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[Abstract]

In this paper, we propose a model to explain the intention to continue using chatbots based on the
Post-Acceptance Model(PAM). We suggest anthropomorphism, personalization, and autonomy as antecedents.
To validate the proposed model, we collected 441 responses from a survey and analyzed them using PLS.
The survey included examples in the form of images depicting high and low levels of anthropomorphism,
personalization, and autonomy in chatbots, aiming to investigate their effects. The study selected participants
aged 20 to 70, covering a range of practical chatbot service users. The collected data were empirically analyzed
using the PLS(Partial Least Squares) structural equation modeling(SEM) approach. The bootstrap resampling
technique was employed during the SEM analysis to calculate model fit indices and confidence intervals.
The results show that anthropomorphism and personalization significantly impact perceived usefulness and
confidence. Autonomy did not directly affect perceived usefulness, but it strongly affected confirmation, which
indirectly influenced perceived usefulness. These findings can help chatbot service providers develop strategies

to increase customers' intention to continue using chatbots.
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I. Introduction
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II. Theoretical Background

1. Chatbot
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2. Post-Acceptance Model(PAM)
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3. Anthropomorphism
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4, Personalization
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5. Autonomy
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2. Hypotheses
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Fig. 2. Example of anthropomorphism levels for a
chatbot: Low level(Left) vs. High level(Right)
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Table 3. Results of reliability and validity indexes

. \ Composite Reliability
Variable | Cronbach's a rho A rho_C AVE
AN 0.785 0.944 0.852 0.663
PER 0.793 0.818 0.877 0.704
AU 0.826 0.845 0.895 0.741
co 0.860 0.872 0.934 0.877
PU 0.853 0.861 0.911 0.773
SA 0.879 0.895 0.925 0.804
Clu 0.879 0.923 0.942 0.891
Table 4. Fornell-Larcker criterion results
Var AU AN CIU SA Cco PER PU
AU | 0.861
AN | 0213 | 0.814
CIU | 0.077 | -0.01 | 0.944
SA | 0.114 | 0.022 | 0419 | 0897
CO | 0.163 | 0.088 | 0.02 | 0.072 | 0936
PER | 0.437 | -0051 | 0.101 | 0.128 | 0.152 | 0.839
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Table 5. R-square

Variable R-square R-square adjusted
CIU 0.175 0.173
SA 0.063 0.059
CO 0.050 0.043
PU 0.239 0.232
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Table 6. Results of hypotheses tests

Org. Sample T-stati | P-val
CheEEee Sample | Mean SUEEY stics ues
H1| AN—CO 0.125 0.129 | 0.054 | 2.299 | 0.022
H2 | AN—PU 0.092 0.094 | 0.052 | 1.769 | 0.077
H3 | PER—CO 0.093 0.094 | 0.049 | 1.922 | 0.055
H4 | PER—PU 0.141 0.143 | 0.048 | 2.936 | 0.003
H5 | AU—CO 0.149 0.152 | 0.050 | 2.984 | 0.003
H6 | AU—PU 0.075 0.075 | 0.050 | 1.499 | 0.134
H7 | CO—PU 0.408 0.407 | 0.035 | 11559 | 0.000
H8 | CO—SA -0.049 | -0.048 | 0.048 | 1.018 | 0.309
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Table 7. Results of hypotheses tests

Hypotheses P-values | Results
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12 | puiperceed Usetunstss | 0077 | Accep
o] sy | 005 | s
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V. Conclusion
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