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Abstract

Purpose: Year of 2020, COVID-19 has been changing the people’s everyday life to ways never been thought of before all over the
world. The IT and electronic industry, the methods of supplying goods and services have been changed from contact to un-tact
environments based on un-tact systems very rapidly. COVID-19 has been striking the tourism and the travel industry, especially the
airline and hotel industry of which services are provided by human. For the passenger service of airliner, automation has been propelled
and un-tact style of service has become mainstreams except cabin service since 2000’s. For passenger transportation, due to traffic
regulations and exclusions etc., switching to new ways is not easy. However, under the new environment made by COVID-19, kiosk
check-in, web check-in and mobile check-in has become more important. In this study, the characteristics of airline customers using
mobile goods are investigated to find ways to raise the rate of utilizing mobile check-in and to increase the efficiency of boarding
process. Research design, data, and methodology: Considering the COVID-19 environment, survey was done by online research
company. The research model is designed to integrate the user characteristics and usage/purchase motive and technology acceptance
theory. Especially considering infectious diseases prevention, concern of safety is adopted as one of the usage motive variable. Results:
Extraversion or conscientiousness characteristics prefers counter check-in(contact service), while openness characteristics prefers
mobile check-in(un-tact service). Concern of safety for infectious disease shows strong non-preference on counter check-in.
Conclusions: Regarding service type regardless of type of the industry, automation and un-tact have been mainstreams due to high costs
of labor, efficiency and standardization issue, etc., and COVID-19 has given impetus to them. For airliner, un-tact service including
boarding process service has been more and more important. To raise the rate of un-tact service use, the characteristics of the user
should be analyzed first. The study results indicate that for extraversion or conscientiousness, some kinds of methods to induce them to
use un-tact service more are needed.
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Table 1: Research on Buying Behavior Characteristics (online/mobile field)
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Table 2: Research on Usage Motive/ Intention of Online/mobile Service
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Field
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TIK TOK usage intention

1) Social Interaction
2) Archiving

3) Self-expression
4) Escapism
5) Peeking

(Hong & Oh, 2020)

Stopping Motive of Using
Facebook

1) Productivity
2) Peer Pressure
3) Addition
4) Banality
5) Information Overload
6) New Platform
7) Annoyance
8) Privacy

(Min, So, & Jeong, 2019)

Motive to Use Uber Application

1) Relative advantage
2) Compatibility
3) Complexity
4) Observability
5) Social Influence

(Yen et al., 2019)

Motive of Continuing to Use
Mobile SNS (MSNS)

1) Purposive
2) Self-Discovery
3) Maintain Interpersonal Inter-connectivity
4) Social Enhancement
5) Entertainment

(Jun, B. H., 2019)

Online Shopping Motive

1) Economic value
2) Perceptual value
3) Convenient value

4) Social value

(Jun, B. H., 2015)

SNS Use Motive

1) Information,
2) Relationship,
3) Entertainment,
4) Self-expression,
5) Task

(Bansal, 2011)

e-Book Use Motive

1) Environmental Consciousness
2) Past Usage of e-Book

2.3. H|CHHAMH|A

TZLH9Z HICHEH AMH[20] Cf
25 HS3H7| 2fsf HIC

Mt A

M2fF OfHo| SRS =10 QUCE H|CH

So=

-, 7|23 FE S0

o A

40| FOIRID, 2t 7|ge

jpig 2ztez st oY
B MHIAS TS}, 22t
g 2%0| Sofet &

= o

o
nr =

8HZ 0|Qof Al&ETH MHIAS &3l 02 MHFREE =0[2f e
o, |- 8%t °"“01|A1— A|ZHES O[Qlof ROl ZF L =0f SHA| A
HlA 9IS X|FE 4= UCks o|H2Z 1 0|80| QEHEI01 St
(Kim, 2017). 12{L} AZ2LH9= H|CHH MH|AZ 0|83H= FQ 0|
FRAE Z2to[HA|, 7HRIo| XtFECE O|F& QO EEt Z=ast
0|71 £|21 Q! 0{(Korea Marketing Research Institute, 2020), 2% QHH2
HICHEH DHAEIOIAM =3t A7 FH|7t & 5 S ZO|Ct



18 The Influence of Personality Traits on Airline Untact Check-in: Focusing on Mobile Check-in User

20 Cist IM&\}OM oF 86%01| CHSL= AH|XFSO0| CHHA{H|A
HC} I MH|AZ MS8H= 402 LIEP H Yo, oj= A
Ao AFLE 20| 2= AH|XOA Dh=ot fEOZ X250
Ml 2HstE HSY OX|7F 7| WhZO[CHMun, Lee, & Son,
2019).

&SAe HIEHE’:I ME|AE, ASSEARS), &, ZHEGEHHE
3, Ef23 PO) ¥, 7|23 S0| Ut 0IF %Z0= ol5g=t

HIAE XM= Lof5id,

7|E 2z2tol 2 S AHA Olgez 1 7|
S= st Atk SHX| B, 2HF =2, OFL2[R]| =2/ =,
25 A 7|UMEIA R XS 5 o U 2 MS0A HofLtn
A0 2=2IRIE S 72 Y2, SME Tk oA 018 5)
oAt 7

Cha a7 TYEH Bats 22= a|sa¢zu%v£ur°' 71718
018H HA RS BICR! 9IS olm Uck

‘='0F01|A1 9|9ﬁEL(KIOSK)E =
EII:}, |leAds HE 7_|+ _g_z'sl-g

|72 201218 47|12 2
% 19572 EH% 292 ST CHincheon
Intemational Airport, 2019). Q1% 2t S| %g— 52 129/2 o}
Mrtme Ho|2go| AP, H4En|ES 7oAz 24
x| Hje@e) Ba o= HA0] 017 108 )
oo, 7|=9| H123 HOldE WE 252 XHE7|7|of oz
544 MHIAZ gj Fo|ct
K{H| RS A} (LCC: Low Cost Carrier) S 7|2 A 30| o[+ X3

018 X3 =9 HISTUS 9P YEXSl SR B HCF

W_lm

0
oF
m @ bBtoqr

t

OF

NISESE £9 2 HFSTORIU AN IHTS0q AL,
2 [jAtoR ARBIYOLE, 0|2 &, Ato|T 53

S CjMoz 1 H9IS HpMon, oo (IN ARy Mz xﬂ

ol OfEl, 9IEt 43122 20| 35 IFLSEIOIM Th7 (SR 2

n} I'a o2 95t HeloHs AT 8 E(Sdr Bag Drop) Al

A|SHCHKorea Tradenews, 2019/6/13).

Y CHBEBAL (FSC: Full Service Carier), CHEHSHZ T} OFA|OFL}

32 0199 9YLE FhH F2EE MTNI AAgoE
o Fgolol Fh 0| ASO|A| DHtAm B HAIE 7|
ASOLS 0|88} 224852 I CHKorean Air 2019/9/9; Sisamaeil,
2019/8/28).

r2 oo

2.3.3. &3AL fl/2HY H3Q!

2/pHIY HA0IL 7|2A3 A0 EL} & HE{ 0| Ef
£ HHAIO|C}. 200010H B8t 0|2 2= RLiT2ILL PDAE &
H30l0| JHsBHRICE CHEE GPRS Es 3G-K|Y-ADIEE £
O_IEH' 7ro-PDAE 0|83to] MALS Hon, ZHY 7|7|1E
E1 H*S EESHS 2otM, EEAl MAISHO] BE

-

4

O HiChmEol £

> om rjr et ol

a7t 2S50| WRER) MALAS 1990 ME A

o
ol= MA Z gSAte HIERY, =5 Azt

@
by
[0
=

C}l
det nA4o| H3Q 72E 7] AlZE 2
& S o3 7| 552z @ §3gs
| 2tO[ 0| Of(Ryanainy= 25 HMhEl of&H(H|t
MEIIE =0l §)2 MePdtis 4 tREs
H3AQ St=F RSN, 222 H2 IS BHK|
£ Fatte HE A= OP"‘EKWﬂﬂp
7|43 HAQu}t OHIIIX|Z ZHIY X3
N7} ABEl e-E|H AX| 2SS CAOZ B
2 S, Y BHO| T2 AT} 27
A28 0|, AAE MX| 38

A STh7E i ol Tt 1 Fgke 349

==

o i

mjo mjo

52 om ofm
Lorok ot

|.|'|
e -
Ot

o
ro
o oh Jm 1N @@

ro oo T
do Hu 2 O off 4o

ro
]

62
rr
ox
4o
o
3

020a).

=2
12

fot
12
H

r'n LU
J

[aa r|o N

rot

Rl

ol

P

Mo
I o

L"l-lo-r
N
I [0 4o
[P

I

oF

o
> o

H
HEDY,
a1
o

o ]
P>
P
|o

e o

-

Ct.

3. a3 24
31 g

Ebook AF2 O|EZ2 9178} Bansal2011)2 E-bookS MB8H= 0]

8Xe| EMo=z let*"(Ext[aversion), XIS} (Agreeableness), &4

(Conscientiousness), =@ (Emotional Instability), X|Ad™ (intellect)2| 574

SxTlo| TS UKD, Bbook AR ZY, 0| TiS

20| EBook AR |0 OfF fBHE FEA| ATBIKCL O @47

OllM =tA0f CHot 2Hel0] =10, E-Book ALE ZRO0| AT Z 47
13|

& E-BookO| #11, R&3t0] AtE 2|7} Qe A= OIS,
ZHMI0I0] g3t £|7| #lsto] 24 RHIYE 0|8l £

g 241 71719 Mate 40| MAZ|0foF g Z{0|C}.
2 A0 ME McCraeQ| 584 2 & (Five-Factor Mode)H|A] AR
St 574K s E-McCrae & John, 1992) & 2|SFd(Extraversion), Al



Jae-Pil YANG, Sang-Beom PARK / Journal of Industrial Distribution & Business Vol 12 No 1 (2021) 15- 30

Z5M(Conscientiousness), 7{{2+Ad(Openness)f ZHIUM A AME M
ot RO|X ZAHE =olstn, AL} 2HHEl oMo o @+ E 2
HFUH| Q10| 0|8 &7|2 A7Sto [olds mofstrt Lot 7|1&E
ATH(Yen et al, 2019; Jun, 2019)0{| A RHIY/A O|&=7| B2 ZHot

AL2|H JHKIE HSSIAUCE siel 22t 2™ O] Xl X[2HE
ZER|0f ket AFOIM ARIH JHXIE, EIE FOIE O|85HHM o
GE AM2|H SI0|L HotE Ate|X Xtot JHEe R dEsta, H
CHE XRAE S8l RHle

Z ARISO|A ARSEo® olgetm Qickm L7ictn Y
(Lee & Han, 2015). YIRS S X|AT} 7|&0| 2822 WHS B2

~8
Qe o2 B QUCKDevaraj, Easley, & Crant, 2008; Korzaan & Boswell,
2008; Bansal, 2011).

Extraversion

Conscient iousness

Openness

Counter Check—in
(Contact )

~
o

B
o o

AtR|H ZHKIE SAlSHE AtE2 CfE s24a 40 ga+
Ch7[5t2d= Al=E Hefd &= QAT Of2jst SAS
oM 22 == *'Af HEg 0l83tals 82
Z0| 7t E101|A1 QAW Eaniggiers
01|*1 ARl & OpEl =
= LHE At

B oo

oN rlo
SN
4
o 1©
mn ok U

g
Ir ﬂ.||0
_|
E:_
Hu
i
n
bal
=2
18
0
oot
|0
Hu
>t E=E ™
o on

s
N F
=)
In}
u
>
o
bl
d
>
rir
Ho
[nny
1e

qr 0|>
0>
mo 4

2t

rx r
ot
OF r
)
A
>
13
= %
njo
ot
i
N O
=Yl

AL Jp

1z
H
e —
TIe)

1z o
ol rlr

igure 13} 20| TAJSIRACE £
= stes Ha9IS sled

S8 goa4g BHYHIAE

ofm ro
I

ro

N

m
m

ol

&

At

CC
o

=
]
ro
[
rir
=
@ d
i
T Ho
o
mo [

Ir
[
=}
] F
[0
b
olo
2
mjn
om o
e
ot
Lo mjo
oo
Of
N
u
_9_!-
ial

Perceived
Ease of
Use

Intention
to Use

Eﬂbaﬂcef'

\\

Safety
Consciousness

Mobile Check—in
o (Untact / Social
Value)

Figure 1: Research Model

3.2. 771

SHIAR QI TS I3t o|8AF E4 A 77| Hetdol 58

= ATE P Chaat 20| 7S 2EoIRA

3.2.1. 0|8X} EM

QIBkA (Extraversion)2 AFS|E|, =M AtmEoz Mogn, 7}

2 WS QIZHIA O FHK|S ECHWaison & Clark, 1997; Xu, Frey

Fleisch, & lli, 2016). OS2 ZEE Alat Hoo| Ao Yo

D4 (Chittaranjan, Blom, & Gatica-Perez, 2013), ZHFQ A l0j| CHSH H|AMS

FEE R A LIELED QATHXu et al, 2016). Q2 Q1 S22 X|
4

(@]
S
30 AN YESH Cifol @75 Al=stu Hd@HE JES

HI: Qe Ql(Extraversion) AlRf2 7H2EAAQICHE)S M= A
o[t

2 HAAMH|AQ Z2 MEMH|A J|E2 00| AMH|
e -"cf- tI0te| CHEHO| Oftl ZHHZEO|A AMH|A0] E05H7| M2
of gHgolLL E4dst BFE MU £ = UCKBordoloi,
Fitzsimmons, & Fitzsimmons, 2018; Jun, 2018). 2009 SITA(Société
Intemationale de Télécommunications Aéronautiques) A0 A]= A3

Qg HBBHR G UL

BT AT

el 255 So HSHY MHl~



20 The Influence of Personality Traits on Airline Untact Check-in: Focusing on Mobile Check-in User

£ M3517| I20|2t SFR CHKarp, 2009; Lu, Choi, & Tseng, 2011).
agqit %EHFO'Ol EE .7_“.*_42f5|01 25 MH|A HSoA &

io
> 0

>

o T

iy

S8 2Hr X 2}
S Zo|C} matd AESt BI0IAE of= Zo|

=g Aoz o550 CH3at 20| 7HE S 283t

opm
= oo
2
fot
Of
Bl oo
fot
I
Of
s
e
40 n

rin
o
4n
=o)
1o

Moz M

H2: AI=SHConscientiousness) AF2HS FHE{X| A QICHD) = 2Hf
LM 2IH|CHE)0]| CHeh M= =of AN Xp0|7F gig Ao|Ch

oHE, g2 22 Ao et ARZ0| Bl AOIH 7|7H0|
2 Hejs g0Inh XY A2y, 27|, 8444,

MEZ Ao =X
o, st oz EILH, ZHS
7|2 (Technology)0f| CHBF HOFSLS = 77ICHBansal, 2011). Bansa](2011)—

eBook & MB8H= 0|2XF EA o

E
g 7
[0
|'|11
b
ret
or
2
)
3

gtgsto] oh2at 22 7

HO[H ZHUNILIHI TS M

fot

3.2.2. 0|8 &7|/2= [2tHof CHst 2HA]
TZLH9 0|Z2 HEHE(Untact) SHHOAME=
O] Y/EHIY KIS MZSHA =it AHEHE (Untacty= E.ﬂ
OF 201801 A7HEl B8O{2 CHHES Z|A3l5t2 = CIXE A
ZHMH|AS| =Q% MEto 2 SCHQIo| JHOIA ATt Ol J|&E
HollM HTLEIOf oLf, AZLIY O|SHE| MHEHEUntacty= IS
QAE AP0 XEHSHY oFHE FSCh= XE7| #of JHE0| &
23l CHBae & Chang, 2020).
OIEHE (Untacty= AFZITEC| T8 OfL 2} AFZISO0| H&3H 8
A, 7171200 EE Mele Q0|2 =g o= AUCE X|SIHK| &
S550| O|RO{/E FH2EQL HIE H|OIH 0|2 3HX|2F AFZHS0|
HEYE 7230 HE HES Hele 297170 =L &

=
HIE H|CHEHO|Z7| = SHX|2F 2EEH HIFHO0| ofgh QH(Safety)O] &

YEX| e MHIA B7|E FXsk=s JetA| LiEtE Z{OCk
et 2 AoMs A= Ewmad| HeE BIUiHE 99 &

71719 HIEEMHX| 2ohet o 2XH1E ZEoict.

Ha: THHED 2ASIO] 2HH0)| 20| AL FH2EH I UCHT)

3.3.3. BHIY H Q9| 7|& +8d
718N S 7|7|2 Y Mgtk 28 A0 8
O|(Ease of Use)St1l, AF2 Q| (Intention to Use)7} QULCHLI HRQULE L=
of &M MZ2 71718 =25t M85l = AR AlRlHez
M= XHEA0] AS A0} 0|52 HE|OHHEM MER
A2FO|Lt 717], E3] MZ2 U(Application)Of CHEt HSHE E11

EXIt =5 AOICE MEtM H7|7VAIAES Ol ZM Alg
H 7IKIE SAGETIRDots 0|8A= =HHY HALI0] 0|83}

T2 Ao|H, XHH A8el=E 2 AO|Ct

HS: 7I2HMAJAC TS H=5l=
AM2o|a0| W2 ZO|LCt

H6: THIUK|IQIHICHHS H2dh= AR 2HHY
Ol&f0| =& Ao|Ck.

H7: ZHIAM| S QIH|CHP)O| AFE3L7| 4B A 20| UAE
olct.

AFEH2 EHFM S QIH|CHE)

=t

=]

o

AL

oo

S

3.4, 37 W M7

341 52 MA

HEXRAHE 20205 9 14ULH 9 23Y K| TIAHSHRALCY. O]
7|2t2 AHEIE Ag| SHEdE 1025t ZAHEZ |2 FAAHO|
(http//www.dooitcokr)O| C|2|, X7t Eiot T doA =22 4&
=2 HAISIYoH, F=AMH|0|E 3l 22t MES 7t HASHY
C}. 20174 O|F IA|MZ O8I0 ofdlst ZR0| U= LAXIE
CHA e 2 8lk|, T2LH9 EE2 12510 2020 &-Z0{siXt= O
HolM XISt & Sel FX|Ql BHEY M=l O|8Ate| £
AZ HIO|BXIte| Fo|& HIWE 2fdf, ZHIYX IS O8] &2
SHEXIRt 0|8 ZH0| gl= O|8XE BF HE FE He|o =3
SHRALE

342 5™ g2

SHAK=l olgxtel S U Suleto] iRk sl ol
AT B TS 9 OI8AIS 47 S, X0 Chet 2

202 FUFICD, 2uY NSOISE deler)

ool HtAr|aelo] B0NIt R8HS SHSIHCE olots @y

2 2UIHAR 0/8X/e| T SIS Sis 2URAA O

SAl 0183, BIEAIZL SHixIS x| Sof Yug 4

[SEIpvE

g 5712 3%

-|r
b
]
EE
E



Jae-Pil YANG, Sang-Beom PARK / Journal of Industrial Distribution & Business Vol 12 No 1 (2021) 15- 30 21

Table 3: Questionnaire (User Characteristics)

Variables Iltems Measured (questionnaire) Reference

Comfortable with people (Bansal, 2011)

Extraversion Approach to strangers first )
Passionate with people (Agyei etal., 2020)
Arrange surroundings (Bansal, 2011)
Conscientiousness Accuracy (Agyei et al., 2020)

Sense of Accomplishment

Curiosity to new

Quick understanding to machines
Like new attempt

Concern with contagious disease

Safety Importance of un-tact

Avoid contact service
Give good impression to people

Openness (Agyei et al., 2020)

(Sweeney & Soutar, 2001)

Social value Self social .recogmtlon (Lee & Han, 2015)
Pride
Counter check-in preference Importance of counter check-in
-in p : Indifference to work-processing by mobile screen (Bansal, 2011)
(contact/offline check-in) O
Preference contact service in general

Perceived Ease of Use Easy to use of mobile check-in (Gu, Lee, & Suh, 2009)

Easy to learn how to use (Gu et al., 2009)

Predetermined to use in the future
Intention to Use To recommend others to use (Gu et al., 2009)

To use frequently in the future

20t g2 47 53%, 47% 2 N2 2SO FEALH,
41. #E 7 =T A ol 7|27t HTHHez Bie A= HO|= 30~40Cf

Ofl A 56% FEEIUCE =S SIALYS R 0| TR SERIQ| 55%S
2 o= 8|, 20174 0|= 3lQ| SROjE HAEKE =N - & 3| S
S Si [ ohel BSOTY SEHE FEE  mos ohwiiz stelor 187t B 2o ojysls Azl
ol 30l 0|2 {SIXIE QE TBHS 0
, DHIAAA Q! O|2AYAR} HIAAHAE BF E3SI e HE0| B0| mShe|QICH
L AIZ 255 147HS QOF5HH, Table 4 9 ZLH SEAE

Table 4: Summary of Sample

Construct Response(N=147) % Cumulative %
Female 78 53% 53.1
Gender

Male 69 47% 100
20’s 26 18% 17.7

30’s 33 22% 40.1

Age 40’s 50 34% 741
50’s 29 20% 93.9

More than 60 9 6% 100
Marital Not married 62 42% 422
Status Married 85 58% 100
Under high school 24 16% 16.3

College graduate 98 67% 83

Education

Graduate school (Master) 21 14% 97.3

Graduate school (Doctor) 4 3% 100
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Student 4 3% 2.7
Company employee/Government official 81 55% 57.8
Professional 24 16% 741
Occupation
Own business/Freelancer 15 10% 84.4
Housewife 18 12% 96.6
No job 5 3% 100
Less than 20 Million Korean won 6 4% 41
20 ~ 50 Million 42 29% 32.7
pnnual 50 ~ 80 Million 64 44% 76.2
80 ~ 100 Million 16 1% 87.1
More than 100 Million 19 13% 100
4.2. EFME Qol HA Bartlett’s test= p < 0002 -3O|5}A| LIEFGCE LHIX O 2 Barlett 710
p<0.050|H CHZIAAHO| OfHE 2O[otEzE QRlEAE dt= A0
SN 2014 0t DRI Eigen Va7t 101491 2012 &7 HESICHE Ho® 7St MAmYol MAus F AP
FELIRACE Q0175 K (factor loading)0| 03 O Y0l FFO| HY  QIX|El 842 Q002 ERE|X| iUoH, Fatde oe4y)
3t 2402 WOISIGICE MRS BHEFK|EQ! Crombach's alphas BE Q0102 2OJA| LEETY
070|4o2 MLt TN AT XEYQ KMOE 08101
Table 5: Results of Exploratory (common) Factor Analysis
Component
Questionnaire Factor 1 Factor 2 (: :g;;: d Factor 4 Factor 5 Factor6 | Factor7 Factor 8 C"’arl‘;’:gh's
eabereey | Comact| lniact | {Safety | (mentonto | (opemes | (Conscint (e caversion
Preference)
EOU2 1.066 0.029 -0.021 -0.069 -0.105 -0.01 -0.031 0.018
EQU1 0.806 0.061 -0.076 0.122 0.079 0.071 -0.027 0.017 0.83
UTL2 0.35 -0.255 0.144 0.176 0.253 -0.049 0.098 -0.079
CNT2 -0.03 0.971 -0.054 -0.071 0.14 -0.164 -0.03 -0.116
CNT3 0.107 0.518 0.066 0.028 -0.209 0.017 0.206 0.041 0.73
CNT1 0.029 0.332 0.144 -0.196 -0.295 0.101 0.125 -0.13
SOC2 -0.081 0.001 1.013 -0.02 -0.045 0.043 -0.032 -0.042
SOC1 0.022 -0.055 0.749 0.051 -0.076 0.018 0.089 -0.002 0.86
SOC3 0.051 0.152 0.558 -0.129 0.187 0.122 0.054 -0.141
SFE2 0.033 0.033 -0.033 0.926 0.036 -0.004 0.083 -0.042
SFE1 0.094 -0.195 0.074 0.612 -0.193 0.118 0.101 -0.15 081
BEI3 0.092 -0.131 0.055 -0.003 0.633 0.115 -0.023 -0.115
UTL3 0.13 -0.256 0.02 0.014 0.604 -0.232 0.167 -0.282
BEI2 0.114 -0.043 0.274 -0.092 0.578 0.034 -0.051 -0.115 087
BEI1 0.218 0.043 0.083 0.157 0.497 0.221 -0.081 -0.042
OPN1 0.029 -0.008 0.015 0.091 -0.079 0.883 0.1 0.026 0.88
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OPN3 -0.012 -0.036 0.072 -0.092 0.164 0.704 0.012 -0.179
OPN2 0.22 -0.225 0.131 0.002 -0.081 0.56 0.024 -0.124
CON3 -0.048 -0.036 0.056 0.242 0.012 0.057 0.806 0.143

CON1 0.104 0.032 0.105 0.064 -0.117 0.029 0.682 -0.044 0.80
CON2 -0.039 0.125 -0.01 -0.084 0.17 0.055 0.663 -0.077
EXT1 -0.098 -0.001 -0.013 0.098 0.056 0.054 -0.026 -0.808

EXT2 0.054 0.031 0.128 0.044 -0.095 0.005 -0.094 -0.733 0.81
AGR1 0.042 0.08 -0.021 -0.033 0.077 0.123 0.169 -0.646

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. KMO(Kaiser Meyer Olkin) 0.81

Approx. Chi-Square 2546.036
Bartlett's Test of Sphericity Bartlett df 351
Sig. 0

Note) EXT: extraversion, CON: Conscientiousness, OPN: Openness, AGR: affinity, SFE: Safety, SOC: social value (mobile preference), CNT:
contact preference, EOU: Ease of use, BEI: intention to use.
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Table 6: Results of Hierarchical Regression Analysis on Dependent Variable of Counter check-in

pvalueZt 01152 FoI=F
S
=M 72

P
=

p<0.050] =
150t eHH 0|

So
|ot Hoz HAf

—

Of HICHHE|Z] At

Independent Model 1 Model 2 Model 3 Model 4
variable S.E B tp) | S.E B t(p) S.E B t(p) | S.E B8 t(p) | VIF
11.180 8.511 7.731 7.832
constant 0.388 - 0.418 - 0.430 - 0.428 -
") () () ")
-3.692 -4.934 - -5.235 -4.624
Safety concern 0.091 -0.293 0.092 -0.393 0.092 . 0.095 -0.382 . 1.233
¢+ ) 0.418 () ¢+
L 3.974 3.753 3.973
Conscientiousness 0.085 | 0.317 (e | 0084|0298 7| 0085 | 0318 ey | 1154
_ 1.988 2.519
Extraversion 0.074 | 0.153 =) 0.084 0.221 - 1.389
-1.587
Openness 0.084 | -0.149 1.589
(0.115)
R2(Adj-R2) 0.086(0.080) 0.176(0.165) 0.198(0.182) 0.212(0.190)
F(p) 13.631(***) 15.406(***) 11.798(***) 9.572(***)

* p<.05, **: p<.01, **:p<.001, SE.EELR

t(Standard Error), B: £ &

st Hla=(HIE,

VIF: 2423 7|2~ (Variance Inflation Factor).
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Table 7: Results of Hierarchical Regression Analysis on Dependent Variable of Mobile Check-in (Un-tact)
Model 1 Model 2 Model 3 Model 4
Independent variable
S.E B t(p) S.E B t(p) S.E B t(p) S.E B t(p) VIF
5.737 4.419 2.068
Constant 0.236 - 0.250 - 0.333 - 0.404 - 2.255(*) -
) ) *)
8.41 5.872 5.321
Openness 0.065 | 0.573 () 0.075 | 0.461 ) 0.076 | 0.426 () 0.079 0.449 5.383(***) 1.589
. 2.682 2.656
Extraversion 0.078 0.211 ™ 0.080 | 0.207 ™ 0.079 0.207 2.653(**) 1.389
1.856
Conscientiousness 0.078 | 0.128 0.080 | 0.144 2.0323(*) 1.154
(0.065)
-0.974
Safety concern 0.090 | -0.072 1.233
(0.332)
R2(Adj-R2) 0.328(0.323) 0.360(0.351) 0.375(0.362) 0.379(0.362)
F(p) 70.725(**) 40.470(***) 28.587(***) 21.669(***)
*p<.05, **:p<.01, ***:p<.001, S.E: E& 2 *}(Standard Error), B: EZ 3} H5=(HIE}H, VIF:EMZEAH 4 (Variance Inflation Factor).
4.3.1.3. AF2Xt E4I} FI2E{MAQU(CHH)/BHIZHT  AUBSH0 2] UET S42 FFRHAI 0 ZHIUNILS
oI(HICHB) O CHEH 7 HH DE MBY ZO|ats JH2E MEGICE BA A FFREN
AR EAD FFREH R0 U HIAK IOl Zto] RAOf Chet 2 MBE p<0001 +FEOIM, REFUHIL MB0M= p<0.05 Of|A
JHde ZAYS At Tble 82 QUCH QTN g7 HAQ A ROl A= QT
A ZQN Ch3HE E310] CHYS Q72 A|ZShD Hjsaa § LA deks Hols S42 ZHYNACIE Mg Ao2ts
HE A2 Z02ts 7HEIS MFIIQYLCL ENZI folnE  7HE32 EMZAD pool SEM SAH2Z [2I5t0] 7HE30]
p<0010fA Rolot HOZ LIEHOM, Hgt2 02212 LERGICE  AE4E|QUC
Table 8: Results of Hypotheses Verification on User Characteristics
Construct Hypothesis t(p) Coeff.(B) Result
H1 Extraversion Characteristics Prefer counter check-in(contact) 2.519(**) 0.221 adopt
H2 Conscientiousness Characteristics shows no preference difference between 3.973(***) 0.318 adobt
counter check-in(contact) and Mobile check-in (Un-tact) 2.032(*) 0.144 P
H3 Openness Characteristics Prefer Mobile check-in (Un-tact) 5.383(***) 0.449 adopt
Ha Concern of safety for infectious dlsease_ shows non-preference on 4.624(***) -0.382 adopt
counter check-in

* p<.05, **: p<.01, ***: p<.001.
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Table 9: Results of Hierarchical Regression Analysis on Ease of Use

Model 1 Model 2
Independent Variable
S.E B t(p) S.E B t(p) VIF
Constant 0.214 - 11.794(***) 0.262 - 11.71(**%)
Perceived un-tact preference 0.063 0.42 5.577(***) 0.062 0.46 6.237(***) 1.027
Contact preference 0.066 -0.247 -3.352(**) 1.027
R%(Adj-R?) 0.177(0.171) 0.237(0.226)
F(p) 31.108(***) 22.270(***)

*p<.05, **: p< .01, ***: p<.001, S.E: EFR}(Standard Error), B: EE &t Al (HIEH, VIF: 2 AHHE X|4=(Variance Inflation Factor).
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Table 10: Results of Hierarchical Regression Analysis on Intention to Use

Model 1 Model 2 Model 3
Independent Variable
S.E B t(p) S.E B t(p) S.E B t(p) VIF
constant 0.283 6.156 | 0.276 4.581 0.337 5.761(***)
Perceived ease of use 0.075 0.539 7.71 0.076 0.386 5.423 0.077 0.322 4.513(***) 1.31
Preference of conceived 0.064 | 0366 | 5144 | 0.064 | 0.427 5.994(*) | 1.304
un-tact
Preference on contact 0.063 | -0.216 -3.293(***) 1.107
R*(Adj.R?) 0.291(0.286) 0.401(0.393) 0.443(0.431)
F(p) 59.437(***) 48.166(***) 37.919(***)

*p<.05, **:p<.01, ***:p<.001, S.E: X & 2 *}(Standard Error), B: &3} A (HIE}), VIF: 2 A ZE R[4~ (Variance Inflation Factor).
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Table 11: Results of Hypotheses Verification of Acceptance Theory
Construct Hypothesis t(p) Coeff.(B) Result
H5 People that p_refer _counter check-_ln(contact_) will show low -3.203(*) 0216 adopt
intention to use mobile check-in
H6 People that prefer moblle check—lp(un-tact).wﬂl show high 5.994(**) 0427 adopt
intention to use mobile check-in
H7 If mobile check-in is easy to use, there will be intention to use 4.513(**%) 0.322 adopt

* p<.05, **: p<.01, ***: p<.001.
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Figure 2: Results of Structural Model Analysis
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Table 12: Results of ANOVA of Independent Variable and Mediating Variable (Perceived ease of use)
Independent Variable Model Square sum df aver. F p-value
regression 2.283 1 2.283 4.466 0.036
model
fi
Contact preference residual 74113 145 0.511
sum 76.396 146
regression 13.495 1 13.495 31.108 0
model
Preference un-tact residual 62.901 145 0.434
sum 76.396
Table 13: Significance Test on Coefficients of Independent Variables
Non-standardized coefficient Stam:?"f"ﬁd
Model e t Sig. probability
beta Standard error beta
(constant) 4.136 0.221 0173 18.674 0.000
Contact Preference -0.154 0.073 ’ -2.113 0.000
(constant) 2.528 0.214 0.42 11.794 0.000
Un-tact Preference 0.353 0.063 ’ 5.577 0.000
M=z, QIX|E 80ldE SEHESESD, AFBQEE FEH 2 o ZH2 p000l +=F0M SHZLE |Folgt A2E ZAL|
SR 5101 QAN BFRAS AISH HTe Tble 14, Table 1594 2 QUCH DIHEI SRS, ORI S 2ol Qoly S
Ch. CHEHMSE SEHSE 270 ZHE2 p005s +=F0M SAX  GEHAIM= OEHMZo |o=HE0| 0.1122 p005 =FEOM &
o2 ROISIUCL CHMB e OIZHH=QIX|E 80| )E SEHE=  AXSE RO6HX| fof, D7z = gle A2 24 E|UCt

Table 14: Results of ANOVA of Mediatin

Effects between Contact Preference and Intention to Use

Model Sum of square df average F Sig.Probability
. 3.637 1
1 eauaiSum 84.826 145 0585 6216 otar
88.463 146 :
. 26.813 2
2 Regreasion madel 61.649 144 o 31.315 000~
88.463 146 :

*

: Predictor: (constant), contact preference., ** : Predictor: (constant), contact preference, perceived ease of use.

Table 15: Hierarchical Regression Model Coefficients of Analyzing Mediating Effect between Contact Preference and Intention to Use

Non-standardized Coefficient Standgrt'ilzed t Sig.probability
Model coefficient
beta Standard error beta
Constant 4.447 0.237 18.768 0.000
1 it 0195 0.078 -0.203 2.493 0.014
Preference
Constant 2.134 0.374 5.706 0.000
Contact -0.108 0.068 0113 1599 0.112
Preference
2 Perceived
0.559 0.076 0.520 7.358 0.000
Ease of Use
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Table 16: ANOVA of Hierarchical Regression Model Coefficients of Analyzing Mediating Effect between Un-tact Preference
and Intention to Use

Model Sum of square df average F Sig. probability
. 24.633 1
1 Regression model 63.829 145 2 o3 55.950 0.000*
88.463 146 ’
Regression model 35.458 2 17.729
2 Residual 53.004 144 0 5368 48.166 0.000**
sum 88.463 146 ’

* : Predictor : constant, un-tact preference, ** : Predictor : constant, un-tact preference, perceived ease of use.

Table 17: Hierarchical Regression Model Coefficients of Analyzing Mediating Effect between Un-tact Preference and
Intention to Use

Non-standardized coefficient Stam:fa_n:inzc:d t
Model cosiicien Sig.probability
beta Standard error beta

Constant 2.315 0.216 10.720 0.000

1 Contact 0.477 0.064 0.528 7.481 0.000
preference

Constant 1.266 0.276 4581 0.000

2 Contact 0.330 0.064 0.366 5.144 0.000
preference

Perceived ease 0.415 0.076 0.386 5.423 0.000

of use
Oi7H= 0t 24 ZANt= Figure 32t ZCH HICHHMS 7} 2 0|8 AELCH O|EXI0fH A=zt SH4o=2 80|92 =Y 22 AFEQE
A= ZHEHIQN A2 AMEE oo AFAO Fek2 0jXl= o g2 4 A 0Xl= A2 2ME|UCE

Mobi

Check—in
(S0C)

le

Intention

ease

Use
(EOU)

Perceived

to Use
(BEI)

of

Figure 3: Mediating Effect of Perceived Ease of Use
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