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A Study on the Adoption of UHD for Users Perceived usefulness and
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Abstract

This study looks deep into how user’s individual personality and his or her media experiences affect perceived usefulness and
perceived ease of use about UHDTV based on Technology Acceptance Model using survey methodology. This study also focuses
on how the purchase intention of terminal equipments and the willingness to pay for UHD contents will make different choices.
The result of this study shows that, whether user is an exhibitionist or not or has frequently encountered a big screen, these
factors affect both the perceived usefulness and the perceived ease of use about UHDTV. When user is an exhibitionist with more
experience with big screens, it was clear that user tended to choose UHDTV with higher perception of usefulness and ease of use
about UHDTV. This study also implies that when supplying the next generation broadcasting service, it is needed to consider the
users' perceived usefulness and ease of use about UHD as well as the individuals' media experiences and characteristics.
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Fig. 1. research model about adoption of UHD for Users Perceived usefulness and ease of use of UHDTV
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Table 1. Reliability of Measurement items

Measure Iltem M SD Cronbach's a

Brand products give me more confidence.

The more it costs the better it must be.
Inclination to

boasting | Prefer to buy branded expensive product. 4.36 0.97 731
User's | prefer foreign products though it is expensive
person- Even though it is expensive, | prefer luxurious goods
ality | tend to try a new method when solving the problem.

| tend to try a new method faster than my colleagues.
Innovation 4.69 112 .888
| alway use a new service before anyone else.

Challenging a new job is always fun.

Experiences | Big screen experience 525 | 1.38
with High-definition experience 4.87 1.70 -
using media | vOD payment experince 1.71 1.32
Handling UHDTV is easy to me.
perceived | 1y require special education for handling UHDTV. 484 | 1.31 832
ease of use

Don't require long time for adapt to UHDTV.

UHDTV increases realistic and sense of realism of contents.

perceived UHDTV contents give more sense of realism. 4.97 118 874
usefulness UHDTV contents helpful immersion.
UHDTV contents helpful feeling and education.
Adoption of Purchase intention of UHDTV 4.79 .838
UHD Willingness to pay for UHD contents 324 | 175 i
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Table 2. Perceived usefulness about UHDTV in accordance with user's
personality and media experiences
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A Study on the Adoption of UHD for Users Perceived usefulness and ease of use of UHDTV)

Standardized
Model Variables Coefficients t
(Beta)
Inclination to -
1 User’s_ boasting .346 5.280
personality Innovation 416** 6.347
Inclination to -
User's boasting 313 5.118
i
personality | ovation 169* 2.090
2 Experience hlgh-deflnltlon .322% 4.482
S with big screens 149 2.101
using
media VOD Payment -.084 -1.443

Model 1. R?=.393 (Adjusted R’=.386)
Model 2. R?=.492 (Adjusted R’>=.476)
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Table 3. Perceived ease of use about UHDTV in accordance with us-
er's personality and media experiences

Standardized
Model Variables Coefficients t
Beta
Inclination to .
1 User's boasting .318 4.634
personality
Innovation .386™* 5.611
Inclination to .
User's boasting .283 4.331
personality
Innovation 41 1.633
2 Experienc high-definition .165* 2.156
es with big screens 203+ 3.875
using
media VOD payment -.049 -784

Model 1. R?=.335 (Adjusted R>=.326)
Model 2. R?=.421 (Adjusted R>=.402)
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Table 4. The Impacts of perceived usefulness and ease of use on
purchase intent for UHDTV

Standardized
Variables Coefficients t
Beta
perceived usefulness .394** 4.071
perceived ease of use .072 .739

R?=.199 (Adjusted R>=.189)
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Table 5. The Impacts of perceived usefulness and ease of use on
Intention to pay for UHD contents

Standardized
Variables Coefficients t
Beta
perceived usefulness .359** 3.444
perceived ease of use -.255* -2.443

R*=069 (Adjusted R?=.057)
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