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Structural Differences in Acceptance Paths Based on Prior Experience
When Introducing Interoperable Services Across Heterogeneous Platforms
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Abstract

This study compares how perceived usefulness (PU), perceived ease of use (PEOU), social influence (SI), and perceived
enjoyment (PE) affect use intention (UI) and recommendation intention (RI) when introducing Apple AirPlay to Google TV OS -
based IPTV set-top box, distinguishing users and non-users of AirPlay (n = 285; 286). Using SPSS 25/AMOS 18, we conducted
EFA, CFA, SEM, and bootstrapping. The measurement models exhibited acceptable fit, and all reliability/validity criteria were
satisfied (CR, AVE, HTMT). Results show that, in both groups, SI, PU, and PEOU significantly influenced Ul, whereas PE was
significant only among non-users. For RI, only the direct effects of PE and Ul were significant in both groups. Mediation analyses
indicate that, in the user group, PU and SI affected RI only indirectly via Ul (full mediation), while in the non-user group all four
predictors had significant indirect effects via Ul, and PE showed both direct and indirect effects on RI. These findings demonstrate
that prior user experience is a key moderator in technology acceptance for cross-platform service integration. Notably, the role of
PE on UI and RI differs by prior experience, extending prior empirical evidence.

Keyword : Heterogeneous platform, Use experience, Set-top box, Use intention, Recommendation intention
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Table 1. Summary of Key Prior Studies on Technology Acceptance and Recommendation Intention

Independent | Dependent -
Ref. | Author(s) (Year) | Research Context Variable(s) Variable Key Findings
Davis PU has a stronger effect on behavioral intention than PEOU;
9l (1989) IT acceptance PU, PEOU ul both positively and significantly influence Ul
[10] Kim et al. Smartphone tourism | PU, PEOU, ul PU and PE have significant positive effects on Ul;
(2015) information app PE PEOU exerts an indirect effect via PU
[11] Park et al. Smart machine PU ul PU significantly and positively influences Ul;
(2019) service quality PEOU affects Ul indirectly through PU
[13] Yun Generative Al PU S| PE ul PU, SI, and PE significantly and positively influence Ul;
(2024) services T findings replicate across experiential technology contexts
[15] | Venkatesh et al. tec%gﬁ)’;;a:g;‘s{ion PE, EE, S, ul All four constructs (PE, EE, SI, FC) significantly influence U;
(2003) (UTAUT) FC S| moderates the PE - Ul relationship
[20] Choi et al. VR device adoption PU. SI, PE ul PU, SI, and PE all S|gn|f|can_tly an_d positively affect
(2017) purchase/use intention
eong ) I , , , , an all positively and significantly influence Ul;
21] J Tourism application PU, PEOU ul PU, PEOU, and PE all itivel d significantly infl ul
(2016) pp PE demographic characteristics moderate the relationships
[25] Cho & Lee Smart TV purchase si ul Sl exerts the largest positive effect on purchase intention,
(2017) intention surpassing PU and PEOU
Lee et al. . PE is a stronger adoption motivator than PU
271 (2018) Smartwatch adoption PU, PE ul for consumers with high inertia
[29] Kim On-demand 020 PU, PEOU RI Both PU and PEOU S|gn|f|clantlly anq positively affect
(2023) recommendation intention
[30] Son Social commerce & PU, PEOU, RI PU and Ul significantly influence RI;
(2014) online shopping ul PEOU does not reach significance in this context
31] Lee Kiosk service PU, PEOU, RI PE is the only belief variable with a significant positive effect
(2019) PE on RI; PEOU is non-significant and shows a negative trend
Jeong & Jeong Both PE (hedonic value) and Ul significantly and positively
(32] (2012) Smartphone use PE, Ul RI affect recommendation intention
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Fig. 1. Research model

Table 2. Summary of Research Hypotheses

Independent | Dependent .
Hyp. Variable Variable Hypothesis Statement
H1 PU ul Perceived usefulness (PU) will have a significant positive (+) effect on use intention (UI).
H2 PEOU ul Perceived ease of use (PEOU) will have a significant positive (+) effect on use intention (Ul).
H3 S| ul Social influence (SI) will have a significant positive (+) effect on use intention (Ul).
H4 PE ul Perceived enjoyment (PE) will have a significant positive (+) effect on use intention (Ul).
H5 PU RI Perceived usefulness (PU) will have a significant positive (+) effect on recommendation intention (RI).
H6 PEOU RI Perceived ease of use (PEOU) will have a significant positive (+) effect on recommendation intention (RI).
H7 PE RI Perceived enjoyment (PE) will have a significant positive (+) effect on recommendation intention (RI).
H8 ul RI Use intention (UI) will have a significant positive (+) effect on recommendation intention (RI).
Use intention (UIl) will partially mediate the relationship between perceived usefulness (PU) and
H9 PU — UI RI o .
recommendation intention (RI).
H10 | PEOU — UI RI Use intention (UI) will partially mediate the relatlpnshlp bgtween perceived ease of use (PEOU) and
recommendation intention (RI).
Use intention (UI) will partially mediate the relationship between perceived enjoyment (PE) and
H11 PE — Ul RI o .
recommendation intention (RI).
H12 Sl — Ul RI Use intention (Ul) will mediate the relationship between social influence (SI) and recommendation intention (RI).
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Cat AirPlay Users (n = 285) AirPlay Non-Users (n = 286)
ategory Number of Cases (n) | Percentage (%) | Number of Cases (n) Percentage (%)
Gender Male 141 49.5 143 50.0
Female 144 50.5 143 50.0
20s 15 5.3 14 4.9
30s 62 21.8 61 21.3
Age Group 40s 74 26.0 78 27.3
50s 83 29.1 77 26.9
60 and above 51 17.9 56 19.6
Undergraduate/Graduate Student 5 1.8 6 21
Occupation Employed Worker 208 73.0 184 64.3
Full-time Homemaker 38 13.3 50 17.5
Other Occupations 34 11.9 46 16.1
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flsf FEXE3(Bootstrapping) < & I & FAS I 2k AR, Q1A 20EA(CFA) Aol M AR He
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Table 4. Descriptive Statistics of the AirPlay User Group
Item Minimum Maximum Mean Standard Deviation Skewness Kurtosis
PUT 3 7 584 1.00 -0.58 -0.52
PU2 3 7 572 1.06 041 2077
PU3 3 7 578 1.00 2045 065
PU4 3 7 5.74 1.07 -0.45 0.77
PEOUT 2 7 555 111 -0.40 -0.37
PEOU2 p) 7 553 144 2044 2049
PEOU3 2 7 567 1,06 2072 0.48
PEGU4 2 7 563 1.09 -0.56 .16
Si 1 7 473 1.44 -0.46 -0.06
Si2 3 7 567 1,04 -0.48 -0.38
Si3 3 7 5.71 1.04 20.45 050
PE1 3 7 575 0.9 -0.40 -0.60
PE2 2 7 556 141 2037 £0.46
PE3 2 7 572 1.06 2050 0.36
PE4 ] 7 576 1.01 070 0.77
Ui 3 7 591 0.9 -0.69 -0.26
Uiz 3 7 5.80 1.03 057 20,40
Ui3 3 7 581 1.04 057 2043
Ui4 3 7 5.88 1.04 20.62 0.47
RI1 2 7 555 1.15 -0.40 -0.55
Ri2 2 7 552 1.20 2047 20.48
Ri3 2 7 555 1,16 -0.51 -0.37
R4 1 7 4.95 1,57 -0.56 20,18
Dummy Gender (Male = 1) 0 1 0.49 0.50 0.02 -2.01
Age 22 73 47.46 11.31 0.03 -0.71

Note. N = 285. PU = Perceived Usefulness; PEOU = Perceived Ease of Use; S| = Social Influence; PE = Perceived Enjoyment; Ul = Use Intention; RI =
Recommendation Intention. All items were measured on a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). Gender was dummy coded (0 = female,
1 = male). Skewness and kurtosis values indicate no serious violation of normality.
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Table 5. Descriptive Statistics of the AirPlay Nonuser Group
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Item Minimum Maximum Mean Standard Deviation Skewness Kurtosis
PU1 3 7 5.37 0.97 -0.14 -0.81
PU2 3 7 5.26 0.98 0.04 -0.79
PU3 3 7 5.38 0.94 -0.21 -0.51
PU4 2 7 5.17 1.10 -0.05 -0.74
PEOU1 2 7 4.83 1.17 -0.03 -0.30
PEOU2 2 7 4.83 1.21 -0.16 -0.39
PEOU3 2 7 4.98 1.20 -0.18 -0.44
PEOU4 1 7 4.93 1.19 -0.26 0.01
S 1 7 4.38 1.40 -0.36 0.17
SI2 2 7 5.07 1.08 -0.14 -0.15
SI3 2 7 5.12 1.12 -0.30 -0.23
PE1 2 7 5.19 1.05 -0.12 -0.40
PE2 2 7 5.00 1.13 -0.07 -0.46
PE3 2 7 5.06 1.14 -0.27 -0.20
PE4 2 7 5.21 1.15 -0.49 -0.14
Ui 2 7 5.23 1.13 -0.29 -0.41
ui2 2 7 5.00 1.17 -0.05 -0.60
uI3 2 7 5.06 1.13 -0.02 -0.62
U4 2 7 5.02 1.17 -0.01 -0.67
RI1 1 7 4.84 1.27 -0.19 -0.01
RI2 1 7 4.84 1.30 -0.22 -0.20
RI3 1 7 4.91 1.23 -0.26 0.10
RI4 1 7 4.44 1.44 -0.21 -0.25
Dummy Gender (Male = 1) 0 1 0.50 0.50 0.00 -2.01
Age 22 74 47.62 11.56 -0.09 -0.87

Note. N = 286. PU = Perceived Usefulness; PEOU = Perceived Ease of Use; S| = Social Influence; PE = Perceived Enjoyment; Ul = Use Intention; RI =
Recommendation Intention. All items were measured on a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). Gender was dummy coded (0 = female,

1 = male). Skewness and kurtosis values indicate no serious violation of normality.
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Table 6. Exploratory Factor Analysis and Reliability Results for the AirPlay User Group
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Factor ltem Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Communality Cronbach’s a
) PU1 0.86 0.72
Perceived
Usefulness L2 0.72 0.65 0.91
PU PU3 0.85 0.78
(PU) PU4 0.65 0.76
. PEOU1 0.90 0.78
Perceived Ease
Of Use PEOU2 0.93 0.85 094
PEOU PEOU3 0.86 0.78
(PEOU) PEOU4 0.89 0.81
. SI 0.46
Social Influence S 04 074 087
(Sh) SI3 0.56 0.76
) PE1 0.73
Perceived PES 061 082
Enjoyment PE3 0.44 0.78 0-86
(PE) PE4 0.72
Ui 0.56 0.84
Use Intention ul2 0.51 0.83 0.95
((S))] uI3 0.59 0.88 :
Ul4 0.58 0.84
) RI1 0.71 0.80
Recommendation R 083 088
Intention &3 0.80 0'79 0.90
(RI) RI4 0.70 0.59

KMO measure of sampling adequacy = .96; Bartlett's test of sphericity, x*(253) = 6,677.49, p < .001; cumulative variance explained = 76.44%.
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Table 7. Exploratory Factor Analysis and Reliability Results for the AirPlay Nonuser Group
Factor Item Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Communality Cronbach’s a
Perceived PU1 0.78 0.70
PU2 0.77 0.74
Usefulness BU3 ) 665 0.91
(PU) PU4 0.62 0.72
Perceived Ease PEOUT 0.89 0.77
£ U PEOU2 0.89 0.78 0.93
‘;EOSS PEOU3 0.84 0.78 :
( ) PEOU4 0.84 0.77
. SI1 0.48
Social 'Snlﬂuence Si2 0.74 0.82 0.88
Sh si3 0.54 0.77
Perceived PE1 0.42 0.77
. PE2 0.43 0.74
Enjoyment PE3 0.65 0.86 0.93
(PE) PE4 0.47 0.81
Ul1 0.80 0.82
Use Intention uUl2 0.80 0.85 0.96
((SD)] Uli3 0.83 0.89 :
Ul4 0.72 0.85
. RI1 0.78 0.85
Recommendation Ri 086 088
Intention B3 0.82 0'79 0.93
R Rid 0.73 0.62

KMO measure of sampling adequacy = .96; Bartlett's test of sphericity, x3(253) = 6,997.79, p < .001; cumulative variance explained = 77.77%.
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Table 8. Correlation Analysis Results for the AirPlay User Group
Variable Gender (Male) Age PU PEOU Sl PE ul RI
Gender (Male) 1
Age 0.04 1
Perceived Usefulness (PU) -0.02 0.07 1
Perceived Ease of Use (PEOU) 0.10 0.00 51 1
Social Influence (SI) 0.06 0.10 71 49 1
Perceived Enjoyment (PE) 0.09 0.11 75** 49 76** 1
Use Intention (Ul) 0.05 0.07 T7 .55** 79 78** 1
Recommendation Intention (RI) 0.03 0.02 .66** A1 74 74* 72+ 1
Note. Pearson correlation coefficients are reported. Gender was dummy coded (0 = female, 1 = male). ** p < .01.
F 9. AirPlay OJARZ ECho| A2 24 ZAxt
Table 9. Correlation Analysis Results for the AirPlay Nonuser Group
Variable Gender (Male) Age PU PEOU Sl PE Ul RI
Gender (Male) 1
Age 0.01 1
Perceived Usefulness (PU) 0.07 0.01 1
Perceived Ease of Use (PEOU) 16** -0.11 48** 1
Social Influence (SI) 0.10 0.09 .63** .54** 1
Perceived Enjoyment (PE) 0.11 0.04 74 61** 79* 1
Use Intention (Ul) AT 0.03 74 B61** T .83** 1
Recommendation Intention (RI) 13" 0.06 .63** 57 72 .78** .80** 1

Note. Pearson correlation coefficients are reported. Gender was dummy coded (0 = female, 1 = male). * p < .05, ** p < .01.
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Table 10. Fit Indices for the Initial and Modified Measurement Models
(with RI4 Removed) of the AirPlay User Group
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DEI SNE DHRM M) HEE

Model

X* (p)

SRMR RMSEA  TLI CFI

Measurement

Initial

Model

381.09(**) 2.46

0.03 0.05 0.98 0.98

Measurement

Modified

Model

(RI4 Removed)

256.58(*+)

1.87

0.03 0.06 097  0.98

Note. *

HyEAlE
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p < .05 * p < .01
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Table 11. Confirmatory Factor Analysis (Competing Model), Composite Reliability (CR), Average Variance Extracted (AVE), and Reliability
(a) Results for the AirPlay User Group

. Observed \
Latent Variable Variable B S.E. B t CR AVE Cronbach's a
PU4 1.00 0.88
Perceived PU3 0.84 0.03 0.87 28.78%**
0.89 0.68 0.91
Usefulness (PU) PU2 0.84 0.03 0.82 26.06***
PU1 0.81 0.03 0.79 24 57**
PEOU4 1.00 0.92
Perceived Ease of PEOU3 0.98 0.03 0.89 34.06%**
0.92 0.73 0.94
Use (PEOU) PEOU2 0.98 0.03 0.89 34.68***
PEOU1 0.94 0.03 0.88 33.89***
SI3 1.00 0.90
ial Infl | . 7 .87
Social Influence (S1) Si2 1,02 0.03 0.90 31,024 0.86 075 08
; ; PE3 1.00 0.91
Perceived Enjoyment 0.84 073 0.87
(PE) PE2 0.94 0.03 0.86 29.52+*
ui 1.00 0.91
i ui2 1.04 0.03 0.94 39.63***
Use Intention 0.95 0.82 0.95
(un ui3 1.06 0.03 0.94 40.36***
U4 1.09 0.03 0.94 40.39***
Recommendation RI1 1.00 0.91
Intention RI2 1.05 0.03 0.95 30, 71** 0.92 0.79 0.90
(RI) RI3 1.00 0.03 0.91 36.14**
X2/df = 256.58/137 = 1.87(***), SRMR = .03, RMSEA = .06, TLI = .97, CFl = .98

Note. *** p < .001.
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E 12. AirPlay DJARS THO] &01M Q01FM, JHHAIE|Z(CR), BREMFE(AVE), ME|Z(0) M 21t
Table 12. Confirmatory Factor Analysis, Composite Reliability (CR), Average Variance Extracted (AVE), and Reliability (a) Results for
the AirPlay Nonuser Group

. Observed \
Latent Variable Variable B S.E. B t CR AVE Cronbach's a
PU4 1.00 0.84
Perceived PU3 0.90 0.05 0.88 18.82 02 073 0.92
Usefulness (PU) PU2 0.92 0.05 0.87 18.43
PU1 0.87 0.05 0.83 17,07+
PEOU4 1.00 0.88
Perceived Ease of PEOU3 1.02 0.05 0.89 21.02***
090 070 0.93
Use (PEOU) PEOU2 1.01 0.05 0.87 2037+
PEOU1 0.96 0.05 0.87 19.97+%+
Si3 1.00 0.91
ial Infl | . 7 )
Social Influence (S1) si2 0.92 0.05 0.87 20,415+ 086 076 088
PE3 1.00 0.90
i - PE2 0.95 0.04 0.86 21,38+
Perceived Enjoyment 092 075 0.94
(PE) PEA 0.91 0.04 0.89 22,55+
PE4 1.01 0.04 0.90 2318w
un 1.00 0.90
Use Intention ui2 1.05 0.04 0.92 25011+
094 080 0.96
(uly Ui3 1.05 0.04 0.94 27.026%
Ui4 1.06 0.04 0.92 25.206%
_ RI 1.00 0.93
Rec‘;"zm‘:“da"m RI2 1.03 0.04 0.93 2857+ 088 065 0.3
n (el;;m RI3 0.93 0.04 0.89 24.41% : : :
RI4 0.93 0.05 0.76 17,23

x2/df = 401.80/194 = 2.07(***), SRMR = .03, RMSEA = .06, TLI = .96, CFIl = .97

Note. *** p < .001.
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F 13. AirPlay ARZ ECHo| AR 7t IHE EjetE BA Zu) ASsiED AVE

Table 13. Discriminant Validity Results among Latent Variables of the AirPlay User Group: Correlation Matrix and AVE

Variable PU PEOU S| PE ul RI
Perceived Usefulness (PU) 0.68
Perceived Ease of Use (PEOU) 0.46 0.74
Social Influence (SI) 0.68 0.40 0.75
Perceived Enjoyment (PE) 0.71 0.40 0.74 0.73
Use Intention (Ul) 0.73 0.46 0.78 0.79 0.82
Recommendation Intention (RI) 0.61 0.36 0.74 0.76 0.75 0.79

Note. Values below the diagonal represent the squared correlations (r?) among latent constructs. Diagonal elements indicate the Average Variance
Extracted (AVE) for each construct.

E 14. AirPlay AFZ EEte| HTMT A2H|E =4 21t
Table 14. HTMT Ratio Results for the AirPlay User Group

Variable PU PEOU S| PE ul RI
Perceived Usefulness (PU) 1
Perceived Ease of Use (PEOU) 0.56 1
Social Influence (SI) 0.80 0.54 1
Perceived Enjoyment (PE) 0.85 0.54 0.88 1
Use Intention (Ul) 0.83 0.58 0.87 0.86 1
Recommendation Intention (RI) 0.73 0.47 0.86 0.83 0.81 1
© 3 148 2t ol Hwat 5 ET 2 A3 e oldl thA
oA 2 AL Ae SRS 7 129 o] ¥F HTMT 38H]& & S43 243 257 98t 27 vet

=5 H = X% 163 7t
& 159 o] dF oA AAS 7F AdddA o Al g Aol o] g By A4S 93 SR

E 15. AirPlay 0JAIE &Efe| FAIH 28 HE EIE 24 Auf ALRED AVE
Table 15. Discriminant Validity Results among Latent Variables of the AirPlay Nonuser Group: Correlation Matrix and AVE

Variable PU PEOU S| PE ul RI
Perceived Usefulness (PU) 0.73
Perceived Ease of Use (PEOU) 0.27 0.70
Social Influence (SI) 0.48 0.36 0.76
Perceived Enjoyment (PE) 0.63 0.43 0.75 0.75
Use Intention (Ul) 0.61 0.43 0.73 0.77 0.81
Recommendation Intention (RI) 0.47 0.37 0.63 0.71 0.71 0.65

Note. Values below the diagonal represent the squared correlations (r?) among latent constructs. Diagonal elements indicate the Average Variance
Extracted (AVE) for each construct.

I 16. AirPlay D|ARS TEe| HTMT A2i|g 24 2t
Table 16. HTMT Ratio Results for the AirPlay Nonuser Group

Variable PU PEOU Sl PE ul RI
Perceived Usefulness (PU) 1
Perceived Ease of Use (PEOU) 0.52 1
Social Influence (SI) 0.70 0.60 1
Perceived Enjoyment (PE) 0.80 0.66 0.87 1
Use Intention (Ul) 0.79 0.65 0.85 0.88 1

Recommendation Intention (RI) 0.68 0.61 0.80 0.84 0.85 1
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Table 17. Results of Hypothesis Testing for the AirPlay User Group
Hypothesis Independent Variable Dependent Variable B B S.E. t Decision

H1 Perceived Usefulness Use Intention 0.22 0.23 0.09 2.54* Supported

H2 Perceived Ease of Use Use Intention 0.08 0.09 0.04 217 Supported

H3 Social Influence Use Intention 0.39 0.39 0.13 2.97** Supported

H4 Perceived Enjoyment Use Intention 0.26 0.27 0.16 1.58 Not Supported

H5 Perceived Usefulness Recommendation Intention -0.04 -0.18 0.12 -1.55 Not Supported

H6 Perceived Ease of Use Recommendation Intention -0.01 -0.04 0.05 -0.70 Not Supported

H7 Perceived Enjoyment Recommendation Intention 0.84 0.77 0.17 4.98*** Supported

H8 Use Intention Recommendation Intention 0.34 0.30 0.13 2.69** Supported

X2 = 270.74(df = 138, p = 0.000), x2/df = 1.96, SRMR = .03, RMSEA = 0.06, TLI = 0.97, CFl = .98

Note. ** p < .01, ** p < .001.
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Table 18. Results of Hypothesis Testing for the AirPlay Nonuser Group

Hypothesis Independent Variable Dependent Variable B B S.E. t Decision
HA1 Perceived Usefulness Use Intention 0.25 0.23 0.06 4.05"* Supported
H2 Perceived Ease of Use Use Intention 0.11 0.11 0.04 2.56* Supported
H3 Social Influence Use Intention 0.35 0.35 0.08 4.41% Supported
H4 Perceived Enjoyment Use Intention 0.31 0.31 0.10 3.19** Supported
H5 Perceived Usefulness Recommendation Intention -0.09 -0.07 0.09 -1.09 Not Supported
H6 Perceived Ease of Use Recommendation Intention 0.03 0.02 0.06 0.50 Not Supported
H7 Perceived Enjoyment Recommendation Intention 0.55 0.48 0.11 5.01** Supported
H8 Use Intention Recommendation Intention 0.54 0.47 0.10 5.21%* Supported

Control Dummy Gender (Male=1) Use Intention 0.14 0.07 0.06 2.39* -
Dummy Gender (Male=1) Recommendation Intention -0.04 -0.02 0.08 -0.43 -

X2 = 423.65(df = 214, p = 0.000), x2/df = 1.98, SRMR = .04, RMSEA = .06, TLI = 0.96, CFI = .97
Note. * p < .05, ** p < .01, ** p < .001.
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Table 19. Mediation Analysis Results for the AirPlay User Group (Theoretical Model)

Path B B p-value* 95% CI [LL, UL] Mediation Effect
PU — Ul - RI 0.08 0.18 p=.176 [-.03, .46] Not Supported
PEOU — Ul — RI 0.03 0.15 p=.147 [-.01, .14] Not Supported
Sl - Ul = RI 0.13 0.23 p=.221 [-.06, .46] Not Supported
PE — Ul — RI 0.09 0.19 p=.184 [-.14, .52] Not Supported
Note. *p-values are based on unstandardized coefficients.
E 20. AirPlay AFS EEH| Op7iE Dt 24 23 (ZY2Y)
Table 20. Mediation Analysis Results for the AirPlay User Group (Competing Model)
Path B B p-value* 95% CI [LL, UL] Mediation Effect
PU — Ul — RI 0.11 0.22 p=.04 [.00, .28] Supported
PEOU — Ul — RI 0.03 0.03 p=.11 [-.01, .10] Not Supported
Sl - Ul - RI 0.22 0.19 p = .04 [.02, 45] Supported

Note. *p-values are based on unstandardized coefficients.



ARE 9] 291 o]F

I 21. AirPlay 0JARS ATl opjHga 24 23t

Table 21. Mediation Analysis Results for the AirPlay Nonuser Group
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Prior Experience When Introducing Interoperable Services Across
Heterogeneous Platforms)

Effect Type Path B B p-value® 95% CI [LL, UL] Mediation Effect
PU — RI -0.09 -0.07 p=.38 [-.31, .10] Not Supported
. PEOU — RI 0.03 0.02 =.79 [-.15, .19] Not Supported
Direct Effect
PE — RI 0.55 0.48 p = .00 [.23, .86] Supported
Ul — RI 0.54 0.47 p = .00 [.24, .85] Supported
PU — Ul — RI 0.14 0.11 p = .00 [.06, .28] Supported
) PEOU — Ul — RI 0.06 0.05 p=.05 [.00, .15] Supported
Indirect Effect
SI - Ul = RI 0.19 0.17 p = .00 [.06, .41] Supported
PE — Ul — RI 0.17 0.15 = .03 [.02, .40] Supported
PU — RI 0.05 0.04 p = .60 [-.16, .25] Not Supported
Total Effect PEOU — RI 0.08 0.08 p = .36 [-.09, .26] Not Supported
PE — RI 0.72 0.63 p =.00 [.44, .98] Supported
Note. *p-values are based on unstandardized coefficients.
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T 7lerd 8950 A48 fraskl Asdhe A5 ovg xpEskE 7154 Al A B 7HAE A
E gFaant 2 PR AR A A WA o] AR A4 ok Bl -
A, & A7 AR AR AR ARe) TlEgE 8 Pgo AL & Uk
18] 2HF WA AAE WS F UASE FAHLE 4 2 A7E v 22 s AUH, ol I A9
Btk 53] AZ4E AL PIARE AdelA e AR WS AAgth AR, & A5 AirPlay 71%5°] IPTV Al
IEE A= A4 Ae 20107 AE3e v AL 3 T AAR HAIEA 22 7P Y AldE L] 7
o A= ARS-O ol et o] gk gako] UEhtA] %L g AT WAl Atk ol 2 el SHEHATE AAl AR
Q8|8 FHE e A H aHE Bk ol& 749 jlo] AT BE=rt AARY SEHoE HEd
YT AEA 2Qle] e g dAS AF e SiE 7 AP Hypothetical Bias)*¢] 7Hs4& Hﬁxﬂﬂ T
o wet ME T J8S FIL T U Ak, Al ok T AAl M As =Y Al S Qe A4 A
g}o] 24 2 -2(Hedonic Adaptation) ©] 222 A 7} sHd Al 5o T2 Q47 wHIE A ggkeng g A
S A Age] gl A )8R elAlE Mu) =g A Al 78 oA 9] o] g} dF tlolEE EA AU AfH
719 EA%0] A= & ESATE HARL o] Js 2 F4 s XS A7t o) FF davt ok
o S BPAE EARS T o AHE 57171 ofd A, & d7e Aol 59 A By BAs 5
7122 71 27L& wholzolE Q1A A HolE AX 3l 7 AT W I F2E A v wske EES MY st
B gl Mul o] A8 §895 84 e A8 RoenE Aok 7 ARA T Aol ek FAH SA A
A A7 AR RS #$-3A Bl AL FdHA garh g JAA 5 FAEASFI F
AR, B ATE FAAEE Teeh AR Ee] 94 A4 AXORZ Folsty thE Fetell A FolskA] ke ARdRE
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