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A Study on the Acceptance Model of Ubiquitous Services

Tae Dong Oh* - Jun-Soo Lee* - Jay In Oh™*

-8 Absiract &

The purpose of this study is to investigate the relationship among users perception on the characteristics of
U-Services, attitude factors as mediating variables, and behavioral intention toward U-Services as the dependent
variable. Based on the literature review on the related theories, the research model which analyzes the behavioral
intention foward U-Services was developed. The result from the analysis of the data collected validated the U-Services
Acceptance Model (USAM) proposed in this study as a sound construct framework. Futhermore, significant insights
on the USAM were provided for the stakeholders and future researchers in the field of U-Services Acceptance.

Keyword : U-Service Acceptance Model, USAM, Users Perception, Attitude, Behavioral
Intention, Value, Risk, Trust, Autonomy
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1. A 2

1991'd Mark Weiser7t <17 $%°l(UC Woven
“Into the fabric of Every Day Life”) Ubiquitous
7leg S8 fHFHE 2 Mu)a(ol8t U-Service)
e BE & Ao Fo} goje} 1 ZE
o WskE 7hslar vk el wid g3 e
U-service® 3t glt}. U-Service 82 Oh
(2004), #'23](2003), Teruyasu(2003), &= A4+
AQ2005) T ATolA dAER AN U=
g, Oh(2004)& “FH|AE & 20|24 U-Ser-
vice® AHE] o] Wgso] EFe ZEAARE
T8 2 4 e FuAEHLS 2uol2d A AF
g Mu|2ghan Asta 9IrHOh, 2004). F=53
22 U-Servicer -89 44& 2¥3& Killer
ApplicationE9] 283 ¥/ A% w2 A3}
Uyt Aotk 3% Ubiquitous SocietydlAe U-
Servicest @€ MF, AGH o)$ hdet Is-
sueEe] 29T Holth £ A7+ A vl
Ubiquitous Societyol Al 771¢1e] Ao}7be Daily
U-Life] & AU & B 478 #zs}qo
A 8L, U-Serviced] oJwdt 54 a3 Hx
A 8]l A3 olfAEo] AIE(c]E, A
#, 7o 2 BA}EE #9382 2dE
AN Bed 5] gtk 71&9] 7, 7% T
9] =80l E(User Acceptance Theory)?! TAM
ol&e] 4ol ofd A2 FY ol8o] Ysjol
i o)B8H N soA, ¥ AFE a7 AL
3] &H(Fishbein and Ajzen, 1975), 42} 8H(Mehrabian
and Russel, 1974), 739 8(Bagozzi, Gophinath et
al, 1999), A8 (Vroom, 1964; Williamson, 1975,
- 19%5), ZwiAbsl, MIS(Davis, 1989, Zhang and Li,
2005) 731, W5 o]2(Ajzen, 2002), Risk °o]&
(Boehm and Ross, 1989; Pavlou, 2003), Trust ©]
Z(Mcknight, 2002), Engineering ©|2(Sheridan,
2002) B¢ BEd g 54 Ag wige
2 N E$ USAT(Ubiguitous Service Acceptance
Theory) 28 ¢} 7|2E At

2. o]&H w73

HA B A7 o84 Ao HiE 7|E9] o
22} 48 %8 (User Acceptance Model)# Ser-
vice F-&0]89) B3 APAFEE HFHEL

2.1 H.C.D.P(Human Centered Design Process)

Nielsen®] Usability Engineering(Nielsen, 1993)
AT25EH FdE dY9 d+EL HCl(Human
Computer Interface)o] &< Zej7l H it 1990
o) Fu4t o]% 1) Contextual Design(Beyer and
Holzblatt, 1998), 2) User Experience Research
(Battarbee, 2004), 3) Rapid Ethnography{(Norman,
1998), 4) Product Life Cycle of Mobile Services
(Kallio and Kehalainen, 2004) 9+ S22 User
AcceptanceE %°]7] $38] ] & User) #9
F84< 2zt it

2.2 TAM(Technology Acceptance Model)

19899 Davis7} #AAIgH TAMo|2& AHE9%
(Intention to Use)oll 9%& wlAl& 27F4] & &
A2 AXH #-84(Perceived Usefulness)¥ ¢l
A8 AFg-&-0] A (Perceived Ease of Use)& &3
At

TAME ¥ 3 IS Technologyd] +&¢]2(Ac-
ceptance Theory) 2.2 )42 Users)E°l I1S71€
& AHEEH S 846 g A5 el e
2 tESol ¢tk Venkatesh and Davis(2000)&
o] Bdg i3] TAM2E wEIYL, 21 F
Venkatesh(2003) FYolZ2o2 UTAUT(The
Unified Theory of Acceptance and Use of Tech-
nology)& AAFH[ 1Y 1] F=).

20000 ol % Al Mulx FoGefen, 2000,
Gefen and Devine, 2001; Gefen et al., 2003; Bar-
nes and Huff, 2003, Chen et al,, 2004), e-Com-~
merce 2-&(Gefen et al, 2003), WWWoll} &g}
d £BE & eR oo F&o Y
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ASEA A7 A o] Fo) A HChen, 2000;
Limayem et al., 2000; Lin and Lu, 2000; Chen et
al., 2002; Gefen et al., 2003; Heijden, 2003; Gefen
and Straub, 2004; Heijden and Verhagen, 2004,
Klopping and McKinney, 2004, Shih, 2004; Vija-
yasarthy, 2004, M43, A4 2004).

Performance
Expectan:

Effort Facillitating
Expectancy Condition

Social
Influence
‘ Facillitating
Condition

Voluntariliness

Experience of Use

[ |

{22 1] UTAUT Model(Venkatesh, 2003)

T B0l Zutd $4, FAUEY, t-Comme-
rce & HE2E § TAM FAATELR o]o]A
1 9tk Kwon and Chidambaram, 2000; Teo and
Pok, 2003, o1& 9, 2004; AT ¢, 2004 Wu
and Wang, 2005, Yu et al,, 2005).

2.3 &M &Aool E(Innovation Diffusion
Theory)

1962 3] 2715 o] 199539 Rogersell ¢33 7N
Ay olZoF 7|44 A|F(Technical Products)
B ool A 2& AF U2 (New Ways of Act)S
of gale] ey} Gibe duste oot

Rogers(19%)= Al 44, AL 49~87%
Ax A9stn r}. o]% Karahanna et al.(1999),
Barnes and Huff(2003)%5& #743t] Image and
Trust(The Extent to Which the Innovation Adop-
ter Precleaned the Innovation Provider to be
Trustworthy) 59l 821& 7139t

2.4 7|&MHEZFT|0]2(Hype Cycle of
Technologies)

Garner Group®] 4#9] 2134 7| +§ 4
& 5 GAR o] Ae ootk 4o 7]
% 9% Hype cycle w429} A13)7} 43}
v 7ley $849 "t varE o] &|thLin-
den and Fenn, 2003).

2.5 MB|A =2 0|=2(Service Acceptance
Theory)

2.5.1 Theory of Reasoned Action(TRA)
A8 A 2 ool A Q17ke] Bl =(Attitude) S} 9
% (Intention), 18|31 P9 (Behavior)® #AE 7t

- AstE mdg A 196734 shEE o] 19701 ol

Ajzen and Fishbein(1967, 1970)° ]3] HA=H A
31, 198839+ Constructell °F4-& R &3t The-
ory of Planned Behavior(TPB)o] & 71813t}
200239l TRA/TPBel&2¢9] di7kel Ajzend TRA
s} TPB ©]&& o}f-2& TF olge= HdAH

Frameworks A €33t oh(19 2] =)

(32! 2] Attitude-Intention Link(Ajzen, 2002)

2.5.2 Trust Theory

Trustd] & Webster AbA2] Aol &3}
Fage s

“Trust is a Charge or Duty Imposed in Faith
or Confidence or as a Condition of Some Rela-
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tionship.”

Trust ©]£9] o7} McKnight(2002)E= g3 o
2 Trust-Intention LinkE 7743l Trust Factors
& AANBIA I, Paviou(2003)E T3 AXE 938
9 Aslel Agexele] BAE TAM o8& &
oz Fgste] sk

2.5.3 Risk-Behavioral Intention Theory

Norberg et al.(2007)2 47 =&4 Risk &
Trust$} Behavioral Intention® 418 1+%8ld =)
e-Service #7014 7iQ A H.9) x=Z(Disclosure)
7} #H3}o] Behavioral Intention®] FactorZA
Risk ¥ Trust9}e] #A4E 7938 Privacy Pa-
radox’ 4+& s

2.54 Attitude-Behavioral Intention Theory
Attitude-Intention-Behaviors] @4 74< $
@ o]& dFE oW AAE /AT g, TPB
AT o]F Attitude®] HEo] AxE H Hrh
TAM o]& A7olA =3 o7 Attitude 298
AN LR/E £ B Q7 E f9 4

U- Garvice

fatitude Towrd

T AAE vgre g Attituded Behavioral Inten-
tion®} FL2%5< ¥W4E APttt Morris et al.
(2002), Zhou et al.(2007)5 Attitude -2 Co-
gnitive Attitude, Affective Attitude®} Behavioral
Intention Z-& Behaviore}e] #AE FH3ch

3. A4
31 d7ey

¥ USAM(U-Service Acceptance Model) 7+
2y 479 FARFR AAE MHl& 7]
(Perceived Value), YA€ Au]2 $ 8 (Perceived
Risk), $141€ 212 (Perceived Trust), &4 (Au-
tonomy)S E&39 ) oF&3 U-Service ©] 8%}
o FYgx A4 WAEFRE AAF HE FA
(Cogritive Attitudes)® 2434 Bl% 3/d(Affec-
tive Attitude)& A &3te] U-Service o=
(Behavioral Intention) 3784 F8%5(Key Dri-
vers)?} 4% #AE dAT7ELE ARAHY

3 =)

- Service

Depencert |

[T12 3] Research Model U-Service Acceptance Model(USAM)
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U-Service 74 dtoll A 9] o] 8447} Muj2e) o
A =7E 7}A) (Perceived Value)s H29t @
T(Needs and Wants)gh= o] &x}7) 7|dsta ¢
3t 7123 E#(Fundamental Objectives)ell

= WHA ZA(Means Objectives) 7 & &) %
o Rk Al 4 9lojok gHth(Nah et al., 2006).
T, A, F& o] &olE HA FYEAM U-
3 9] £ A o of
|2k QIAY 71X (Perceived Value)hs AH
W 80]E(User Acceptance Theory)) Wl
FEAN 1 F84E% 7Hn
Q1A ® 28 (Percieved Risk)e 3tabe] ule} o
2 Jort &, JAE Aol 2o M= “The Ex-
pected Value of a Loss Function”(Hines and
Montgomery, 1990)2.2 A 9] 3t} U-Service ©|
€A 3 Dynamicdt &7 &ollA A7l 28
e 8ol =& 2 5 vk U-Service 870]
MEIL e ABl2 333 Mul 2~ AFER o
R FERH T FAAS Weksla, 1
73 Sl Ao AIe] ddAgT BAEd A
BAAZE FAGE FAA, o]gE AXH 99
(Perceived Risk)S U-Servicedl| tigh el =(Atti-
tude)FA4 ] T3 AyuisE A R )k
Online and Offline &4 olA Truste ol &
q9 |3 MR FL3a oJAXY, Bart et
al.(2000)& o]2igt &3k 3t Online Trustol 4
Fe FT RAES HIPIE % B A7
AME AAD A& (Perceived Trust)E o]-&A
82 d(User Acceptance Model)d] Aj2-¢ A
W2 A QY ol 7153 Ved 489
EQ TAMAY °o]& 771 7H8% AR A&
e Boldh AFE Hol W Ay 4%
A& AHAH U-Service B74& 7orste] A=
+ AW W8EE =9e Aol
U-Service 37 slollA o] &2z o837 o
& AR FEAE HAVE 89y 4749

Service®l|

B3] ANE oldfsta AEA R YAHE 3
71& Qg ey Ael2 @739 A& gl
Bsta o] 879 Tt AMula @ tiet
o3 £Fo] hEEE, MH|2AFTAE o]2d o
29 &9 FEE Zo] olFste o] gxE
AgRE A BAY ¢ e #ES S
Fojof g}, & ATollA= U-Service ©l-8A&
9] 2484 (Autonomy) BH.-E U-Serviced] T3t o]
£259] 89 o %(Behavioral Intension)& 274
3 T8 WeR AT

3.1.2 miAHS

Atg) gt e AFTEAAE AN
39) ¢] =(The Intention to do Something)'& +%
B = (Attitude) FA WSl 93] A s i)
fr 3k AL3] AelgkAel Fishbein and Ajzen(1975)
o] Aolo| o3t o' Fol i) ALl 7t
A Y E(Attitude) & “HXEZAE Fdsk= A
#EE A4 T2 744 H(An Individual's
Positive or Negative Feelings about Performing
the Target Behavior)” 2.2 A ¢Jsl 9ItHFishbein
and Ajzen, 1975, p.216).

U-Service $92% AAol Q1] AE &
TFEe AoA, =B HEL el AE 2 84
sto| ) Fa3 Pox Ao drgedleth U
Service #740] A& TBFT Mujs 4% A
2 AEEZ o987 FEHH 27 FEUE
7rekslan, 1 84 &l U-Service 3917F 7H7H1
o] Qg AddE AEH Folzts HolA
&= o] 3 AXH(Cognitive), 7374 B = (At~
titude)34 R4E U-Services} ##E 9=
(Behavioral Intention)d/d9] 83 HEWs=E
A7) = Frh

313 FE5HT

BoApoa e FEuaze 399 m(Behavi-
oral Intension) & AA3ATh AL3| A ttEe] A
Fol o8 819 9] % (Behavioral Intention)E 71
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M9 Bl =(Individual's Attitude), 8% 7
(Subjective Norms) 22|31 Zdo] digt ¢ix]=
& Al (Perceived Control of an Outcome)E 7]¥te.
2 PAH9da B 9dciAjzen, 1985). dAj7tA|
U-Service7} ob#] Qutsl 443 54 ¢4 42
ZRbste], 2 AA) o]l fAES o & 47
A FEUFE MASL YE AEHQ o)L
= ARYE, FYEE T2 E PYI%(Be-
havioral Intention)& F&WHTE Mo} ¥ 719
% #AE BAsta 2y¥S A= sk

3.2 AT JHd

3.2.1 U-Serviceoll ti¥t €)= (Attitude)

A4 B %=(Cognitive Attitude)?t 7434 HE
(Affective Attitude)®} 3% 2] =(Behavioral Inten-
tiom @Al e F2E FA sk Aygdre
TH1EE EAE g9 /S =E3%

H1(-) : U-Service 18] o] &219] 1X]74 €=
(Cognitive Attitude)E ©]82 #9lox
(Behavioral Intention)ol ¥-(-)¢] 4&&
v Aol

H2(+) : U-Service AH]2 o] &xt9] 44 €=
(Affective Attitude)= ©] €A F9o%
(Behavioral Intention)oll (+)¢] g3 n|
3 Aolth.

3.2.2 U-Service®] E4-24% 7}
(Perceived Value)

7 (Value)$t Bl S(Attitude) B4, 7}1(Value)
o} 3¢ o] =(Behavioral Intension)B49] st 4
ZE e A7 E wo R o} Zo) 7}
AE AA

H3(+) : U-Service ABj2 o]&x2}9] A" 7}
(Perceived Value)® o84 99 =(Be-
havioral Intention)ol (+)2] 4&g w2
Aojc},

HA(-) : U-Service AH] 2 o] §2+9] AAE 7}A]
(Perceived Value)& ©]&4F <144 H=
(Cognitive Attitude)F Aol F(-)9] ¥
& "3 Aojtk

3.2.3 U-Serviced] £4-UA# $¥
(Perceived Risk)

F@n2s B3 Risk7t 943 & =(Cognitive
Attitude) & 531 9]¢ =(Behavioral Inten-
tion)e] 4FE WX 14 FRE /M= 4F
sttt

H10(+) : U-Service AHl2 o] &219] IAd 98
(Perceived Risk)2 ©]-&A} ¢1A4 ©x
(Cognitive Attitude) Aol A9 o
FE 1 Aotk

3.2.4. U-Serviced] §4-94% 49
(Perceived Trust)
AE(Trust)9 Bl %(Attitude)B Ao tid 3=
g 33 e FHATE viE e oge] /M
& AAsAY

H5(+) : U-Service AjH]2& o] &x¢] QA€ Ag
(Perceived Trust)= o]8x AAA €=
{Cognitive Attitude)ZAdo A(+)9 9
< "3 Aolth

H6(+) : U-Service A 8| ol&7te] Il A3
{(Perceived Trust)¥ o-84 #4174 HE
(Affective Attitude) Bl H(+)e] 93
< "A Folth

H7(+) : U-Service A{H|& o] &7}e] QIAE Als]
(Perceived Trust)= ¢844} 419 % (Be-
havioral Intention)ol] A(+)9] & ¥A
Ao},

3.2.5. U-Service2] H4-2-&4 (Autonomy)
A& Autonomy) 3 Bl E(Attitude) 2] Al o
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H8(+) 1 U-Service A8} o] &249] 2H-4-4(Auto-

nomy)< ©]-§A A B = (Affective
Attitude) B A(+)9) dgg nld 2

ot}

U-Service M| o] 8219} #A}-&41(Auto-
nomy)< ©]-&A 9%
Attitude) F7dell A(+)e
ojr}.

% (Cognitive

o 1=
S E

obe <& 1>& 7MdS HAF Y Fud

e AYE Aotk

4. A7 g
A2 8002 U-Service AA o845
& e R ANT dEXAHEHE DAR)E A
Q

Groot{2007)

Wu and Wang(2005) | Jarvenpaa(2005)

ol =AY Fofof MEHS T4 5.1 EltA 24
ASEAS g8 Qg g g3 Ads = 5.1.1 B4 QolxA
R EHO] TFTeeg, 244 4F sa A sgasel g 29 ¥4 Aske A4
FEE sl 71E £IE BEYR & 14 7 2% 06o1AS BAAZT Qo] A= WS
TR HASEAE A3t stel HFA FopA vERGTH gAE 291R Ao AlEE uhy
= T3 gALE Amel 54 239 HEAE ) & 2% #4(Principal components analysis)&
sttt Aeelg e, 2919 S0 Kaiser AT87H Y
(E 1) Hypothesis Literature(Eg)
Value Risk Trust Autonomy
Cogritive | Kambil et al(1996); | Featherman and 1}\341;:2923?)31 1) ?:rfiﬁan and
At Y ) ; :
itude | YangandYu(2004 Wells(2006) Mcknight et al.(1998) | Sheridan(2000)
—— Compeau and s .
Affective Hackbarth, Grover Keil et al.(2000) Higgins(1995); W?bt.l‘n(l%ﬂ’
. . Featherman and s Rijsdijk and
Attitude et al.(2003) Pavlou(2003) Rogers(2003); Hultink(2003)
ou Huberman et al.(2004)
gavfzz?adgggy Featherman and Davis et al.(1989);
Sfriub o Pavlou(2003); Friedman et al.(2000); | Brehm(1966);
Limayen(1999): Spiekermann Mcknight et al.(2002); | Clee and
Behavioral Ve nkitesh d’ et al.{2005); Gefen and Straub(2002); | Wicklund(1980);
Intention Monis{ZOOSe;l Rijsdijk and Paviou(2003); Ackerman et al.(1999);
Seholtz and ’ Hultink(2003); Rogers(2003); Groot(2007);
Consolvo(2004): Pavlou(2003); Yang and Hui et al.{2007)
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w222 27 (Varimax rotation)& AH&-8F$lth

s w3 2t 23} 2Qgke] FuaA A
2 JehiFE 72 §2¢ 2EA(Communality)
BT 0601, 58 A8 FHA4E g

W= KMO <37} 07298 433tart.

=

512 &4 2JQEH

AMOS 70| 72444 BN 44 &4
A 8% 23 U AAAFY e, G =
0.910, AGFI = 0879, NFI = 0911, CFI = 09362.

2A, 2% g Aoz Uent %ert Hol
W Rdg ggd ¢ QItH<KE 2> FE).

£ 23oM= NNFI(TLD gte] 09224 099]
A, 71EFE A43)8ka 9131, RMSEA # %3 0.064
2 7123 008018t AFet] m¢ FEF Y
olg} Hrg 4= gl

(T 2) ATRHO TS PEUHA BY B

A5 2YAHRIE A
X2 -
pak FES > 200 A% Agx Priel v1dE | Mach et al.(1988)
x2/ddf(Normed x2) FEF > 00 3% Friel vHE Hayduck(1987), &jA1(2007)
GFI(Z| 25 A) 0.90°1% Scott(1994)
AGFHZAFEA) 0.80¢14 Seott(1994)
TLI(Tucker-Lewis #4%) 09001 Tucker and Lewis(1973)
PCFUTY REREAT) 06001 James et al.(1982)
NFKEEHEA ) 0.90°1% Bentler and Bonnet(1980)
CRIMEEHEA+) 0.90014 Bentler(1992)
RMSEA 0.08°] 8} Browne and Cudeck(1993)

(E 3) DEeiehy(aEa) 24

OF U B PR EX PE it
or Toirelalon L oRmCTRnT TR i - 5 - R - T 18T
Sig. (P-talled) . 000 0o 868 3% gg; g
N 577 577 5771 577
17 Conelation Coemchent 475 1.000 AT TG~ 35‘7“5- i3 1
Sig, (2-taited) .00 . 000 o3 .01t 284 000
N 577 577 577 577 577 e 577
25w T Orelaton L oeWE e T ETLY 100 ™ Free TI0T e
Sig, (2-talled} 000 000 . 000 o0 001 o2
N 577 577 577 577 577 577 577
- Torrelation Coscent TS Ry = 1,000 = LV BET 13T
Sig, (2-talted} 868 O3 000 . 000 000 o0
M 577 577 £77 577 577 577 577
TER T hnelaion Loemerem =630 N i R 1. 000 Crire 125w
ﬁiﬁn (- tatiod I e 000 000 -3 o0 %
577 577 [Xid 577
TPE T Tomsialion CoeMclent = 106w =3 100+ 35w i T.O00 | ~062w
Sig, (2-talted) X ) 294 001 000 00 . 038
N 577 577 577 577 577 577 577
113 Carelation Loamchent 197 L 138. i = T3~ 123+ B 1,600
Big, (Z-eied) 000 000 ooz 00 000 089 .
N 577 B¥7 577 577 577 577 577
(2 Corralation Coemcam e 170 o~ — 155 DT S L+ ™ M & T P
Sig, {2-tailed} 00 .00 033 000 500 o0 000
M 577 537 577 577 577 577 577 |
Y Cerelalion Coecient 24T 205 306 = 125 -, (g iy T
Sig. (2-talied) 000 . 000 oo 000 003 ;7 008
N 577 577 577 577 577 577 577
& CrEMCT Ty 176 N 250w 1B ToZi T 20%] B
$ig, (2-talied) 000 .0 000 000 .00 O 483

F) " P< 005 ™ P<0OL
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¥ Ao ALy 24 A% e e Lol
vehdehiag 4] 32,

Case Processing Summary

[
& LTk
Exciuded= o 0
Total 577 O O

B, Listwise deletion based on all
variables in e procedure.

Roelabitity Statiutics

Cronbach’ s

e

[OF 4] AZMEM d3-C Apha A5

ZA =79 £33 Cronbach’s Alpha A4
& 082124 19 71He 438 g2 Byl o
T FHEFEY NIl =32 AFT Aot

dYe) AzAs 2 M FoE EHE
71 9430, obe} (19 51% 2 2PE AMOS 7
o codingsty TEYHY 2YS FAse] 2
2 AAsg,

.Oﬂ—’

1=

(28 5] P=eEAl 2EE(AMOS 7.0)

zdlo] AYEE BF #o]7] $3) Dummy Value
e-113 e-124}ole) +AASFE 18] A&, 3= &
W7} 48 =2 A4S Itk AMOS 7.0% ¢
4-8ke] B3 (Parameter estimation) & 31912
o 243 gyony Hul9-E(Maximum
likelihood; ML)& ©]-&35itt.

SEM #4 Aato] o3, A9 o] =(Behavio-
ral Intention)ol thet B2 A49] 7 3HEffects)7}
=8 AL Trust(0.374), Affective Attitude(0.314),
Value(©.201), Cognitive Attitude(-0.157)2] & ©]
Act.

A A Bk (Affective Attitude)ol w|X&= 9T
£ Autonomy(O??‘)) Trust(0.145)2] 4=olgl.em,
283l 9Ad e E(Cognitive Attitude)ol] whet
od 3k atA H7)E Autonomy(1.040), Trust(0.232),
Risk(0.099), Value(-0.365) 2.2 YERTH<KE
4L BxE),

| AEF At )
% o 3. = T O PR Tat et N FTe i
o att. <o Vakae - 365 !
| cow att  Heew Risk O
| cog att e Trust pric v:; i
cog att  <wo. Auvtonony 1 040 E
| Bhint <. AffAR 314 ;
L BhiInt < Vatue 291 i
i Bhint < Trust 374 E
| Bhint < cog att : -.1.57

6.2 7td H#E 21t

AMOS 70% o] &8 Fa2gAA RYENE F
& 107he] 7Hdg AEE A, 10719 7ol B
T A=A

W F 8= 000N, UiE 7Y
0.05018Hel A, 17} 001013l A A ATH<E
5> iLz)

USAM Aot A+ =99 Construct Relevances
5 %@OM, v’% o] BEASG % Path
g B3 ol =4 9% BE d¥uAE ¥
Aol A HAv



28 L - o5 - 279

(E 5 o] chEt A3 o

Lik3 7 W

HIC) U-Service M) o]82b9] QA3 8= (Cognitive Attitude) ©]8A 39] ¢ % (Behavioral
Intention)o]] ¥(-)9] Q&g wd Ao}

) U-Service Mu]2 o] 8419 7243 ¥ %(Affective Attitude)s o4} 39) 9] % (Behavioral
Intention)o] 4(+)9} 43Z vld Ho|k

He) | UService A8 o183t QA8 7 (Perceived Valuehe ©187 391} (Behavioral
Intention)ol] A(+)¢] A& v]F Ao}k

HAO) U-Service A8l o]-&xte] A E 71 (Perceived Value)e o] €3 1314 8] 5 (Cognitive
Attitude) B4 F(-)2] 9L n)A Ao},

H5(+) U-Service A2 o]4x19] A H A2 (Perceived Trust)e o-4A 1A 8 =(Cognitive
Attitude) B0l A(+)9) AL v Aot

HEC) U-Service 1] o-gxbe] Q1As AN sl(Perceived Trust): o]£4 732 Bl 2(Affective
Attitude) Bl A(+)9 FGFE njA Aot

HI(+) U-Service 482 o] 8xt9] A€ M= (Perceived Trust)e o &2+ 89} 2 % (Behavioral
Intention)o] H(+)9} F&& v)d Aol

HB() U-Service A8l o] &2t9] &4 (Autonomy)2 o]t 243 = (Affective Attitude) F4Jol
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