aol AY olstold 954 847} 7)% Frgol WA
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CRMT M1# HM1=

29| |earning Z&

peoplatve behaviral sellular phons
intention to Use users

Percived
U=efulness

results
demonstrability

=elf
efficacy

becoming
intere=st ra

Ferceive

() _Ease of uss

{ ]

purchasing
hit rate

Percived
Usefulness

Experiznce

objective
usability

ok 9% gtol 0.5°1AY olat ¥ WE “critical  24F £ AF AEY oA Rde (a7 3-6)3
math’o =2 kA &2 Al 13 JPAQ /et Zo] "} o] Bdle TAMoA ©Ee] %4 g
& HolA|uk 0.5 ool HW “critical math'ol W AZEF o] Hof YW S thkd 242 £

AAY. a2l FelE o]9JA= “intention to
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A Simulation Study of IT Diffusion by
Using System Dynamics

Han, Sang jun*
Lee, Sang gun™*

Abstract

Previous studies, Technology Acceptance Model (TAM) and Post Acceptance Model (PAM)
have a little limitation in time series analysis. To solve this limitation, we used system
dynamics as research methodology and designed simulation model based on TAM and PAM.
Moreover, we designed new simulation model which can analyize time series data in
customers demand change from initial acceptance to post acceptance.

This study targeted domestic mobile phone market. The simulation results showed that
diffusion graph was similar to real data. That means we validated our simulation model.
Since the simulation model offers the graph of customer's demand change by time, so it can
be useful as a leaning tool. Therefore, we think this study helps IT companies use the model

for forecasting of market demand.

% Key Words: IT diffusion, system dynamics, simulation model
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