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Abstract

Purpose — There are common factors both in Technology Readiness and Acceptance Model and Technology Paradox
Theory which can be put together and made in one unified model. The unified model can provide the following merits.
First, the unified model is simple but contains factors of the models. Second, the unified model can clarify the process of
technology acceptance of common consumers. Third, the unified model can provide the opportunities to analyze the
negative sides of new technology, thus find ways to improve the level of acceptance by general consumers.

Research design, data, and methodology — The 450 questionnaires were handed out to people around Seoul and 421 were
collected. Except insincere and wrong-marked ones, 402 were used to analyze. SPSS program was used to analyze. Factor
analysis, regression analysis was conducted to test the hypotheses.

Results — By analyzing sub-factors of both models and binding the common factors in one category, we accomplish one
model. And we tested the model by empirical method. The results show that the results from the unified model are almost
same as the results from the two models. In other words, the unified model works.

Conclusions — Explaining one state of affair by two different method is in some sense distracting attention. By devising a
new model including factors of both models, we can explain the affair more straightforward and efficiently. At first the
technology acceptance model was devised to explain the technology users in an organization and the following tests and
revised models were for the similar purposes. However, as on-lone activities including contracts have been expanded and
become important, consumers as the technology uses have emerged as first factor to consider. In accordance models to
explain this situation has been suggested. The model suggested in this research is one of the models but it has the
following merits. That is, it is simple but has strong explanation power, it can clarify the process of technology acceptance
of common consumers by containing negative sides of consumer conception, and thus, it can provide the opportunities to
analyze the negative sides of new technology, also find ways to improve the level of acceptance by general consumers.
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<Figure 1> Technology Readiness and Acceptance Model
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0|7| = S}CHLooney et al., 2006).
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and Acceptance Model)Z 7|X2 Of7|0] 7|siig{EA%} =
StE|=2 SYshe Ho|Ck

M J|EFHE SYRYLS J|2480| i3 EHEOl WA
Qolo| H#RoloRN 7EFHES THAIIN El=HAe
ol0| 7|80 IS DXL J[E+8E =Tt CRAl At
820 Fks DX & o2t xO0|CL O7|M 7|&+§
of CHet EfE=ol HYRolo X|ZE 7E8d, XAE 80|, &
&, AR Cieto] gig= 0|90 ==1t StES ZSIA7|DY,
7|&80| et Ef=89R010] 7|=+-8Ei=0 FY= D[X|
= g duRodgnt Zjsd2vt ipfenE dethe
JtEE Z28sitt 78 Hofls 22 +8aHg0 sl
M3l oae = A SiFEL O|2RE ZNE S Hok=
= UA=E sff FCHBaron & Kenny, 1986). 7|=480| {3t
By 20 &3 XZ4E {84, X[ZE 80ld, &S,
T Histe 25 Rolgt H2 HJE HE QACHHan &
Park, 2009). 0{7|0f #7t2 MFE =Eat 2E2 7|SU S
2 20 & 2UE 200S2M JuES g0 Rt s
OXl= A2z 25{Tl #HRlS0|CH(Nam, 2012).
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<Figure 3> Unified Model of Technology Acceptance Model and
Technology Paradox Model
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£ CHE Jigolct. 2otE2 AMBSILX}; = 7|=0| YRE
HES| =it o CHet 2S0| EFHM x2ikl= &2
ool &, St Chedh 7|=o| Mso| Cigt HItolch
0|0] CH3le] Mitrs e Z1t7|Cl(outcome expectancy)Z2 A
Jkelo] 72 85l YRE NS M 7|tiste dutvt
LIEFE 7tsd o0 CHgt QIX|O[Ct CrA| ZUSHAFH Chadt
H7tjudgement)2t SO0 FSHX|1 H = Zutol| CHst 7|CH
(outcome expectancy)@| X}O|O|CHBandura, 1997). A{H|AQ|
R0 M2t s BEMHIALL Q2R St Z0| MHAE
2AS0 = AHXZE AAE FI16H7| o5 4271 A2,
o|&d I OIX|=l ZtX|(perceived value)ZtO| HAH =ICH EESH A
H|A0 M2t s A2 "HIP7|E0| e 427t ULCH o3t
ZARE2 AHXS| HIE O{EA BHCHZeithaml, 1981). EEH
AHIXIER2 ME OE 7|&8HIEE 2310 s HEoA 7|
=& TolAH ElCHParasuraman, 2000). £3| SSTo| AL A
? Uot= SEAZUIL Qo] EILE HS oA L
SSTO|l&= &2 M(attribution ambiguity)0] Z=XYSHA SiE 7|
=& AT FX|GHK| Q= HJones, 1989), siE7|&S St
HEXZ|7I MO2E =Y =X] 7| Of-ECEL E3H AT[|EE MH|
29| AR HYUYUE 7|70l O|FOX|EE AH|XH= 0|0
o2t XM= 7|=0 Cigt 2talat H{ROXt Sh= XHME
As{of St= YR MA £BEE2 duEsdE XKEHeE &
THstA & Zo|Ct

710l chet A2l= H2ability), Xiid(benevolence), FZ4
H(integrity)2| 37tX| 322 °9l(sub-dimension)22 A EICE
0| 37X 202 AHHr{(web vendor)of CHEH AZ| A Hek
B ol =Mooz AZSMo=Z X|X|E QUYCHMcKnight et al.,
2002; Yousafazai et al., 2005). 2L} %|Z29| ASHLAEO
MM 221018 St FiZA-E AN HE(ability)o| CHE
LIHX| 27X QQIEECH O & g2 0K Y= He=
LIEFLED QICHSchlosser et al., 2006). 0|2} &2 ARZANE
HIEt o2 2 GT0|AME= SST| Pt AZo| CHst AH|XIQ|
LES2 7|=MEE Sot0 FFsl 20Xt st AH|XtO| SST
of cHst M2l A2t 4s0i tigt Z|Cio|ChJohnson, 2007).
Zd2l= 7|YEAof Ciet AE[L HFYO YFE FHS=
7|e| ZALKto| CHot A2t CELCE 7|FTH|of Chet MEl=
7|e| dEFMO|Lt 2Eo| FHEl Aol AHE SAMAOf CHst
ME| 2= AH|XPZF BESHA Zl= SAKIES @S0 et
SEtX|= ZO|C}k 7|&A 2= SST AFSZHN A =l o
S0 Chgt 22 kA QIX|X HIIO|CHJohnson & Grayson,
2005; McAllister, 1995).

42. 7|=FH|E Q200 7|&ifg{EA 29! Hln

7leFH e LAMEO|L RR0jM FSEEES s M7=
2 BI0IE0|1 AMBSIA Sk MHEE 7t2|ZICHPrasuraman,
2000). 7|=EHE FH2 MIIEALE B JHelel FuE TH|
HoR APANE & = UCHD BHL 712EH= ME HEfof|A
dRste MEMEQl O2o| HEiE & == UCHLin et al., 2007).
HH, 7|l EAe H0HQ| 7|=EY S0A AH[XEZE M
= Us ACRE J|=2YS WotS0|n of7|of CHAsY
Lt7t= Z40|0§(Handy, 1995), 7|&0| EHH &Moo=z Zt=
D=0 CHSIO] OfEA CHXsH Li7t=2t St 280 =

g SF=O0{E 10X} SH= Z{0|CHMick & Fourier, 1998). B2
TOIM 7|=0| Qzte] eMEEE EstAL =22 FCO
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Mo ot

rir re oz
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40| Bf5{XN RtCHJarvenpaa, 1989; Parikh, Fazlollahi, &
Verma, 2001; Speir, Vessey, & Valacich, 2003, etc.). Af2X}t
7t 2HsidE staxt gof Ao Zuto] 2EA O[X|=
Hit= oY X2l 4t ZXsiAo o|8staxt s 7=
Ol LHA=H U= S=0| 2 A+AEnE0| 2Ho{2CHTodd &
Benbasat, 1999). O 10| CRA| AEXEZ} HOtLt EX[sHZ
2 off L& ARAXIE AHSIA ElCHJarvenpaa, 1989). O|A
7122 AMEARel QAL AFE(D O ANE S5t LtEfLt=
A2(IPgo gak2 OjFIch A, 7|=0| Ol E|ALL Of|&e|X|
U HAOR OANE™EE FHA|F|AHLE Hiblst7|E =
AT A7t QCKDennis, Wixom, & Vandenberg, 2001).
olgfst HHZ 7|=0| I7tel &M(perception)at HZE[O] U
Ct= A2 olojsict. 7|aFH = YAl QIzte| &7 = 249
ot 220] CHot W82l AS 1efoititH J[&FH| 2ot 7|=if
gEAs StLiC| HUO| 51 O|E H|ws{| Hotx 2|7t Of
Ligte 220 == = ULk

JaFHEE FESH| o 48T RecEEs Hatd
(optimism), &414d(innovativeness), & Zt(discomfort), 12|11
&0+t (insecurity) 0| C}(Parasuraman, 2000). O|0f| CH3}0] Mick
and Fournier(1989)7} M3t 7|sij2{SA R0 ZF/EE=
(control/chaos), ZQ==/ZQ&X(fulfill needs/create needs),
Xe/£8Hfreedom/enslavement), &-&/H| & &(efficiency/inefficiency),
& 2/5 52 (competence/incompetence), £gt/ 11l (assimilation/
isolation), &{H|&/11H|£(high cost/low cost), 2tA/=HH(illusion/
disillusion)O|C}.

o7|M 7|aEH 2ol HYatd2 AM7|&0] S, el 7
oM, He|Mdut 28dE 7HNMCHELC = 2d&0|n a0l

Ef=ob 230| QU= JHEOIC). MatM HEhd2 7|smsL

T O
g2 & =3, 2235% 28 53 MHE gdu ol
Aot 7|&=H 2o Yild2 AHAPDL A2 Tl 2E M

A7 E|AXt ot Y ME22 7|eS HSEHo=E AEs 2

Xt k= QXIE TtEl7|= HE2 TtE|ZICh Ol 7= s
20| HOFZE, AR, 5, St FAR JHEol2 & £+ U
Ch 7|=F&H| 2o 2HAS 7|80 A0 ile SN &
HO[Lt MY|=0f YT I =yl= Z-E QO|oict 2
o] &8 7|=mig|isAal =&, &4, H=g 78, 1,
H|g, SHEN FASICHD 2 = QUL J|=FH|Eo| 2ot
2 7|=0| MHEs dRHE JtsotA o £ Aol RS
O] £=%t oM Z=eik|l= ZDHO|CE 0|42l =2l0jA 7|=m}
g=A0 QOIS0 HEE0| 7laFH e 22150 28 4
HE £ Acts A2 Y = ULCL O|Zst =28 Qs HXt
™M <Table 1>1} ZCt.
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StRch BEEo| E4& HmEH, 0| 53.3%, 00|
46.7%°| 2xE LiEfLfn QJol, dEHEZ = 1007t 0.5%,
20C 77.6%, 30C{ 17.6%, 40CH 1.9%, 50CH O|AM0O| 24%E
XX|SRICE SEHAIES Y22 SHE0| 61.9%2 I =
A LIENGRD, ARR/EE|E] ZAKL 22.9%, 7|Et HE 9.5%,
7VEFE 3.3%, MH|A/EONE! 2.4%0| =22 LIEMGICE $HH,
SHXES neFFEE2 WX sty Mek 52l 4ol 46.7%
2 71y BUCH, fsHER0| 18.6%, Tt st 22 Y
0| 34.8%E X|X|ot QUCt

<Table 1> Factor comparison of technology readiness model and technology paradox model

Technology Readiness Factors Technology paradox factors
Optimism Control, Fulfil needs, Efficiency, Competence, Inexpensive, lllusion
Innovativeness Freedom, Competence, Assimilation, Create needs
Discomfort Chaos, Enslavement, Inefficiency, Incompetence, Isolation, Expensive, Disilluison
Insecurity Chaos, Enslavement, Inefficiency, Incompetence, Isolation, Disillusion

52. M2x|o| T4

<Table 2> Composition of questionnaire

Factors Operational Definition no. References
Optimism A positive V|ew of technc?lc?gy aqd a pellgf that it offers people increased 10 Parasurman (2000)
control, flexibility, and efficiency in their lives
Innovativeness A tendency to be a technology pioneer and thought leader 7 Parasurman (2000)
Discomfort A perceived Iack.of control over technology and a feeling of being 10 Parasurman (2000)
overwhelmed by it
Insecurity Distrust of technology and skepticism about its ability to work property 9 Parasurman (2000)

Perceived usefulness

A belief that using certain system or technology can enhance work

Davis et al. (1989),
4 Pathasarathy & Bhattachejce

performance (1998)
. . . Davis et al. (1989),
Perceived ease of use | An expectation to use technology without excess efforts when to use 4 Arahanna et al. (1999)
Enjoyment An expectation that using SST can bring enjoyment and interest 4 Dabhokar (1994)

Interact w/ service provider | A desire to have service through person rather than SST 4

Dabhokar (1994)
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Factors Operational Definition no. References
Chaos Technology can lead to upheaval or disorder 3 Johnson et al. (2008),
Mick & Fourier (1998)
Disillusion Difficulty and disappointment from technology use 3 Javenpaa & Lang (2005)
Performance ambiguity | Uncertainty of performance results from technology use 3 Johnson et al. (2008)
Technology trust Trust in web operator consisting of competence, benevolence, integrity 5 Johnson et al. (2008)
Attitudes toward SST Favorable or unfavorable attitude toward SST 4 Ajzen and Fishbein (1980)
Intension to use SST Whether to use or not to use SST 3 ?;Z:; eett ii. ((1 1%?7))

53. M40t
53.1. Q084

1) lsEHE

JISFHES 55 367 2802 Ry on, 354

SHZI AT 2H0IN YuHoR Algsln s |E

o 04 OSlol 232 HOHIT CH IEHENS AAGHY
o

I

o o [ ]
o, 4712 29 & HEHd, HilY, 28y, 2¢UeE FE

Z| ALt

2) SSTO|| CHSH Ef=HN L9l

SSTo|| CH Ef= ¥deelecz X|ZE |84, XZE &
08, £/, SAKttiel, 2= 2|0 stEs 48 ot 2
Ch. o4 23 X|Z4E f&84d, X 8old, 48 &
ARl XS -_r“é!?_F iz FEmH4U ==1 222 2025
37t F20] etElE 2tz '-PEH-LT‘- ULt ofof| 2t ol
T e0s % P01 StLiel Qflez Pt M3 =X}
St

3) dutR=, 7|z4l=|, SSTO| Cich B, SSTAHES|E

0lF HolE2 25 ofLtol gole=z FEE(1 C .

<Table 3> Results of factor analysis

"XI O, CRAl X[ZE 784, XIZE 808, EHS0| 7|

S0 DX e BMSIRACH, SAKIHE, 2=/
OI 2= g0 ojX= See A5t 7ledl=| 8 gae
=-g0| SSTO|| Ciieh Ef=0f OiX|= Y2 =M5tL $|—57&19
2 SSTO| Cist Ej=7} SSTARL|=0f OjX|= Sets 243t

ALY

533. 2|22 29f

<Table 4> Results of Regression Analysis_effects of optimism to
factors building attitudes toward SST

IndependentJ Dependent Standard (3 t |Significance .
. . .. | Statistics
variable variable error | value [value| probability
i 2 _,
Perceived | 150 |0.207 (6543 0002 |7 0231,
usefulness F=36.71
Perceived R*=0.193,
case of Use 0.143 |0.312(7.012|  0.003 F=06.60
. R*=0.217,
Optimism Enjoyment | 0.147 |0.345 |5.321 0.002 F=42 81
Interact with 9
service | 0.130 |0.121(0653 0.127 5; _‘30126331
provider —~n
Chaos/ R*=0.231,
Disillusion 0.131 |-0.219|0.798| 0.141 F=05 45

Variables no. | Cronbach’ o
Optimism 10 0.812
Technology Innovativeness 7 0.891
readiness Discomfort 10 0.731
Insecurity 9 0.810
Perceived
Factors building usefulness 4 0.931
attitudes toward Perceived ease
SST group 1 of use 4 0.879
Enjoyment 4 0.912
Fa_ctors building Int'eract le[h 4 0753
attitudes toward service provider
SST group 2 Chaos/Disillusion 6 0.765
Performance ambiguity 3 0.768
Technology trust 5 0.872
Attitudes toward SST 4 0.781
Intension to use SST 3 0.752

53.2. 3|H&EN

g|HEM2 7|e=H =7t SSTEHE HdRolo g2 OlX|

JlEEtE & YEde X4E /&84, XA 8old, EA
o= )2 Y2 DIX|LL SMAITRL 2=/2E0s S

>£L9l

e
Moz Qofgt ¥ake Djxm UK| Ye

—

o2 LIEfL QACk

<Table 5> Results of Regression Analysis_effects of innovativeness
to factors building attitudes toward SST

Independent| Dependent (Standard (3 t |Significance| Statistics
variable variable error |value|value| probability
Perceived R*=0.130,
usefulness 0.123 |0.241|4.782|  0.004 F=00 64
Perceived R*=0.301,
ease of use 0.081 |0.412(7.120| 0.000 F=30.84
2
Innovative- | Enjoyment | 0.125 |0.3125672 0002 |7 0107,
ness F=26.45
Interact with 2
service | 0410 |0.1204005 0011 | L7031
provider e
Chaos/ R?*=0.221,
Disillusion 0.274 |0.231|0.687| 0.236 F=26.01
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JlEeEHE T oMo 32, AAE /84, X4E 80
g, g8 d2|1 SAAeos (+)el Fge OX1
o E/aEE SANM2Z Rolet ZIE OIXIX| M= A

o= Lt QUL

<Table 6> Results of Regression Analysis_effects of discomfort to
factors building attitudes toward SST

IndependenrJ Dependent Standard /3 t |Significance .
: - .| Statistics
variable | variable | ermor |value|value| probability
H 2 _
Perceived |, hgg [0.112/4.012| 0027 | =0137.
usefulness F=27.91
Perceived 9
case of | 0.184 |0.076/3.879| 0031 |7 =0201,
use F=22.10
. R*=0.191,
Discomfort Enjoyment| 0.576 |0.543|0.093| 0.312 F=31 55
Interact
H 2
With | 939 |0.212|3.056| 0044 |/ 70167,
service F=41.59
provider
Chaos/ R*=0.119,
Disillusion 0.309 |0.241|3.012| 0.039 F=32 65

JIeEHE & SHYO| Ojxle S0 st =4 ZNE
HAMH, XZE f84, XZ4E 8014, S=/2E, SAKI=
o =
°

<Table 7> Results of Regression Analysis_effects of insecurity to
factors building attitudes toward SST

<Table 8> Results of Regression Analysis_effects of factors
building attitudes toward SST to technology trust_1

Independent] Dependent Standard t [Significance e
. . ... | Statistics
variable | variable | error |value [value| probability
Perceived [Technology| R?*=0.09,
usefulness trust 0.089 |0.289(3.265] 0.013 F=16 81
. 2
Perceived [Technology 0306 10219121761 0003 R°=0.101,
ease of use  trust F=7.71
. Technology R*=0.11,
Enjoyment trust 0.098 [0.126(1.873] 0.038 F=1173

SSTOf Ciet Ei=ddRol & X|ZE /84, XA 89|
d 2|12 EAZS BF 7IEME0 ¥l sAHez fe
ot g2 OIXj& A2 LEfLtD ot

<Table 9> Results of Regression Analysis_effects of factors
building attitudes toward SST to technology trust_2

IndependentJ Dependent [Standard [ t |Significance .
. . .. | Statistics
variable variable ermror |value|value| probability
Interact with 2,
service Pzrft;m;?yce 0.147 0.10111.783  0.041 1:56113;'
provider 9 e
2
Chaos/ |Performance| 1 |y >1glt 652 0039 |7 =0-101,
Disillusion | ambiguity F=21.54

SSTO| L3t Ef=€AR0l 5 BAXIS, S22 2
Jlehizlo] EARo= Qolst Yol TS DXl %
Lt Qick

<Table 10> Results of Regression Analysis_effects of performance
ambiguity to attitudes toward SST

Independent | Dependent Standard (3 t |Significance s
. . ... | Statistics
variable variable | error |value |value| probability
Performance|Technology R*=0.181,
ambiguity trust 0.467 |-0.0972.011)  0.031 F=6.69
Attitudes 2
Performance| " | ora | 0.208 -0.012/1.897] 0032 | =009,
ambiguity SsT F=4.81

IndependenrJ DependentStandard| 5 t |Significance .
. . .. | Statistics
variable | variable | emor |value |value| probability
Perceived R*=0.191,
usefulness 0.234 |0.107 |4.012] 0.043 F=30.21
Perceived o
ease of | 0.301 |0.130(3.967| 0047 |2 =031,
F=26.84
use
2
| Enjoyment| 0.001 |-0.301|4.011| 0038 |/ =0419,
Insecurity F=26.54
Interact
. 2
With 1 0107 |0.271(3.183 0.049 |7 70278,
service F=16.91
provider
Chaos/ R*=0.131,
Disillusion 0.124 [0.142(3.121 0.037 F=06.17

SRS 90| 7|=4I=|, SSTO| CHS EH=0f D|X|= S0
&

CHSt 2420 7|=Ll2(ef SSTO| CHSt Ei=0 SAXH2=Z &
ot 2(-)2| F&tE OXl= A== LEILID UCh

<Table 11> Results of Regression Analysis_effects of technology
trust to attitudes toward SST

=otg0| ojXl= =M B XZ4E /R84, XAE &
0l'd, ZAMAtte), 2=/280E &+l B2 DXL EA

—
—
o= ()8 YgS lXls A= LIELD QL.

IndependentJ Dependent [Standard t |[Significance

variable | variable | ermor |value value| probability Statistics

Technology| Attitudes
trust toward SST

R*=0.129,
F=11.62

0.387 |0.222)2.712]  0.001

71&NI2)7t SSTO| Cfet Ef=0f OjXls 8 2N S
Moz Qo8 Y(+)9 YL OlXlE HOE Liehtn ct.
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<Table 12> Results of Regression Analysis_effects of attitudes
toward SST to intension to use SST

IndependentJ DependentStandard (3 t |Significance e
. . .. | Statistics
variable | variable | ermor |value|value| probability
. Intension 9
Attitudes |y "ce | 0.542 [0.30812.563 0.001 | =0-331,
toward SST ssT F=31.52

SSTOf| Cist EfE=7t SSTAFEC|=0f OJX|= Sekof Cist 2
= L

MAL EARo=E SOt Y+ WS OXls Ho= Uit
Lp3 Qlct.
5.34. ~4

Ol¢ol 3|2 ZIE Tl 2AMH, 7|&FH| =7t SST
of CHet EH=HY 20210 OiXl= FF¥2 HMelstns e
MACIT ARt FAFSH ZotE LIEHLED QICHHan & Park,
2009; Nam, 2012; Kim, 2012). 7|&ZH|=7} SSTO|| Cjs+ Ef
M 2000 OjXls g 2+H ofe| HOolof| CHsl StLtskit
AHEN dPOolRE 2ASH A7 Aol Qe ™M 2 ¢
240 ZYHMo R HjwE ATZANTE X[, FARSH g
Zgtot AANE H|msl EXtH, Hakdat gARSE JfES
= F U= S0/5/2YU0| K84 A 8o|Mo| OX|= I

dTe CHEE (el |olot &2 0Kl HLE Lt
O{(Kim, 2012), &4l 40| F8d, 80d, EAH=0
O|X|l= @0 gt S+dat= |Folst Y(+)Ql ZutZ LEfL}
7Lt ROISIX| Y2 Ao LIEtLID QCHKIm, 2012). 2Het
S 20D FARSE 7 E0IEL 2 = U= Y, FHIQ 4R
F8Mo|Lt 8o|dof| O/X[= Yol (A LIEHtD RUACH
(Kim, 2012).
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