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Abstract

Purpose — This study aims to investigate factors affecting Chatbot service acceptance attitude. For wide use of Chatbot service,
firms need to find barriers or obstacles for customers, if any, not to use Chatbot service. Research design, data, and methodology
— We apply value-based accept model to investigate the quality of Chatbot, to verify the meaning of service value of Chatbot and to
find the relationship among variables. To test hypotheses, we conducted survey. We collected 300 questionnaires. SPSS version 2.0
is used. Regression analysis, moderating effect test is conducted. Results — 4 Qualities of Chatbot, Ease of use, Usefulness,
Enjoyment, Interaction are affecting acceptance attitude, and 5 service values, only interaction does not affect emotion. Trust,

Specialty, Necessity, Social, Emotion moderating Chatbot service to accepting attitude. Regarding moderating effects by personal

characteristics and personal tendency, innovation resistance, innovativeness, and social effects are turned to have influence while
regulatory focus, construal level does not have moderating force. Also, the auxiliary service like Chatbot service affects customers'

evaluation on the main service quality. Conclusions — Service firms adopt Chatbot service for various purposes. The results imply

that customers are generally recognize the merits of Chatbot, but there are some barriers such as innovation resistance

characteristic especially uncomfortable.
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Table 1: Types of Chatbot

Note: Lee & Kim (2017).
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Table 2: 5 Applications of Chatbot

Field Type Company
020, Flight Reservation, | Amazon, FB,
Conversational Shopping, Hotel | Interpark, Cacao

Commerce Reserve, Taxi call, | Taxi
Restaurant reserve

and order

Public service Tax payment, Legal | Government, Mya,

consulting, Job | Local government
search, Hiring
Private service Healthcare, MS, Google,
Weather service, | Pancho, Shaoming,
News, Finance | CNN, Skype
consulting, Path
finding, Schedule
management
Corporate Sharing information | Weeork, Slack,
messenger for employees, | CareerlLak,
Sharing files, | Growbot
Information search,
Reserving date,
CRM, OA
Entertainment Broadcasting, WeChat
service Media,
Broadcasting
service
Note: Kim etal., 2017.
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A= XA M2|(NLP)7|=2t AHEA 22 ©
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EEE zz ot *Hiw g gws @
7

et al., 2022), °|2&
= MH[AE S5t ALK Chuetal., 2021).

8T 42 20199 7|F MEMH2AE XN

st= =L F8AM= 267HAO|H O|F 1871 Z|Ar=
ISK|s, 870 2lAts AlLtZ|2 Z(Htel MRS 29I
SO0 RUACk(Park, 2020). ST MH[A= A ZEHA
X3, O|M=tel, M, T H, PR S| T
=%t 7|2 E8 MEXL Z&4H HEH M=
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2.3.1. MH|A 9|

MH|AZH ZHAXHOA SE10] E|l= S7H7HAH A
S, AP, S 20[StCh(Witz & Lovelock, 2016).
MH|A= Eoh Chgidr 22 47HK| gFE LHFO
2 7 UL F, MEO| FHSt= MH|ZL(people
processing  service), AF=E H2l/AMZl  MH[A

(possession processing service), ‘a~& AH| A (mental

stimulus processing service), 12|11 FE F&H AMH[A
(information processing service)O|Ct. Z+Zto| HEE 4t
HEXH Chgat 2o
Table 3: Category of service
Service Concept Example
people processing | People execute | Medical service
service service
possession Provide service to | Cleaning,
processing service | customers’ repair/maintenance
belongings
mental stimulus | Mental, Customized, level
processing service | educational service
service

information Information-based Banking, accounting,
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| legal service

| processing service | service
Note: Wirtz & Lovelock, 2016.
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oz S0M 2= 23, J2|1 MER AMHA0
FHHE = e 2FF, 7|IHZNE 27| ogE +
AZ Ao|zt 23, 7™ E |5 S 0| Ot
QIAMZ Jte|ZICt,

ZEXEES AMEO| EF Areto| CHsf =Tt
iAste Meld wAZ olo|siy oftxmar g4t
THoZ FEY # UCKHiggins, 1997). OL=HL
ME2E o et F2id, EsHELE FHogtn
SHEH T2 YEFE, UEH, MER Lo of
of M3dE #& d¥e= FostCH(Liberman

&
Zeanah, 1999; Chernev, 2004). Si&=F2 ALEO| &
AES 7H2 2021t o2 e (object)OLt AtA
(event) 7H2| =7 A2 Zt2|7|0, O7|0= Al
Z2t™ (temporal), &Zt& (spatial), At2|&(social), 7HI X
(hypothetical) 2|7} U2 Lk(Zhang & Wang, 2009), &
AFoM= 7HE8H AHE| & 2dtsdE&E) T2
Fgztrt.
SHAMH|A HIEEE 2718 B35 MH|A00 M
MH|A HE MH[AZ|GE HHMHAE 7t2|7|
, MEMH|AS| ZRE =2 S UHHe=E

H

S HOXt Sl ASZE MEN

M0 ISt HA[SIRUCH ZF 30085 HFO
=M0| ALESIRICH HEX|= MEMHA FEE
oz 80|d 528 (Park, 2020; Kim, 2022 5 %
Z), 98 428 (Park, 2020; Kim, 2022 § &%), 8
O 322 (Park, 2020 X)) ASHEM 3 EF
(Kim, 2022 & #HZX), MHAZIKZ M 288

[
(Park, 2020; Kim, 2022 & &xX), M2 228 (Kim,

2022 § X)), Z2d 328(Kim, 2022

3E(ATA 2, "AMXNY 42 (Hwang, 2020 &
¥x), dild 42 (Hwang, 2020 § EZX), TEX
H 42<(Cho, 2008 & EX), sfMd+=F 12(Cho,

2 280| 46%, 0-d0| 54%0|0H, LIO|= 20
CHZt 45%, 30CHZF 28%, 40CHZF 17%, 50CH O] 40|
10%0[Ct. =22 2002t3 O|3}7} 6%, 200-3002H= O]
42%, 300-4002H 0| 38%, 400-6002HA 0| 9%, 6002t
0| 0| 5%0|Ct. MEMH|A 0|8+ F7HE 1
2|74 24%, O 12] =7}t 53.8%, SHHO 2-3
E7F 39.9%, 4-7H0] 8.1% 2|1 XtF 0|20 4.1%
2 LIEfLE QUL

5. Analysis

51. 7| =EY

P ey |

=S Zits CiS E 49+ ZCh

AT

5.2. H218 S EEE dAb

WML, MBIATHK], £=8EE, AM2Y
S, SidAMH A Fot Hid, HaNY, =EEHO
St S0 2RAMZE0 0.40/5121 2= 8l
AL A

Al =2 A2 ZE LIEIRCE KMO
E|_|-

Bartlett 2821t YAl X 7F Qictn T
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Table 4: Questionnaire

Factors Factor Loading Given value/Std. var Cronbach’s alpha
Chatbot Ease of use Q1_1 673 2.694/53.878 .789
Servic Q1_2 .646
Q1_3 617
Q1 4 621
Q1_5 677
Usefulness Q2_1 624 2.428/60.692 .802
Q2_2 682
Q2_3 .638
Q2 4 577
Enjoyment Q3 1 792 2.371/79.040 779
Q3_2 .795
Q3_3 784
Interaction Q4_1 .756 2.394/76.796 .897
Q4_2 812
Q4 3 737
Service Trust Q5_1 770 1.541/77.032 876
Value Q5 2 770
Specialty Q6_1 .865 1.730/86.484 .832
Q6_2 865
Necessity Q7_1 .789 2.101/73.040 792
Q7 2 741
Q7_3 .661
Sociability Q8_1 .685 2.278/75.928 .708
Q8 2 860
Q8_3 .833
Emotion Q9_1 .888 1.801/60.045 .701
Q9 2 .880
Social Q10_1 .893 1.786/89.315 .768
affect Q10_2 .893
Attitude Q11_1 637 1.885/62.840 754
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Q112 687
Q113 561
Core service Q12_1 700 2.173/72.431 766
evaluation Q12_2 757
Q12 3 726
Innovation Q13_1 817 1.634/81.722 875
resistance Q13_2 817
Q13 3 751
Q13_4 751
Innovativeness Q14_1 .608 2.644/66.109 .798
Q14_2 689
Q14 3 668
Q14_4 680
Regulatory Q15_1 .783 1.566/78.318
Focus Q15_2 .783
Q153 710
Q15_4 710
Construal Q16_1 Frequency
level question
5.3. 7ZId4AS 7K MEMH[A =& ARSI 2=
O| X[ QUCE MEAMH[A £4)2 S Ef
445 A1E EXH, MEMH[AL & 0| Qo3 ¥aeS O H =5
el 8old, 784, 80|, 43XHEHE EF M (EA)2 MH|ATIX|Z Oj7fE AMH|A st
HIAZEX] #Ha=00 ME|Z, MEH, Bad, Atsld, O|XICh E3F AH|AZ = H Al
g0l SAMLE ROt Y2 OX= A= MH|A m7to| Ched |5 o x| =
LIEFLED QUCE EHX| 42%&d WO| MH[AZHX oz et 9ict o o= e mo| 2
5 40| folst S OX|X| g0 UCH AMH|A okg|of 9lC}.
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Table 5: Results of Regression Analysis

43

Dependent Variable Inde pendent Variable beta t-value Significance
Prob.
Service Trust Ease of use .333 5.222 .000
Value Usefulness .587 10.720 .000
Enjoyment 498 8.498 .000
Interaction 442 7.292 .000
Specialty Ease of use .333 5.222 .000
Usefulness .587 10.720 .000
Enjoyment 498 8.498 .000
Interaction 442 7.292 .000
Necessity Ease of use .286 4.415 .000
Usefulness 498 8.505 .000
Enjoyment 457 7.595 .000
Interaction 327 5.118 .000
Social affect Ease of use 195 2.943 .004
Usefulness 428 7.008 .000
Enjoyment n/a n/a n/a
Interaction 578 10.473 .000
Emotion Ease of use 134 2.002 .046
Usefulness .230 3.503 .000
Enjoyment 190 2.872 .004
Interaction .055 .810 419
Attitude Trust 624 11.810 .000
Specialty 582 10.596 .000
Necessity 511 8.808 .000
Social affect 629 11.959 ,000
Emotion 170 2.548 012
Attitude Ease of use .261 3.994 .000
Usefulness 480 8.105 .000
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Enjoyment .587 1.727 .000
Interaction .564 10.109 .000
Attitude Core service evaluation 517 8.928 .000
2 AFoAME O|8Xt T2 TY o|gXtel Jiol HX, E0|Y, 892 +EHEO IS OiX=
E4M, 7foldgtol s8R0 FES OiX[eX| 8  Zh20 Al=lH S0 ZEINE A= ALz Y
E B4 27| fstof 7Holo] Hild, HANMEE Bt A2H, 0|8, 8018, 4=2XHE80| =&
WY, 2O, ZEAMOILE, 4, sjN4F  EHEOl A2 OjXe e HAXMEHEHEHO
Jd2|n AS|Y kol I oo Cfsf AmE} ZERIME As A2 LIEHL Qo =ZZ 1
Ch O Z3F HAY, AN, ARE gge Mo  RBAZIE 02 He-110 220 Ut
SIH dE3| MotHez dgs OiX= Z1E ¢
O ACE HREo B350 =EamsE 24X Y=
HoZ MotED Qe 7hed, HANS NBEEY
Of +=8H=0 d&s OX= 7I2H =ERE
Table 6: Results of Moderating Effects Analysis of Social effect between Ease of Use and Acceptance attitude
Model R R-sq. Adjusted R- | Std.err.of R-sq. F- df1 df2 Sig. prob. of F
sq. estimates | change change change
1 .261 .068 .064 .949 .06815 .949 1 219 .000
2 .366 134 126 917 .06616 544 1 218 .000
3 393 155 143 .908 .021 5.360 1 217 .022

Note: 1. Estimates, (Cons), Ease of use, 2. Estimates: (Cons), Ease of use, Social effects, 3. Estimates: (Cons), Ease of use, Social effects,

Cross factor.

Table 7: Results of Moderating Effects Analysis of Social effect between Usefulness and Acceptance attitude

Model R R-sq. Adj,R-sq. | Std.err.of R-sq F- df1 df2 Sig. prob. of
estimates | change change F change
1 480 231 272 .862 231 65.687 1 219 .000
2 .508 .259 252 .848 .028 8.168 1 218 .005
3 531 282 272 .836 024 7.148 1 217 .008
Note: 1. Estimates, (Cons), Usefulness, 2. Estimates: (Cons), Usefulness, Social effects, 3. Estimates: (cons), Usefulness, Social effects,

Cross factor
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Table 8: Results of Moderating Effects Analysis of Innovation Resistance(Uncomfortable) between Ease of Use and
Acceptance attitude

Model R R-sq. Adj,R-sq. | Std.err.of R-sq F- df1 df2 Sig. prob. of
estimates | change change F change
1 .261 .068 .064 .949 .068 15.949 1 219 .000
2 .348 21 A13 923 .053 13.188 1 218 .000
3 .387 149 138 910 .028 7.244 1 217 .008

Note: 1. Estimates (Cons), Ease of use, 2. Estimates: (Cons), Ease of use, Innovation Resistance(Uncomfortable), 3. Estimates: (Cons),
Ease of use, Innovation Resistance(Uncomfortable), Cross factor.

Table 9: Results of Moderating Effects Analysis of Innovation Resistance (Uncomfortable) between Enjoyment and
Acceptance attitude

Model R R-sq. Adj,R-sq. | Std.err.of R-sq F- df1 df2 Sig.prob. of F
estimates | change change change
1 587 344 341 .795 344 115.063 1 219 .000
2 .605 .360 .360 .784 .021 7.278 1 218 .008
3 616 371 371 a77 .014 4.857 1 217 .029

Note: 1. Estimates (Cons), Enjoyment, 2. Estimates: (Cons), Enjoyment, Innovation Resistance (Uncomfortable), 3. Estimates: (Cons),
Enjoyment, Innovation Resistance (Uncomfortable), Cross factor.

Table 10: Results of Moderating Effects Analysis of Innovation Resistance(Uncomfortable) between Interaction and
Acceptance attitude

Model R R-sq. Adj,R-sq. | Std.err.of R-sq F- df1 df2 Sig. prob. of
estimates | change change F change
1 .564 318 315 811 3.181 2.189 1 219 .000
2 .585 .343 337 .798 .025 8.133 1 218 .005
3 616 .380 371 q77 .0371 3.007 1 217 .000

Note: 1. Estimates (Cons), Interaction, 2. Estimates: (Cons), Interaction, Innovation Resistance (Uncomfortable), 3. Estimates: (Cons),
Interaction, Innovation Resistance (Uncomfortable), Cross factor.

Table 11: Results of Moderating Effects Analysis of Innovativeness between Interaction and Acceptance attitude

Model R R-sq. Adj,R-sq. | Std.err.of R-sq F- df1 df2 Sig. prob. of
estimates | change change F change




.000
.005
.000

219
218
217

1
1

2.899
7.123
3.207

.035
035
.036

711
.801
.786

302
312
273

.308
311

.280
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464
485
516

Note: 1. Estimates: (Cons), Interaction, 2. Estimates: (Cons), Interaction, Innovativeness, 3. Estimates: (Cons), Interaction, Innovativeness,

Cross factor.
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