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A Study on the Relationship between Consumer
Characteristics and Acceptance Intention by Applying
Technology Acceptance Model: Focusing on the Use of

Unmanned Fitness Center
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Abstract: The purpose of this study is to verify the relationship model between consumer
characteristics and acceptance intentions using the technology acceptance model to confirm the growth
potential of the unmanned fitness center market and to provide basic data to help find marketing
measures suitable for consumer characteristics. To this end, 500 people who continuously use the gym
were set as the population, and an online survey was conducted focusing on the Fitness community
from August to September 2022. A total of 454 copies were collected, and all of them were encoded
and used for research. As a result, first, it was found that innovative consumer characteristics had a
positive effect on ease of use and usefulness, but relational consumer characteristics did not. Second,
innovative consumer characteristics were found to have a positive effect on acceptance intention, but
relational consumer characteristics were found to have a negative effect on acceptance intention.
Third, it was found that the ease of use and usefulness of unmanned fitness centers had a positive
effect on the intention to accept. This means that consumer characteristics should be considered in the
introduction of unmanned Fitness centers, and marketing measures that can be appealed to consumers
with innovative characteristics should be sought.
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Model: Focusing on the Use of Unmanned Fitness Center

Consumer

" Characteristics 1 —— Technology Acceptance Model ——

Perceived
Usability/ ™

Innovative
property

Intention
to Accep

Relational
property

[29 1] 975
[Fig. 1] Rresearch Model

3. @78
31 A7
of Aol tde AxAe 69 ol ALHom ogeli 5088 mAwowm
AAstar 2022d 8¥FH 9d7bA FAAFRUEE FAHoE 2Rl AERAE
AN F asanvh FPEen, ARzAdde mE Rusee] ATl
AR AT o] [ 112 Aol Fol gk AlsrEe] dRbA 5ot
[ 1] APehgatel ks 54
[Table 1] General Characteristics of Research Subjects
Component Frequency(n) Present(%)
Gender Male 325 71.6
Female 129 28.4
20s 119 26.2
Ade 30s 164 36.1
g 40s 136 30.0
50s and older 50s 35 7.7
6 months to 1 year 76 16.7
Athleti 1to 3 years 127 28.0
? ¢ 410 7 years 163 35.9
Experience
8 to 10 years 69 15.2
for more than 10 years 19 4.2
Total 454 100
32 dF=F
of ATollM AMEH Zae HAEAR AEAE TS BE T"_:"%o]'% A3 Aol A
ERAE L w—sh e EFE ARt TAsn. anAsge wd
ATl AFER 27Hed] eEEE, VSRR A4 ARE-EE
1 5103

3782 107 &3S

=
Hzx 449 *é‘%xl% L%ﬂ@%(zt;zé}?;ﬂ?z?l A=A TE B F=AAE
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291, FANA 7oz #A @A FAR 10)AA WEEHIEAZS %
Al AFgHT o ATelA AETH BEAY T4

4
i
Mo
N

[3 2] AEA T4

[Table 2] Formation of the Questionnaire

Composition indicators Configuration details Configuration details

Innovative Property 3

Consumer Characteristics

Relational Property 3

Perceived Ease of Use 3

Technical Acceptance Model Perceived Usefulness 3
Intention to Acceptance 4

General Characteristics Gender, Age, Athletic Experience 3
Total 19

33 A7EYe) BFHAZ

APATE AR A o] AT 2o Ui e S ASs] 98
1A QRIEAS AAe Ave v [iE 3 #Zo] YEIETE SAHARFY A=
X2624.189(p=.000), df=218, x7df= 2.863 GFI=.904, CFI=.912, NFI=.919, TLI=.920, RMR=.048,
RMSEA=074% et Aries FEAHCEA ARl AR RS

gelstaitt. T NAAEEE 848-914, W FAFE#S 651-727E e} o
71%;‘4 ooz  uyeht FHEYEZS HFEHYEE R e o=

Q1= ATH15].

34 AEAg

ATEAS sty sl FHE 2Hdd AEA F AT 22 Aed
dolE= BAZ23e SPSS26.0% AMOS 2408 Agste] AdE =EFTL
TAH 2 SPSS26.0= AFE-ko]l RIIEEA, cronbach’s o R ZHAAA A S AAE3S
AMOS 24.0% ©]-g3to] SHQlZ el 3} TR AN LY LS AAEI

-1 -1 -

[Table 3] Result of Confirmatory Factor Analysis and Reliability Analysis

Composition concepts and questions SF CR. AVE a
= No bias against new products or services .845
3 . — - -
o s Active in acquiring skills to use new products or services .828 867 685 823
> —
3 g B3 Wiant to use a new product or service first .802
Qo
< 5 X It's good to communicate with others 792
a3 =
= = Q ] .
2 = It's good to bond with others 777 848 651 841
= Prefer communication with people over machines or devices 124
[ . - . . er
@ I don't think it's going to be difficult to use the unmanned gym .852
8248 > 9oIng v 888 | 726 | .852
S = I think it's easy to use an unmanned gym .841
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It is convenient to use kiosks for gym use .812

g The unmanned gym will improve the quality of my leisure activities .885
=) If you use an unmanned gym, you can exercise regardless of time .854 887 723 865

@ I think | can work out at an unmanned gym without looking around .843

Use an unmanned gym to exercise .864

§ I'm thinking of using an unmar.med gym. . .850
2| Usean unmanned gym where you can exercise without interference .849 914 727 870

5 Use an unmanned fitness center where you can conveniently use only the 820

services you want '
x2624.189(p=.000), df=218, GFI=.904, CFI=.912, RMR=.048, RMSEA=.074

4. 723

4.1 A ABA LA

o] ATollAl AT Wlo] ITEIRAY FHEIGAHC] FRE we dEHEEAES
gRIst7] S8 FAAAEAES [ 419 2ol AASEih AaAAEA Ay FAA T
#hol  +.164~7430.2 UEHY AFE  FASkE W ARAIGTY Frel 1003 =E
WG Aol v AR g1 met OgFsI3dadY AR gl Ae=
21 5] L TH16]

[3 4] FaAAETE 3
[Table 4] Result of Correlation Analysis
1 2 3 4 5
1. Innovative 1
Property
2. Relational -
Property 347 !
3. Perceived - "
Ease of Use 518 -193 !
4. Perceived 4145 _172% 628+ 1
Usefulness
5. Intention to 357%* -.164* 569 743% 1
Acceptance
**p<.01, *np<.05
42 ATEY) HFERY

of ATE FAIE Y WEe]l YFEIA, S, BAIHe Fusiw
st Ao uehdel weh FARsGd s JErerds Faae] 2ol
e Fgelwe PAE ] A6 AT AFEYel e ug 7 o
& % Z 9

[e] .
TR AR B o A A= x2712.524(p=.000), df=242, GFI=.902, CFI1=.909, NFI=.914,
TLI=.918 ,RMR=.049, RMSEA=.078% L}E}y;T}.
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[3E 5] IR A=

[Table 5] Suitability of the Research Model

GFI CFI NFI TLI RMR RMSEA x3df
.902 .909 914 918 .049 .078 2.944

43 A8AF
Folgage] el EreRde e 2MAEH e FEwe #AS
FHe] e WA AFRPe] Al utet AH AUAZANE [E 6]} 2ol
e

[ 6] /M7 5247

[Table 6] Result of Hypothesis Verification

Hypothesis Paths Estimate S.E. C.R. Results
1 Innovative Property — Ease of Use 415 124 3.629* Adopt
2 Innovative Property — Usefulness .394 .130 3.224* Adopt
3 Relational Property — Ease of Use -.142 .201 -.561 Reject
4 Relational Property — Usefulness -.108 .164 -.652- Reject
5 Ease of Use — Usefulness .698 141 4.394*** Adopt
6 Ease of Use — Intention to Acceptance 701 112 6.727*** Adopt
7 Usefulness — Intention to Acceptance .759 .104 7.730%** Adopt
*p<.05

1e] Had A4S Aggoldel 3A9FL vA okl PFAL HuA
548 Abggoldl 3493 AL A0 vteht sbddo] el thestimate=.415,
C.R.=3.629, p=.002).

7Hd28] A SALS 840 AAdTFE A Aolne HIAH A4 S
T840 AAGTEFE VA= A2 yEY 7] A e E A th(estimate=.394, C.R.=3.224,

p=.007).

7Hd3e] #AA 5A4E AREEoldel FAGES mE Feove AFAYN #AAH
EAL AREEol el S HAA e AoE YEh 7Rdo] 717bE Sl tH(estimate=-
142, C.R.=-561, p=.075).

7ol AAA 54 & FAGES 1A Aoive HEAN dAH 58S
el S v xA] G Aoz yEhy 7P o] 7] 2y 9 th(estimate=-.108, C.R.=-.652,
p=.098).

7HA59e] Abggolde F&Ade AHGITES wH Folvty HFAT AMEEoldS
Ao AA PGS v = Ao R e U(estimate=.698, C.R.=4.394, p<.001).
7169 AFEEolde FE&o ke BAGRFS A Aonte] HISAH} ALEEolAd

~1 O
7HA7el w8 FEe=d {9&F= mE Aove HITdyw #8442

S8 HAPEFS nxE= Ao R e THestimate=.759, C.R.=7.730, p<.001).

5. =9
of e Rl B2FL FHOR JEFERAS Hgd] 2w 543
Fgolwel WA ekl £l AxFel 4F Jbe e Helaka 2ula 54 RE
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