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ABSTRACT

This study looked at what the perceived recognition and user characteristics of 3D printers have to do with perceived
value and intention of continuing use. The data collection was conducted by 300 people, including employees who lived
in Korea and used 3D printers. Research has shown that firstly, perceptual perception affects perceived values and
intended use. Second, user characteristics have been shown to affect perceived value and intended use. Third, it appears
to have a positive effect on perceived values and the intention of continuous use. Therefore, by fully recognizing the
usefulness and ease of 3D printers to consumers, and by making them aware of the convenience and reliability of
consumers, it will be effective if a strategy is established that has put a lot of interest and effort into making 3D printers
more popular and active by enhancing consumers' intention to continuously use 3D printers.
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Table. 1 Results of Reliability and Feasibility Analysis
variable characteristic Cronbach's AVE
value alpha
| Usefulness 4.998 0.884 37.472
Perceiv
ed | Bascof 4458 0.788  |30.721
use
Con‘c’zmen 4.868 0.875 | 40978
Reliability 4.180 0.79 31.142
Perceived Value 5.012 0.880 75.302
Continuous use 4.58 0.815 64.698
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Table. 2 Result of Correlation coefficient and discriminant
validity analysis

1 2 3 4 5 6

1. Usefulness 1

0.548*%*| 1

2. ease of use

0.562%*|0.457** 1

3. Convenience

4. Reliability 0.620%*|0.556%* [0.492** | 1

5. Perceived Value|0.705%*|0.519%*]0.219%*0.539**| 1

6. Continuous use |0.640%*|0.592%*|0.223**|0.631**(0.720%*| 1

* p<0.05 ** p<0.01
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Table. 3 multiple Regression analysis result

B SE B t p Tol | VIF
3.609(0.108 25.193{0.000
Perce | Usefulness |0.420{0.027{0.671{12.929{0.000{0.863 [4.359
ived | case of use [0.340{0.030|0.483(8.995(0.000|0.863 |4.359

adj R2=0.730, df1=2, F=161.534, p=0.000
dependent variable : Perceived Value. * p<0.05 ** p<0.01
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Table. 4 multiple Regression analysis result
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Table. 6 multiple Regression analysis result

B SE B t p Tol | VIF B SE B t p Tol | VIF

7.109 10.135 45.38810.000 7.260 | 0.158 33.266|0.000
Convenience | 0.449 [0.034| 0.645 | 9.249 |0.000|0.956 | 4.322 Convenience | 0.349 | 0.040 | 0.444 | 3.684 |0.000 | 0.956 | 3.322
Reliability | 0.474 |0.049|0.547 | 7.650 | 0.000|0.956 | 4.322 Reliability | 0.596 | 0.057|0.661 | 6.952 | 0.000| 0.956 |3.322

adj R2=0.666, df1=2, F=84.553, p=0.000
dependent variable : Perceived Value. * p<0.05 ** p<0.01

adj R2=0.584, df1=2, F=59.628, p=0.000,
dependent variable : Continuous use. * p<0.05 ** p<0.01
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Table. 5 multiple Regression analysis result
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dependent variable : Continuous use. * p<0.05 ** p<0.01
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Table. 7 multiple Regression analysis result

B SE B t Tol | VIF

p

0.636 | 0.472 3.600 | 0.000

Perceived

Value 0.912

0.260 | 0.854 | 13.797| 0.000 | 3.000 | 3.000

adj R2=0.628, df1=1, F=141.158, p=0.000
dependent variable : Continuous use. * p<0.05 ** p<0.01
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