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A study on Discount in Prior Experience of Al and Acceptance:
Focusing on Al Effect
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Abstract  Artificial intelligence is applied not only to the daily life of individuals but also to all
industries, and it is no wonder that the age of artificial intelligence has arrived. Therefore it is
important to understand the factors that influence the acceptance of AI. This study analyzes whether
"AI Effect* which recognizes that commercialized or familiar artificial intelligence is no longer artificial
intelligence, affects the acceptance of artificial intelligence and proposes an acceptance plan based
on the results. Two experiments were conducted. The first experiment was conducted on 105 adults
in the result it was found that 32.4% (34 people) had Al Effect, Al Effect existed in 43.6% (24 people)
of women and 20% (10 people) of men, that is, the proportion of Al Effect exsitence in women is about
twice as high.and Al Effect exists when the level of Al knowledge is low. The second experiment was
conducted 240 adults and 85 participants with Al Effect were selected. We found the group that
recognized experience of AI accepted Al more actively. Understanding of Al Effect is expected to
suggest companies’ views in order to enhance AI capabilities and acceptance. In addition, future
studies are expected on considering individual differences or related to acceptance attitudes.
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o] Al EffectE& "Al is whatever hasn't been done
yet.(RITA TS o} AFatA] &2 A& dd=rh” 2
a1 7HAsHA &SI EHS]. Al Effect= W=, 4, of
Aok 571 9] AdRlehdel] EAflehe Ao ZAEATHI,10].
Al Effect &%

EA, Al Effect7} Q1845 780l nAE= d&s Lo}
o wx|eto 2 Al Effect7} &8s AFEAA <1
AT AHAEE QA7) AFAT G-l o gk ko]
W X=X & velgi)

Ay ApderE A F7HE E 5 9
A WMARE APATE NEA LR AFAFe X

e Ao Ao, - WA= e A s 8 A=

Judgment )<

RA2E o] &3 1EA TS 2AAR FHo, 2RI
Ag 7lo] elAAA & w v s}
A

7t AAeE x
EAE Y
B e

ZAukal o7 713 9= TAM(Technology Acceptance
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Table 1. Definition of prior experience

Prior Studies

Definition

Choi et al.
[11]

Experience defined as direct experience using a target
system

Taylor & Todd

Prior Experience Participant is described as who using

[14] the actual system.
. Prior experience is defined as the totality of externally
Smith et al. . g
[18] observable, direct and/or indirect, human—computer
interactions which transpire across time
Venkatesh  |Prior Experience is direct hands—on experience with
[19] the system.

Venkatesh &
Davis [20]

Experience defined as experience as sing a target
system
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Fig. 1. Research Model
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Table 2. The existence of Al Effect

Perceived Prior Experience in Al Freq. Percentage
Product/Service (person) (%)
Not Use 43 40.9
Below once a month 21 20.0
2—3 time a month 17 16.2
1-2 times a week 13 12.4
3—4 times a week 6 5.7
Everyday 5 4.8

Actual Prior Experience in Al Freq. Percentage
Product/Service (person) (%)
0 9 8.6
1-2 21 20.0
3—4 43 41.0
5—6 16 15.2
Above 7 16 15.2

A1 Bl oy | P
Exist 34 32.4
Not Exist 71 67.6
Total 105 100.0
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(Table 3 #=).

Table 3. Not recognized Al Product/Service list in Al

4.2 Al Effect EAst= AF8A} EA

A e, 8t ea

Effect = o°1 Al Effect®] &4 °4T°ﬂ FEE MAEAE
- B A= Table 40 AAE upe}l o], AFEnt 2}
. req.
Al
product/service (o 7]_ 9)\ Zigi L}E]—‘;}_TT_(XZZ 6.683, p:0.0IO), 01
Smart H 1
mer o 3 ’d B}t Al Effect A HlZe] of 2v] =4
Smart Factory 0 - w -
T 5 B} T3k Al Effect™ 13450l g %]
obo Advisor
= vl Al 5= Ak 2= 9lowm oJ_;(V_XN
Speech recognition service 12 - g5t @ T olemz, <l ] 14
= . = . o
Automatic spam mail blocking/filtering 12 ;{é ﬂE 77@ qul':—(l 604 E%E}, 7 UHT ZEL
Automatic/Related Searching Keyword 23 oF =438 & Al Effectele] #AS ’\E.ﬂi @
Photo tagging 8 7}, Table 59} Zo] Al Effect’} &84 &
Recommendation system 10 9] ?l_g_;qlg_ ;q}jl T 4943 Al Effect7} %‘
Autonomous Vehicle 0 = -
s ; T 244 RT o A e AL, ] Aol
atbot
= u]sk 7 o AZ5Y) = =
Text/VoiceTranslator 19 — ]‘— Aoew A3 ]MD]'(t 2.309. p 0.023).
GPS/Navigation 32
Table 4. Characteristics of Paticipant with Al Effect
AI_EFFECT
- = Chi—Square Test p—value
Not Exist Exist
Freq. 31 24
Female Expected Freq 37.2 17.8
Percentage (%) 56.4 43.6
Gender 6.683a .010
Freq. 40 10
Male Expected Freq 33.8 16.2
Percentage (%) 80.0% 20%(20.0
Freq. 28 12
20s Expected Freq 27.0 13.0
Percentage(%) 70.0% 30.0%
Freq. 21 11
30s Expected Freq 21.6 10.4
Percentage (%) 65.6% 34.4%
Age 237 971
Freq. 11 5
40s Expected Freq 10.8 5.2
Percentage(%) 68.8% 31.3%
Freq. 11 6
Oggr Expected Freq 11.5 5.5
Percentage(%) 64.7% 35.3%
High School Freq. 14 8
Graduation Expected Freq 14.9 7.1
or Below Percentage (%) 63.6% 36.4%
) ) Freq. 50 21
Education ([‘JnlxrerS}ty Expected Freq 48.0 23.0 .887 .642
sraduation
Percentage(%) 70.4% 29.6%
Freq. 7 5
graduate school Expected Freq 8.1 3.9
Percentage(%) 58.3% 41.7%
Freq. 71 34
Total Expected Freq 71.0 34.0
Percentage(%) 67.6% 32.4%
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Table 5. t—test of Al Effect and Al knowledge

Levene
Al homogeneity of t test
Effect N | Mean variance test
F p value t p value
Exist 34| 4.44
420 518 2.309 .023
Not Exist | 71| 4.94

4.3 Al Effect®} Q13A5 +&
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of Advice)Z A3t} WOAE A9
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Table 6. Analysis Result (H1)

Levene
Al homogeneity of t test
Effect N | Mean variance test
F p value t p value
Exist 33| .423
227 635 2.376 | .019
Not Exist 66 | .538

4.4 AT APAAE 1A 9 JITAS 78
4.4.1 23 gd=t

AT A 45 8 F HA APS stk 3l
As Ad} Al Effect7} 28 A F 32.4% %=
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Fig. 2. The Step in AI Recognition
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