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ABSTRACT

Purpose: The purpose of this study was verifying factors that affect to intention to use Al financial services
and finding a way of building an user oriented Al ecology.

Methods: This study used the UTAUT (Unified Theory of Acceptance and Use of Technology) model with
independent variables such as performance expectancy, effort expectancy, social influence, facilitating con-
ditions, trust, personal innovativeness and Al understanding as moderating variable. The data was collected
through online & offline survey with questionnaire from 330 financial customers.

Results: As a result, the analysis suggested that the performance expectancy, social influence, facilitating
conditions, personal innovativeness are statistically significant to the intention to use Al It was also found
that Al knowledge of users differently influence the intention to use through the moderating effect on the
facilitating conditions.

Conclusion: Performance expectancy, social influence, facilitating conditions, personal innovativeness have
positive causation to the intention to use in Al financial service. On the facilitating conditions, unlike other
variables, it was found that the user's intention to use was different by the level of Al understanding. It
means that customers could have the strong intention to use Al even though they don't have enough pieces
of knowledge on the factors. Customers seem to be of recognition that the technology has certain benefits
for themselves. The facilitating factors are significantly affected by Al understanding and differently effect
on the intention to use AL
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Table 1. Result of Exploratory Factor Analysis and Reliability Analysis

L Factor . Eigen Variance Total ,
Classification Item Loading Communality Value %) Variance(%) Cronbach’s a
al 0.561 0.566
Performance a2 0.799 0.765 2.197 10.0 0.741
Expectancy
a3 0.781 0.700
bl 0.725 0.773
Effort
b2 0.790 0.766 2.194 10.0 0.800
Expectancy
b3 0.775 0.726
cl 0.707 0.745
Social Influence c2 0.667 0.748 1.936 8.8 0.794
c3 0.683 0.759
dl 0.723 0.758
Facilitating d2 0.793 0.827 2.205 10.0 0.823
Conditions 77.8
d3 0.726 0.709
el 0.848 0.847
Trust e2 0.817 0.837 2.491 11.3 0.874
e3 0.725 0.725
f1 0.824 0.790
2 0.876 0.863
Personal 3.477 15.8 0.921
Innovativeness f3 0.850 0.836
4 0.800 0.760
Intention to Use el 0.822 0.910
Al Financial a2 0.794 0.883 2.632 12.0 0.940
Service g3 0.768 0.839

4. 823

4.1 ATAIA £4

AT Ao AL s B2 o9} o] okt Table 2). Al -2 3308 (100.0%)°19, A48
A HH Y27} 55.8%(184™8)2 A1) 44.29%(1467)9) H]3l] WAdo] Th4= ZAE QT
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Table 2. Socio—demographic Characteristics

Classification Frequency(N) Ratio(%)

Total 330 100.0
Male 184 55.8

Gender
Female 146 44.2
20" or less 51 15.5
30’ 76 23.0
Age 40 71 21.5
50’ 108 32.7
60" or more 24 7.3
High School 36 10.9
College 26 7.9

Education

University 201 60.9
Graduation School 67 20.3
Less than W2,000,000 39 11.8
2,000,000 ~ 3,000,000 62 18.8
Income 3,000,000 ~ 4,000,000 45 13.6

Level
4,000,000 ~ 5,000,000 35 10.6
More than W5,000,000 149 45.2
Metropolitan 266 80.6

Area
City * County 64 194
Low 153 46.4

Al Understanding

High 177 53.6

SoR dAEs A¥EY 507t 32.7%(108%)E 7Y E%oH, theo® 30th7h 23.0%(76%), 40th7t
21.5%(71%), 20t o|s}7} 15.5%(51%)°] =& AA=Arh 18]aL 60t o]/do] 7.3%(24™) = 717 vtA| A|A]
Hom, ZAM AR Aol AR 1E2A FEHASS & 5k S ARy gt Ajg/E ol
60.9%(2017) = 7}%} woton T oz kel oAkl 20.3%(67H), TE Z0] 10.9%(36)9] &0z A
AlE AT 28] Al A A/EG O] 7.9%(26%8) 2 7HE A A E L ow, At dAte] s o] tiA R EA
IHASS ¢ T %E} AESES AR 5007 9 o]Ako] 45.2%(149%) 2 7H =gkon the-o & 200~300
ukelo] 18.8%(629), 300~4009F0] 13.6%(459), 2009k muko] 11.8%(39%)¢] &0 = AA Tt 18
4oo~5oo‘3&%ol 10.6%(35%) = 7Hd vt AA = om, A GRS A5aae] AR w4 BEXENSS ¢

Atk AFAGE Aur FA) o]4to] 80.6%(266%) 2 Al - 0]3+e] 19.4%(6478)0l B]e] FGA] o] 4fo] t}
T2 ZAE A AFA s ol LS AR E80] 53.6%(177H) 2 W] 46.4%(153%)0l Hl&) ESo] TR
ZAF H A
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2 = A RTS8 7124 AAsEITE Table 304 AlA €
7w ARe AR, WA, B AT FEHWF Q13 A S 89 E(Intention to Use Al Financial Service)
= H7(Mean) 3.45+0.952 AAH o, #xe] HeE A Min) 1.0000A4 Hdlgt(Max) 5.002.2 AJA =S
o A2 A7 S-S AdeAs T8RS TR 58 Jlo® A

Loz EgWHeES Aurd A3 t(Performance Expectancy)® H1t 3.89+0.72%, ==7|th(Effort
Expectancy)™ 3¢ 3.191£0.832.2, AF3]A A 3K(Social Influence)& H 3.48+0.79%, &R ZA(Facilitating
Conditions)2 #H¢ 3.1840.832.%, AFE(Trust)= H 347+0.75 28] 712U 214 (Personal
Innovativeness)< H1f 3.48+0.88% A H At tHAZ A9 A5 AA7Id, =87]d), A4 93, &
Az, A= E, a2 a QIR EroA AR & X5 Bk

2o WolE A, w7, AR 9, HR2A, AFE, aa QA ZRA Az (Min)
1.00°14 Hdiz(Max) 5.000.82 AXHYTE HFS =A o2 AsH|ws|rd, A7) o Wbelso vl 7}t
Ees @7 den, deoR RIS ALl 9%

& A=, d8Ae TeAHE T8 R, =87]g 9

:
Fow AN oM, el F1270] 71 3 ANEA.

Table 3. Descriptive Analysis

Classification Frequency(N) Mean St.D Min Max

Intention to Use Al Financial Service 330 3.45 0.95 1.00 5.00
Performance Expectancy 330 3.89 0.72 1.00 5.00
Effort Expectancy 330 3.19 0.83 1.00 5.00

Social Influence 330 3.48 0.79 1.00 5.00
Facilitating Conditions 330 3.18 0.83 1.00 5.00
Trust 330 3.47 0.75 1.00 5.00

Personal Innovativeness 330 3.48 0.88 1.00 5.00

4.3 ATABIEHY 4ol WE T8 W40 Hol

Table 4141%= QATFARE S 540 mh2 13X 5 589wl 2Fol7} Y=AE Lotrr] ek YRR (347

AL XEAHEA & AAIEHITE WA A (Gender)dl| W 8- k29] Apoli= Fabe] it (Mean)©] 3.59£0.932

2 ofze] Hat 3.2940.95¢0 HlE FE& Lt S & 5 ANOH, tgh -2.87E AR Fofu|g A0 A
AE AT 5, HA7E ARt vlE] 80wt e AoR Ve

dE(Age)dl W F&ol o] ato] & A E W, 30t]9] ¥ito] 3.60+0.900.& F&2) w7t 7H EA A HS L
™, Th o2 200 o|she] 4te] 3.53+0.84% =gkom, 40t]¢] +te] 3.52+0.87, 50| Hito] 3.36+1.02<]
o7 AAEAT. 22 60t o)A Hito] 3.06+1.15% 714 Al AAEAA T, Fgt 1.960.8 EAF o7
FrefmsiA = ekokrt.

gt (Education)ol] w2 82| =0] Apol& Ao HH, thshel o]e] Hito] 3.69+0.96 0% 8= w7}

t:
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7V A AAEN e, T2 gigha As/E ] Hate] 3.51+0.92% %o, A Alg/EHY Hatol
3.18+0.819] wo® AN AT T12]al ae sl 19 Fro] 2.91+1.012 7P SHA AA Lo, Fik 6.53
O FAHOE Fofulg Ao AAEUT =, T STE FEYIETL 2 A0 R Ve

25T (ncome LeveDol W& 89%9] 2o & A, 400~5007+¢ 2] Hito| 3.56+0.900.2 8%
o] A7t 71 EA AAE Ao, Ty o R 5009k o] ko] Hato] 3.51+1.01% #9kom, 200~3007H 9] 3t
o] 3.48%0.96, 300~400%rle] F3fo] 3.47+0.909 o= AAEATE 1E]a 2008H w]¥ke] Hito]
3.0610.75% 71§ GHA| AAE QAR Fgk 1.97=2 SAAH o2 fonaiA]= Fuh

AFAYG(Area)el] T F&2%w0] ApolE AWEW, FAA| o]Fe] Hito] 3.46+£0.928 A I olste] Ht
3.41£1.079] ¥]& 87 55 & F AUAT 3k 04322 FAFORE Fov|siA = LUt

ol ¥ A5 o] =(Al Understanding)ol] W& F&2%9] 2jo]& A H A -9 o] 3.80+0.900.% wHe-9
Bt 3.0520.8400 Hla] &%t w55 & AUMSH, thh -7.85% FAA SR Fon| Ao w AAE

% AFAT Tt £24E S8R S AR ehgr,

Table 4. Differences in Intention to Use according to Socio—demographic characteristics

Classification Frequency(N) Mean St.D t/F
Male 184 3.59 0.93
Gender -2.87"
Female 146 3.29 0.95
20" or less 51 3.53 0.84
30’ 76 3.60 0.90
Age 40 71 3.52 0.87 1.96
50’ 108 3.36 1.02
60" or more 24 3.06 1.15
High School 36 2.91 1.01
College 26 3.18 0.81
Education 6.53
University 201 3.51 0.92
Graduation School 67 3.69 0.96
Less thanW?2,000,000 39 3.06 0.75
W2,000,000~ 3,000,000 62 3.48 0.96
Income 3,000,000~ 4,000,000 45 3.47 0.90 1.97
Level
W4,000,000~ 5,000,000 35 3.56 0.90
More thanW5,000,000 149 3.51 1.01
Metropolitan 266 3.46 0.92
Area -0.43
City - County 64 3.41 1.07
Al Low 153 3.05 0.84
, -7.85™
Understanding High 177 3.80 0.90

#xp< (0,001, *#p< 0.01, #p< 0.05
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1) 1. Intention to Use Al Financial Service, 2. Gender, 3. Age, 4. Education, 5. Income Level, 6. Area, 7. Al Understanding,

8. Performance Expectancy, 9. Effort Expectancy, 10. Social Influence, 11. Facilitating Conditions, 12. Trust, 13. Personal

Innovativeness
2) *p< 0.001, "p< 0.01, "p< 0.05
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Ao Fa PR e A TeAR R A, =B, ARSI R X2, AE R, ISR,
QAT ol Fol AFAT FHAL: FEEA VAL GFLAL AFH] 9, WFES A £
= o] opd GAME FRlom & 3H e 374 AASHITE Table 6ollM = & 3¥ 9] U537 A3E
aoksigion], 12 AAF BYIoAE BAWS A, Au, 8, 255F, AFAY, SYuse 43y,
=7, AR A G, FAx, AR, g S5 ko] dAE ASEit 23t ieEs FUT
20 e Y 19 WgEel] gaf ™R AFAT oot FEMS o] BAE Ak iAo

Table 6. Result of Multi-Regression Analysis
L Model 1 Model 2 Model 3
Classification
B SE B B SE B B SE B

Gender 0.090  0.087 0.047 0.091 0.087  0.048 0.115 0.086  0.060
Age -0.093" 0.033 -0.118 -0.095" 0.034 -0.121 -0.096" 0.035 -0.122
Education 0.115° 0.048 0.102 0.115° 0.048 0.102 0.112° 0.048 0.099
Income Level -0.039 0.031 -0.061 -0.038 0.031 -0.060 -0.055 0.031 -0.086
Arrea -0.008  0.093 -0.003 -0.007 0.094 -0.003 0.019 0.093  0.008
Performance Expectancy 0.129 0.063  0.098 0.127 0.063 0.097 0.100 0.092 0.076
Effort Expectancy 0.075 0.054  0.066 0.075 0.054  0.066 0.093 0.080  0.081
Social Influence 0.405"" 0.060 0.336 0.404™ 0.060 0.335 0.304™ 0.089 0.252
Facilitating Conditions ~ 0.294™  0.057 0.257 0.288™ 0.059 0.251 0.101 0.091 0.088
Trust -0.038  0.064 -0.030 -0.037 0.064 -0.029 0.049 0.101  0.039
Personal Innovativeness  0.224™  0.050 0.207 0.219" 0.052 0.202 0.304™ 0.074 0.281
Al Understanding 0.031 0.087 0.016 -0.673 0.503 -0.353

Performance Expectancy

X Al Understanding 0.062 0.126 0.136

Effort Expectancy X

Al Understanding -0.082 0.107 -0.157

Social Influence X

Al Understanding 0.219 0.119 0.450

Facilitating Conditions X
Al Understanding

Trust X
Al Understanding

0.334"  0.117 0.656

-0.117  0.130 -0.235

Personal Innovativeness

X Al Understanding -0.191 0.100 -0.404

N 330 330 330
adj-R2 0.572 0.571 0.584
F 40.96™ 37.45™ 26.64™

“'p< 0.001, “p< 0.01, "p< 0.05
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Figure 2. Interaction Effect between Facilitating Conditions and Al Understanding
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Table 7. Hypothesis Testing Result
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