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Abstract The purpose of this study is to investigate the factors that influence the intention to continuously use
the RPA program used in the financial industry for those working in the financial industry.

In particular, the purpose of this study is to understand the will to accept and the perception of acceptance
conflict by considering the characteristics of individuals in the relationship between work and information
technology.

As a result of the study, it can be confirmed that the RPA system based on intelligent process automation
including artificial intelligence should be further strengthened in the transformation of a digitalized enterprise
rather than the RPA based on simple task automation that is currently most used. In general, the phenomenon
of cognitive dissonance was prominent for the adoption of new technology, but the phenomenon of cognitive
dissonance did not appear for the continued use of RPA in the financial industry. Able to know. In the future
in the financial industry, it is thought that the change in the labor organization will be accelerated as the
suitability of repetitive tasks and technologies is increased.
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Acceptance Conflict, Perceived Value, Acceptance Intention
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(Table 1) Operational Definition of Variables

Variable Operational Definition
Social The degree tq whlch th0:<e around you who value
Influence RPA with amﬁaal intelligence (AI) are aware of
what they believe you should use RPA for
The degree to which individuals believe that the
Facilitating  |technological and organizational infrastructure is
Conditions  |ready to support the use of RPA with artificial
intelligence (AI).
Business The degree to which i{ndiﬁ/idual§ believe that their
Technical technology and organizational mfrast}mcturga;e
Suitability ready to support the use of RPA with artificial
intelligence (AI)

.. The degree of mutual promotion and acceleration
Individual e . -
Innovation F)etweer} 1nd1v1dga] RPA ‘ser‘\n‘ces and digital

innovation perceived by individuals
The degree of agreement between the expected
Coincidence |effect of RPA using artificial intelligence (AI)
perceived by individuals and actual performance
The degree to which an individual perceives that
Acceptance . R
Conflict the use of a new te-c‘hnolggy is psychologically
uncomfortable and disgusting
Perceived The user’s evaluation of the price paid by the
Value user and the service provided
Behavp ral Planning or willingness to use RPA services
Intention
Intention to Use|Willingness to continue using RPA with artificial
Continuously |intelligence (AI) capabilities
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TLI=907,  RMSEA=.076

SRMR=0.0549% UfER} 28 AFE A5t dubro
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(Table 2) Demographic Characteristics of the
Respondents
Categories N % N %
s L EA | 163 | 668 g | 7 |29
°r oz} 81 [ 332 3t = 183 | 750
20h 2 | 90 ek | m | 221
oo 30tH 56 | 230 1wk | 28 [ 115
e 40t 82 | 336 3dut | 26 | 107
500 o) | &4 | 344 | 2 | sdmw | 21 | 86
An | A%4 | 53 [217| A9 | 104w | 42 [ 172
4 | A4 | 191 | 183 BdnE |48 [ 197
g | A | 221 | 906 15deld | 79 | 324
el | mAFH | 23 | 94 AR 55 | 225
1-20% | 37 | 152 Fo3 | 13 | 53
ax (20099 |15 471 ], 5 g2 | 29 | 119
= _;L 1002999 | 41 | 168 | s | 3B | 143
300-4994 | 23 | 94 A4 | 33 | 135
500904 | 28 | 115 Haggola| 19 | 324

(Table 3) Results of Reliability and Factor Analysis

Factor | Variable | 2% | SE. t CR |AVE| «
Loading

SI2 | 0794 | 0063 | 14410%++

i S| 0867 | - - 0908 | 0.768 | 866
SI5 | 0824 | 0066 | 15.135%++
FC1 | 0882 | - -

FC 5y 0915 (0051 | 1806awws | 000 | 0819 1 891

| BTS4 | 0859 | 0.057 | 16717+ .

BTS (ot T - 0878 | 0782 | 864
03 | 085 | 0043 | 18324+

| | 0927 0935 | 0828 | 920
5 | 0925 | 0043 | 23203+
Col | 0814 | 0061 | 15.120%%+
Co2 | 0879 | 00657 | 17015%++

Co | Co3 | 0819 | 0062 15266+ | 0901 | 0.752 | 917
Cod | 0810 | 0060 | 15019%++
Co5 | 0831
ACI | 0812 | 0053 | 16596+

AC | ACZ | 0930 0928 | 0.810 | 898
AC3 | 0857 | 0052 | 18.080%x+
PVl | 084 | 0.060 | 16384

PV | PV2 | 0873 0952 | 0.800 | .84
PV3 | 0861 | 0.059 | 16822+
B2 | 0848 | 0056 | 17.001%*
BI3 | 0818 | 0.056 | 16.000%*

BI o T oso T - - 0949 | 0.823 | 908
B | 0832 | 0.060 | 16558+

| el | ose | - -
WC 262 [ 0800 0062 | 12706 | 0550 | 0794 | 827

X*=726.256(p=.000), GFI=.819 AGFI=.803, NFI=872, CFI=920,

TLI=907, RMSEA=076 SRMR=0.0549

Industry Promotion Research | 61




28049 o

RISX|S(Al) RPA X|EAIE2

|=of zsh AT

(Table 4) Results of Correlation Analysis

Cate Correlation

gorie| M | SD
S

SI | FC |BTS| 1T | Co | AC| PV | BI |IUC

SI |392]|0.73|.931

0.399
FC | 370|091 | swer |.944

0.40410.601
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