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Abstract This study examined the factors that influence the use of YouTube—based home training
contents by integrating and applying the technology acceptance model and health belief model. The
main results are as follows. First of all, it was found that personal innovativeness had a positive (+)
effect on perceived ease and perceived usefulness. Perceived susceptibility did not have a significant
effect on perceived usefulness, and perceived benefit had a positive (+) effect on perceived usefulness.
Finally, it was found that perceived ease had a positive (+) effect on perceived usefulness, Both
perceived ease of use and perceived usefulness were found to have a positive (+) effect on continuous
intention to use. This study will be meaningful in that it partially reconfirmed the possibility of

integrating the technology acceptance model and the health belief model.
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Ao A A EAQI o] &)= HYATE[27,44]
of 71xsle] F 3o = Ak 7 £E> 54 g
AE HL(17: Ad3] FoshA] &=t} 55 - 52t

thE s S48kl
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3 Qo A SUele] AN

o] 2 4g¥I3]

E=AE gelslr] 9ste] #elA 9913 A (confirmative
factor analysis)Z} 29 A3te, FFshd2A59] ¥
9, BEAA §94, azla AT BA(reliability
analysis)< AAISFAT A2 B4 7+ g2l dsh
Cronbach’s a A& Ak, W2 434S H71eqith

s, 14 91%A

CFI, RMSEAE

o] AZtw A4 RMR, IFI, TLI,
ol &slgith A3 7= RMR=.06
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_\.,

Table 1. Confirmatory factor analysis

ol&}, IFI¢} TLI, CFI] Z-5-¢ll .90 o], RMSEA=
olstd wl A37|FS 5T o= FrsGi). &
TollA Ak A Aol sl g1A fQliAs A
A&k A}, RMR=.04, IFI=.94, TLI=.92,
CFI=.94, RMSEA=.062.2 Yeh} BE #3=]47}1 &
PrlEs 5T 28ar BFSAEEAT(B) =
62~89% HA71F9) 402 AL, BF BAR R &
oJeigitt. olell Z; Wigrel] thaf AlE % AS AAlEte]
W AAEE AT Ao 7le] HaS 84,

% W7 .87, Azhel o)) .86, Azt gl
A|&o]-g-0) % 855 H|aLH|
o2 It

Agrs

3.4 A=A e
£ Aol A= SPSS 21.0 ZE 137 AMOS 21.0

Observed variable Latent variable B S.E. t
4. If there is a chance, I am welcome to try new technology .75 - -
3. I tend to monitor modern technology personal .67 .08 10,975
2. 1 always like to experiment with new technology innovativeness .82 .08 13,593
1. I'm usually the first in a group of friends to try new technology 78 .07 12,873
5. T think I can get infected with Corona 19 at any time if I go out .67 - -
4. If T go out, I can easily get infected with Corona 19 N .08 11.44%%x%
3. golvigl())_olu; often, I think there are a lot of people around me who get Su[:zl:petii\tf)(iel(iity 81 09 11,815
2. If T go out often, I think I can get COVID—19 at any time .86 .10 12,655
1. If T go out often, I can get infected with COVID—19 at any time .70 .10 10,59
4. Staying home without going out helps prevent COVID—19 .62 - -
3. If I take care of my health at home, it will help prevent COVID—19 .81 .10 10,83
2. If I stay home without going out, I can immerse myself in work without perceived benefits
fear of COVID—19. 87 A1 112w
1. If T stay home without going out, there is no risk of getting COVID—19 .83 11 11.02x%
4. How to competently use YouTube—based home training content is easy .81 - -
3. IC‘[();teec:ty to learn and remember how to use YouTube—based home training eaived e of 81 07 14,995k
2. tPiovL&IfHEOerusstzrfgou"l“ube*based home training video content is clear and easy use 80 06 14,435
1. It's easy to use YouTube—based home training content 78 .06 14,603
3. Using YouTube—based home training content is useful .81 - -
2. Using YouTube—based home training content improves productivity perceived .82 .07 14,81
1. E;;Eisﬁé'ou"fube—based home training content is effective in achieving the usefulness 80 06 14,055
4. T will use the YouTube—based home training content continuously .89 - -
3. I will increase the number of times to use continuous Intention .83 .06 17.96xx
2. When I use home training content, I prefer YouTube to use 74 .05 14,4053
1. I will use the YouTube—based home training content again .70 .05 14,19

#0% p<,001
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ZEIONS dEsto] v Z2 AEAE HEE B p<01)S AHo] 8ol A e Bl Blow g9l
T8 ANE EEIGITE AA, & ATl ARSEE =8 HUAth BE e ARG 80 olstE YERY vy
SAETY BHEE AFS fdste] g4 8P4 A o e HoE FAVE fle AoE glE AT
(confirmatory factor analysis)® A1F&E= FA

(reliability analysis)= AL 4, =9 820 1+ 4.2 HARZEA

e dolrr] ste] AJTIAREA (correlation B Ao teksl BHAES Ee) A4 Aune
analysis)s AT WA, £ A7e) FRIMIEH o ma zgwwme  Hyoww(Maximum

3171 Y8ke] 7 284 (path analysis)S 2 A5FSI T

S =

=+ RMR=.05, GFI=.94, NFI=.90, IFI=.91, CFI=.91
2 et mE ARt A81ES FEac ol

4. A2 g Frow Amun, 4 A7 19 el
Me1e] Balgo] Azke gol ol mAE e Ami
4.1 A RA Az, fele] Fage A2k golgel A(+)d] Jg
T8 WU GRS Gohy] flste] A PR 2o YERRTH(B=.47, t=9.49, p<.001). A77F
BAE AN R A uw, hRle] Sage A 2sh wasle] sjsle] Balo] X|Zke f-84del 1A
AZ+E €013 (r=.50, p<.01), A7te F84(r=58, & G v A}, /09 Fade A7tE -84
p<.0D)¥ A F¥E Bl o2 vERaL, A 7 o] A(+)9] A X AoR YERRTHB=.34, t=5.75,
TAE A7k &l (r=.40, p<.01), A7t F-84  p<.001). 77Hd 33} Fasto] 27k zkAde] A7t
(r=27, p<.0D)¥} 84 S vebdlleh A7k ole] of | 84l mA= d&s Ay A3, A7 1A
Al A 7bE g0l (r=.29, p<.01), A1ZHE F84 (=40, & A7t F8A0l FAHCE Fojgt JagFS v
p<.0D)¥} FA A4S FAsIGITh A7 folde Al FBITHBE=.01, t=.19, p>.05). A7 49} Fste]
218 F84(r=54, p<ODI A% 4 YeiaL, A A7 o]efo] X zhel -840 M Xt FFLS A
7t g0 (r=.54, p<.01)3 A 7te F848(r=.56,  ZA¥};, A7 0] Az f-8A4el A (+)°] AT v
Table 2. Correlation analysis
. . perceived perceived perceived ease of perceived
innovativeness susceptibility benefits use usefulness
personal innovativeness 1
perceived susceptibility .39 1
perceived benefits .54 .06 1
perceived ease of use .50 405 29w 1
perceived usefulness 58k 2T AQux .54 1
intention to use .68k .38 A2 .54ex .56
#x p<,01
Table 3. Path analysis
B S.E. t
H1. Personal innovativeness — perceived ease of use A7 .05 9.4 9%
H2. Personal innovativeness — perceived usefulness .34 .07 5.7 5k
H3. Perceived susceptibility — perceived usefulness .01 .05 .19
H4. Perceived benefits — perceived usefulness 11 .05 1.98x
H5. Perceived ease of use — perceived usefulness .33 .06 6.20%xx
H6. Perceived ease of use — continuous intention to use .26 .05 4.845x
H7. Perceived usefulness — continuous intention to use .29 .05 5.2k

* p<.05 ##x p<.001
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