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ABSTRACT

Purpose: This study attempted to verify which factor affects the intention to use of the connected car that
has recently emerged.

Methods: Based on prior researches, this study derives the characteristics of connected car that affects user
intention and designs research model for empirical analysis. A structured questionnaire was conducted for
those who drive cars, and a total of 292 usable responses were collected and empirically analyzed using
SPSS and PLS.

Results: The results of this study are as follows; service quality, hedonic motivation, and social influence
have a significant effect on perceived value, but system quality, information quality, user innovation, experi—
ence and facilitating condition did not. In addition, it was found that system quality, information quality, service
quality, user innovation, facilitating conditions and social influence have a significant effect on satisfaction,
but hedonic motivation and experience did not affect satisfaction.

Conclusion: The findings of this empirical analysis have implications for effectively recognizing the value
of connected cars based on the technology of information systems to users and establishing sustainable growth

strategies for connected car producers and suppliers.
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Table 1. Services derived from connected car technology

Connected car for drivers Connected car for passengers Connected cars for vehicles
Real-time road information Maintenance/diagnosis
Navigation Streaming video Vehicle tracking
Parking assist function Mobile office Vehicle-to-infrastructure (V2D
Weather information Guidance service communication
Entertainment Weather information Vehicle-to-vehicle (V2v)
Eco-friendly driving Social media games communication Telematics and
Cloud service App access insurance tracking
Vehicle app eCall and emergency services

* 2] Park(2015)
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Table 2. Variables and their operational definition

No Variable name Operational Definition Reference
. User's perception of the functional quality provided by | DeLone & McLean(1992),
1 System Quality the connected car Lee(2020)
9 Information User's perception of the quality of information Corbitt et al.(2003),
Quality provided by the connected car Ahn et al.(2004)
. . The degree of awareness of the enjoyment and ease | Parasuraman et al.(1994),
3 Service Quality . .
of operation of using a connected car Jung(2009)
. The degree to which you want 'to accept. new Brown et al.(2005),
4 User Innovation | information technology and services provided by
Kwahk et al.(2008)
connected cars.
5 Hedonic The degree of satisfaction of the desire that is Brown et al.(2005),
Motivation released by using a connected car Kim(2019)
. Awarengss of connectgd cars, acgu151t10n of Cho et al.(2018),
6 Experience information, and experience of using products or
) Lee(2018)
services
7 Facilitating The degree of awareness of the infrastructure and | Venkatesh et al.(2012),
Condition conditions that support the use of connected cars Lee et al.(2017)
' The social atmosphere for the gse of connected cars Madden et al.(1992),
8 Social Influence | or the degree of recommendation from the
. Lee(2020)
surroundings
. . The degree of perception of satisfaction with Carpenter(2008),
9 Satisfaction ) ‘
expectations felt through the use of a connected car | Lim et al.(2018)
10 | Perceived Value The degree to which you perceive the value of using | Gale(1994),
a connected car Kim et al.(2012)
11 | Itention to Use The degree to which 'you intend to use the connected Venkatesh et al.(2012)
car and recommend it to others
29
4, AFEA
4.1 A=y @ AR
B A7 o] 7bsd 200) ol Uuiele FH 02 “A3 otk ~ vl 1HLk Y A= 7H HEg @
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1.2 Be) ATATY B4

ATl Fio BAoE AEe AL 3 73.6%, 914d°] 26.4%% ARG F 9] HlEe] Bt il
Ao 745 40t ol 39.4% % 7P B2 HlF AL, 50t o)l 34.6%, 30tH7F 22.9% £oE 1
HE olol7be Ao yehgth A9 AGd 2 & T HERT sAkedo] 79.8%% M w2 HER

epdeh, DelvEAg 154 A0t o el Rl s Aol gl ALEAITE 98.5%F AN AL, T S

ol

4.3 A7} B3 A=
4.3.1 A=d B7}t

AFA Bt R RN =4 WA A Al E(Internal Consistency Reliability) % A A2 &
B7Fe o= Q1AL PLSE o] &3 W4 dad NE =g 7oA A&nks dak(Cronbach’s alpha) #7834 0 ~ 19] k&
T, 0.7013 0.2 7% #he T5che A5 d5HTES U4 AFAds Rt & 5

Table 3.914 ¢} Zo] W& daA A B4 A3lo| A Cronbach's alpha ko] BF 0.7 o]4o & vl AF
< gtuasich =3 DG'srhod] a2 71 #42 0.72 7 3|89 1L, eigen valueZ} 7% kel 1.0S 27 4

3l WA d3g AFE sl 2E5= o= Jelt)

Table 3. Results of internal consistency reliability evaluation

observed variable MVs Cronbach’s alpha DG.rho eig.value

SYSQ 5 0.917 0.938 3.761
INFQ 4 0.944 0.960 3.425
SERQ 5 0.946 0.959 4.117
UINO 5 0.918 0.939 3.775
HMOT 4 0.896 0.928 3.052
EXP 4 0.894 0.926 3.036
FACI 4 0.889 0.924 3.018
SOIN 5 0.958 0.967 4.280
PV 4 0.958 0.970 3.556
SAT 5 0.922 0.942 3.834
U 3 0.983 0.989 2.901

* SYSQ: Al=RIEA, INFQ: ARFEH, SERQ: AH|2=E4, UNQAREAL 84174, HMOT: &4 §7], EXPE: %3, FACE #3124, SOIN:
AFE|E G, PV: AZHE 7HA, SAT: W, Uk o] 8-9)=

Table 4.0 4 ¢} 2o

Hlom, AFNE =

x
=51
>,
i)
b
o,
N
it
&
fru
ko
r [¢]
2
=2
ol
rlo
aul
—r
o
ﬂ
9
o
o
fetl
i
Su)
ol
o
fu
o
lo
=
ot
'
e
fru
i)
ofN

il
ot
&
FIF
o
(o
frtl
i
i
3L
o



368 J Korean Soc Qual Manag Vol. 49, No. 3: 359374, September 2021

Table 4. Results of indicator reliability evaluation

observed variable factor loading communality redundancy
SYSQ3 0.870 0.758 0.000
SYSQ4 0.852 0.725 0.000
System Quality SYSQ5 0.908 0.825 0.000
SYSQ6 0.893 0.797 0.000
SYSQ7 0.809 0.655 0.000
INFQ2 0.899 0.808 0.000
Information INFQ3 0.917 0.840 0.000
Quality INFQ4 0.951 0.905 0.000
INFQ5 0.933 0.870 0.000
SERQ1 0.913 0.834 0.000
SERQ2 0.927 0.860 0.000
Service Quality SERQ3 0.908 0.825 0.000
SERQ4 0.938 0.880 0.000
SERQ5 0.847 0.717 0.000
UINO1 0.793 0.628 0.000
UINO2 0.908 0.825 0.000
User Innovation UINO3 0.909 0.827 0.000
UINO4 0.866 0.750 0.000
UINO5 0.862 0.744 0.000
HMOT?2 0.900 0.810 0.000
Hedonic HMOT3 0.869 0.755 0.000
Motivation HMOT4 0.845 0.714 0.000
HMOT5 0.878 0.771 0.000
EXP1 0.883 0.779 0.000
Experience EXP2 0.863 0.744 0.000
EXP3 0.894 0.799 0.000
EXP4 0.844 0.712 0.000
FACI1 0.919 0.844 0.000
Facilitating FACI2 0.904 0.817 0.000
Condition FACI3 0.761 0.579 0.000
FACI4 0.879 0.773 0.000
SOIN1 0.949 0.901 0.000
SOIN2 0.942 0.888 0.000
Social Influence SOIN3 0.908 0.825 0.000
SOIN4 0.897 0.804 0.000
SOINS 0.928 0.861 0.000
SAT1 0.956 0.914 0.475
SAT2 0.941 0.886 0.460
Satisfaction SAT3 0.939 0.881 0.458
SAT4 0.935 0.875 0.455
SATS 0.766 0.587 0.378
PV1 0.893 0.798 0.515
Perceived Value pPV2 0.892 0.796 0.513
PV3 0.888 0.788 0.508
PV4 0.924 0.853 0.550
U1 0.982 0.964 0.457
Intention to Use U2 0.983 0.967 0.458
1U3 0.985 0.970 0.460
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4.3.2 B34 B7}

PLS FxuA4 28 ASegA Y shHelgAdor 7R & 9|, SHEEEE 7 WSE] AVE #ho]

= = st 4= 9 tHFornell &

Larcker, 1981). Table 5.914 %2l gto] FAWRIES] HiHitF% HAVE) L2 a7 Ao} v 2

NFES Al # oo ® e 7es 580 ® sHER R SuEloha duEh AVE 3 HA g

0.752, | %k 0.967= Uehston, the Waeke] AaAF Al 4 $HERTEE AVE gt vl vepd
e ES] A3t 2]le] §le AoR oty

Table 5. Results of concentrated validity and discriminant validity analysis

SYSQ | INFQ | SERQ | UINO | HMOT | EXPE | FACI | SOIN PV SAT U
SYSQ | 0.752
INFQ 0.291 | 0.856
SERQ | 0.248 | 0.339 | 0.823
UINO | 0.125 | 0.203 | 0.204 | 0.755
HMOT | 0.160 | 0.273 | 0.367 | 0.332 | 0.755
EXPE | 0.121 | 0.253 | 0.168 | 0.369 | 0.334 | 0.7569
FACI 0.136 | 0.245 | 0.268 | 0.190 | 0.277 | 0.273 | 0.753
SOIN 0.188 | 0.232 | 0.256 | 0.151 | 0.355 | 0.244 | 0.295 | 0.856

PV 0.174 | 0.244 | 0.305 | 0.167 | 0.357 | 0.213 | 0.273 | 0.402 | 0.889
SAT 0.248 | 0.182 | 0.329 | 0.233 | 0.305 | 0.233 | 0.322 | 0.393 | 0.515 | 0.764
U 0.143 | 0.159 | 0.269 | 0.191 | 0.261 | 0.168 | 0.226 | 0.344 | 0.435 | 0.373 | 0.967

* SYSQ: A=A, INFQ AR EH, SERQ: AH234, UINQ: AHAF 41, HMOT: #i2H4 57], EXPE: 48, FACE: £3x1,

SOIN: Abs]A] g3k, PV: A2kl 742], SAT: ¥, [U: o] &9 %

4.4 7H4S 2%

Aaiglon, 500Me] wHs ASHE Fote] ARATe frolds w4
§EE}. Table 6.4 7 azrow 7hdel diste] AAA (t_value=1.96)& 833 frol s 5% T2
§8to] AulHokoh

FA e Az 7pA ol tate] AujzFAe] =2.1172 A(+)9] WFOZ fof & JFE vAE= R e}
ST SR gl el M= A SRE A Hﬂl Fao] 747 t=3.423, =2.537% froleh 9= wAH, A4
HEAL =-2.863% H(0)9] B o dF= M= AoR vdehdth AR B4 AE =T A
Agshe Arsel AEIE AFSAY Aot AVIAAE ARE AlFshs daaAel ofA oj2x] X
Aolehs 7hde Y=g

AQA 291e) Az 7H el A= A §7)7h 1=2.568% 2215 Foll fraaHAl A7 7l Folg dFE
= AR 3] (=2.7300.2 thE 2913t tiujate] Ul vl o)

o
ko
" (]
)
N
N

ZFA] A= AL A ddko] t=4.822% t_value 7]FR T 2.50) A(+)9] WEFow 7P A4
I Aol = FX1270] t=2.413, AFR A o] t=3.1430.% AH3|H Gl X2
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31, 71 9102 AYE ST Pa FA) v Q404 ov] 9la e Aug A AeksAL, Ade
Eobe] £ NS PAA ATE o] YA F £ Yrks FAo) U TP 142 o] PolFA
24 Aoleh AAT. A2 Aol thak ALSA S L =-0.0560.2, Fola Frol FTL vAA Zalic)

R disto] e F/1E =-0.7072 fold $E) GG vAAE Fadeh o) A F% wE
o the AANA N2 5717} 7159 o] gl thet ZAG 1A 2ELZ Haol] thek W frol @
G FA £ Joz ve

AWE A7k A1} el tate] 77k 120,405, 1=0.7312, A(+)°] WPz e 3o} felg Fael
GFE AL RS o AE J15H AWt Y AP W] GFANA FHEDo] W o]
@ 4FE MAA GETRE Jin et al(2015)8] A7ANE AR Aol

374 2919 R zo] Az 7Hel hatelE =1.5992 FFE Yot} t-value=1.96 7|F S WEh= S0

Table 6. Results of hypothesis test

Research hypothesis Original Mean. Boot | Std. Error t_value p-value Result
H1 SYsQ — PV 0.044 0.049 0.058 0.766 0.444 Rejected
H2 SYSQ — SAT 0.172 0.171 0.050 3.423 0.000"" | Accepted
H3 INFQ — PV 0.061 0.061 0.070 0.873 0.383 Rejected
H4 INFQ — SAT -0.167 -0.163 0.058 -2.863 0.005™ Accepted
H5 SERQ — PV 0.146 0.143 0.069 2.117 0.035" Accepted
H6 SERQ — SAT 0.142 0.145 0.056 2.537 0.012" Accepted
H7 UINO — PV -0.003 -0.001 0.062 -0.056 0.955 Rejected
H8 UINO — SAT 0.133 0.133 0.049 2.730 0.007 Accepted
H9 HMOT — PV 0.194 0.190 0.076 2.568 0.011* Accepted
H10 HMOT — SAT -0.043 -0.046 0.061 -0.707 0.480 Rejected
HI11 EXPE — PV 0.028 0.022 0.070 0.405 0.686 Rejected
H12 EXPE — SAT 0.040 0.044 0.055 0.731 0.465 Rejected
H13 FACI — PV 0.109 0.112 0.068 1.599 0.111 Rejected
H14 FACI — SAT 0.145 0.140 0.060 2.413 0.016" Accepted
H15 SOIN — PV 0.324 0.327 0.067 4.822 0.000"" | Accepted
H16 SOIN — SAT 0.170 0.173 0.054 3.143 0.002™ Accepted
H17 PV — SAT 0.419 0.419 0.060 7.030 0.000"" | Accepted
H18 PV - U 0.456 0.452 0.063 7.215 0.000"" | Accepted
H19 SAT — IU 0.284 0.288 0.059 4.769 0.000™ | Accepted

* SYSQ: Al=EIEA, INFQ: W4, SERQ: A3, UINQ: AH8AF 8417, HMOT: H2h4] §7], EXPE: 43, FACE: 3124,
SOIN: A3 %] g%, PV: X Zbe 7R, SAT: k<5, TU: o] 8-9)%=
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