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Abstract

This study was to identify the effects of four types of e-Lifestyle(life-friendly lifestyle, development-
oriented lifestyle, sociality-oriented lifestyle, information-oriented lifestyle) on sustainable behavior
(usage and satisfaction) of Kiosk service. The study was based on convenience sampling of 222
consumers, who have at least three months experience of kiosk system use. Results showed that all
of the four types of e-Lifestyle had not significant effect on ease of use. However, development-
oriented lifestyle and sociality-oriented lifestyle had a positive effects on usefulness of Kiosk service.
Results also indicated that e-Lifestyle had significant and positive effects on customer satisfaction
and recommendation. In particular, life-friendly lifestyle had an effect on customer satisfaction, and
sociality-oriented lifestyle and information-oriented lifestyle had statistically significant effects on
recommendation. Since e-lifestyle could potentially influence sustainable behavior for using Kiosk,
this study investigated the distribution of usage and consumer satisfaction for every lifestyle type,
so as to understand the attitudinal and behavioral evaluation as sustainable behavior in the use of
kiosk services. These findings allow researchers and marketers to identify the needs and expectations
of specific types of kiosk users.
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1985), 71223 AH] 20 tgh BHE e Bt
o] FEE v A= 2208 HAEe dFdX=
A& FoTH S-S, AMHEEA, 1
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Fig. 1. Proposed Research Framework

Usage
Factors

User Types based
on e —lifestyle

Satisfaction
Factors

Table 1. Sample's Statistical Characteristics

Characteristics Frequency Percentage
Male 88 39.6
Gender
Female 134 60.4
20-29 110 49.5
Age
30-39 2 R5
Experience of Using Kiosk ATM 110 49.5
Mobile 63 28.4
Al 49 22.1
Total 222 100
I =gl A= JFH ] AfolE st 2 7123 Mu|AE o] &3 & Al =
7] FaA AEZA=E gAEZ= oA = ez A3ttt HfgEFZol uat A
gk 71920l sl G A, olek Ak AE 25070l kel AEERALE AAlEt]
AT B 2H IEZAE o83 B FoxE HF 222%9] FERE HAEAE w89
< ez 2ARE st APH
AP AEzApigor 2gele 5 2. HHZO| XEEX| XO|Q} HHAEX
o] Fol X},
Ht ] 2 o] 82}o] e-gfo] Z2EFY
@& getatr] g AEE-2 Yu Chian-Son
I, Si1diH (2011)9] AFollA] =3 Internet-VALS

s
< o83ttt U] VEATES &
1. XI24F U g=o| EN L= AT 2 (Mitchell, 1984)9|4] 7drdl &

2 - Ao R o] g3ty ATFE XYt
. 3FAI% Yu Chian-Son (2011)¢] AF&

oo T
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Table 2. The results of factor analysis for e-lifestyle

Factor Eigen Variance  Cronbach
FETE e loading  value (%) a
Online influences the work 776
environment, from which | benefit. ’
e Online-enabled services/products
Llfl?f e1‘Sr|te|nefily greatly improve my job efficiency. 773 1.064 72.103 0.791
Y | frequently perform my job via 7
online—enabled services/products. )
Continued development of
online-enabled services/products is .863
positive for our economy.
Developme  Continued development of
nt-oriented  online—enabled services/products is .853 1.659 64.506 0.845
lifestyle positive for our society.
Continued development of
online-enabled services/products is .800
positive for our education.
Online-enabled services/products
greatly enhance interaction among 795
people.
. .| frequently participate in social
Sociality=ori ¢\ ents viayoline—enabled 789
ented services/products 2.131 52.653 0.815
lifestyle . .
Online—enabled services/products 781
greatly expand my friend’ s circle. )
| frequently share my opinions via 733
oline—enabled services/products. )
| am very excited to know about
the new online—enabled .832
services/products.
| am very interested in discovering
Information  how to use online-enabled .807
-oriented services/products. 5.241 37.434 0.859
lifestyle The more time | spend with
online—enabled service or products, .800
the more advantages | gain.
| like gaining knowledge regarding 73

online-enabled services/products.

KMO=.839, x*=1493.944, P=.000

AIO(Plummer, 1974), VALS, ROV, LOV(Johnston,

1995; Kahle and Kennedy, 1989; Lekakos and
Giaglis, 2004; Mitchell, 1984; Roy and Goswami,
2007) A5 7I9ro 2 vt A ARgALe]
e-tfo|Z el F8S A ALLEE, A
308, ABFTE, ARENP o Aos)
A F 140 SAHYRES FESSlh
Davis(1989)¢] 27] 7|&F8Rds 7o

2 g Az Aduss A2E §i48
e B7)ereRAe s ol
we} TMARE e alAwel Az f-g43
AztE ool zAH Aol ZAPEL
Davis(1989)9] 7N'd2 o] g A HPAT
(Ahn, RYu Chian-Son, & Han, 2007; Venkatesh
& Davis, 200005 B3 =&3ton, A7l

el 719 Al o] RES ARE £
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Table 3. The results of factor analysis for Usage and Satisfaction

Factor Eigen Variance Cronbach

Factors ltems loading  value (%) G

It is a hard work to use
the KIOSK service 922
Perceived  system(r).
ease of It takes a while to use the
use KIOSK service system(r).
It is complicated to use the 886
KIOSK service system(r). :
| receive high—quality 860
service from the kiosk. :
A kiosk offers a high
quality service to me.
The kiosk service is
beneficial. 823
Perceived  The benefits of the kiosk
usefulness  service are greater than 197 3.884 70674 0.887
the costs paid.
The time and effort
invested in the use of 779
kiosk services are valuable.
Kiosk services are well

: 677
appreciated.

KMO=.835, x"=1186.264, P=.000
| am satisfied with the
locations of with the
professional KIOSK service
system.
| am satisfied with the
atmosphere of the locations
that house the KIOSK .863 3.653 60.891 0.866
service system.
| am satisfied with the
service of the locations that
Satisfacton house the KIOSK service

Factors system,

| will definitely recommend
places that house the
KIOSK service system to
people.

Recomme | want to share a method

ndation of use of the KIOSK .8%4
service system with people.
| will definitely let people
know about where to find .810
the KIOSK service system.

KMO=.804, x’=893.098, P=.000

890 27.523 0.899

Usage .838

facors

875

Customer
satisfactio
n

.838

.938

1.242 81.599 0.902

o] ALg3IT) & ol SHYEE AlgalA A B ATdAE BEecle 27 waREa
7tel §-843 A7t folde 24t FHER TR, CGronin et al, (2000),



128 F93s]A] A45d A% (20209 44)
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52 %
K
ko
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o%'f,
At
o

(varimax)& ©]-88}t},

( Table 2) 2 ZHHF] QA EH2H
4709 alell et F 1470 SHEF o] AL
Y. KMO (Kaiser-Meyer-Olkin) 742 839
ol Bartleto] 7384 AAANA ZA}olAF
1493.944, AT 91, f+9]&& 00022 Ek
goh =3 FEE Q9089 FEFREA]
64.506%% Argshs ACE UEht w2 24t
Arg-g 7|2 o). FHESEE2] Cronbach's
a Al B5F .70 oo AFEr) Eral
& 4 Qlth. Cronbach's a AlFe AL423Y
(791, AFEAFFE(815), HEEANX|EFY
(.845), /NEE=Z3(.859)9 +o2 =7 e}
ot

719223 AMu|2o] ARQRld gl

i aolw 8 AHERae Fasie

e-lifestyle 2212 Q&2 Wzl FU3A
F PAEEs B 5 3le F4E 24
Varimax 3] @A921E  o]&3 L, &7k
(eigen value) 1.0 o]’F9] Qolvts FE3}1%
ok A AR Qe E 279 299 9l =

AEFFo g FAHJET, KMOE 75809,
Bartlett +3A] AAX] 9] 7}o|AlFH-& 1321,332
A= 78) 2 1% oA 3] gl
Atk wEa el A9 279 a4 gk &
oMol EHEFo] AHEHTh A2l A
T, KMO (Kaiser-Meyer-Olkin) & .8399]
H, Bartleto] 734 AA oA ZAIoAIF
1493.944, AHT= 91, F-2]&E 00022 e}
STk =S AREQRT fEaRldA FEHE
Q2le] FHEAL 70.675%2}F 81.599%9]
2 BAF ARES JHA A i), eiAg e g
£WFE9] Cronbach's a AlFE 2% .80
2 E2 JIHEE YedY, 7123

AFg R0l wE QolRA ZAi=
(Table 3)9} 2},

B AFoA 8% FANEE e
A B4E AAFY. AEdA 24945,
H F8A47 dl kA /8o gz
AAE 052 7|Zoz FoulsiA ER
A zte gol g7 Ay 4 NtEzy
o BAZE 1437 .162(p<0.1) o2 &-oln|st
Ao AABATL e Aoz el
TS T 7HA 50217 e-glo]|Z el Y]
AleA] FHomol JHBAY S Afdt Jt
A FSE 1000014 BF F-203F H(+)2]
fFougt A7 de Aoz FAHIh
({Table 4) Zx%).
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2. MOMHIA 7|QAF ALK
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Table 4. Results of Construct Correlations

P B A+ 129

Life-  Development- Sociality— Information P:arts::wgfd Perceived Customer Recomm
friendly  oriented oriented -oriented - usefulness satisfaction endation

Life—friendly 1
Development .

—oriented 482 1

Sociality— - -

oriented 313 407 1
nformaton” grpe s 215" 1

Perceived

ease of 143 162" 102 .036 1

use

Perceived . - . - _

usefulness .202 247 317 213 .056 1

Customer ok - " - .

satisfaction .269 .239 .156 196 .001 .726 1
Recommend 445 351 436™ 110 003 587 497 1

ation

o SRS AZH] A BARELS AHE R'=0.350]1L, F=1.925(p)0.0D)% &HwH o]
stolnt, PAHOR Fogel ARl X AREA I, 4 7HA F3 9 e-gholmaet
7+ gol gt AztE 84 2o uAnE A 71923 AMu|29] Azhd go]/dol wH|

3 2w Wz gol Zeuia
Z2epde] Ul 7HA el 3 3%”‘?—__1731%,
WL, AL 378, AR
Aol Fdste] 3RS s ‘:‘r
SR AR st 3]FASTE
o] Y= ddI w5544 o]
&?95} old we} B de] A
2tsl7] 13 ke w1 el AT dute
_g 1~ co (333t 7FA= VIFZE 10m]9t
ol tggddel A glekar dekdit
B AFelM Y (AFFA) Q] 1A= A
BAFe] e-gho]TAERU0] 7] QA= A2l
ARgaQloll g JFe viA=THE A
7] 9fsh 24 a]le] Hitwe ol&ste] v
S Akl e, B4 2= (Table 5)
o AAletsict. 41, vl 7FA 9] e-gho] 228}
A3} 2| Zhg gold Zhe| QA e Arg <l

T g FYEA 2 Ao Yt &
A, 4 71A]9] e-gfo|Z2E}dY} X7 {84
o] #ANA FHA Al R'=0.1310]2

F=8.057(p0.01)& 3] AR o] A3t 7432
det & 5 9o} =3 Ea‘*ﬁ# Zre) 2t

Y
i 2 |

_H?
S
o
<
o
ofy
ofd
r>~

= AF%XM e- E}OIE*E}‘”Q] 4 714 891 F
M= A 3 AdFE=F3 o] 7|92~ A1)
0] AZ4E fF8A4 F(+)e] Folg IFTFS
HxE Ao BA I

B AFelA o] (AFHA2) Q] 7|2 AL
/7] e-gto]Z 2Bt 7] a= AH|2d
ek mARE} FH e ojwdt G vl
Aete AZH) A9 4 ade) FARS
o] gate] ts3 AR S AAlstien, 4
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Table 5. Results of the Proposed Model 1

Collinearit
D.V. LV. Tean | s | cEmEd b e
Coeff. Tolerance VIF
L”e‘fy”e”d' 151 125 101 12020 31 635 1574
) Developme _ _ -
Porceived  pnioiing  —080 109 056 734 4e4 769 1.300
ease of Sociality—
use
ool 039 098 029 32 6% 815 1207
Information
e 167 107 118 1460 146 684 1463
R*=035, 289 R*=017, F=1.925, p=.107
“fe';”e”d' 09 083 019 2 817 637 1,570
Developme
percaived oorioneg 18 071 12 1681 094 769 1.301
usefulness Sociality-
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Table 6. Results of the Proposed Model 2
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