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[Abstract]

This study investigates the factors influencing users’ continuous intention to use ChatGPT, a
generative Al service, through the integration of the Information Adoption Model (IAM). It specifically
examines the effects of information accuracy, completeness, relevance, and source credibility on
perceived usefulness. The study further explores how perceived usefulness affects information adoption,
perceived trust, and perceived risk, and how these variables ultimately impact continuous intention to
use. This study employed structural equation modeling (SEM) for data analysis. The results indicate that
most of the proposed hypotheses were supported, although perceived risk did not significantly influence
continuous intention to use. Information characteristics had an impact on perceived usefulness, which in
turn played a central role in shaping users’ trust, risk perception, and information adoption. These
findings offer both theoretical implications for understanding user acceptance in generative Al and

practical guidance for designing user-centered Al systems.

» Key words: Generative Al, ChatGPT, Information adoption model, Perceived usefulness,
Continuous intention to use
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I. Introduction
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II. Theoretical Background and
Hypothesis

1. Information Adoption Model
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1.2 Source Credibility
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IlI. Research Methods

1. Development of the Measurement Items
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2. Data Collection and Sample Characteristics
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Table 1. Sample Characteristics

Frequency o

Characteristics N e
Male 172 771
Gender Female 51 22.9
20 ~ 29 141 18.4
Age 30 ~ 39 168 75.3
> 40 14 6.3

Job Seeker 12 5.4
Office Worker 102 45.7
Job Self-Emponed/ 102 45.7

Business Owner

Etc. 7 3.1
Service Free 178 79.8
Type Paid 45 20.2
Total 223 100.0
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3. Reliability and Validity Assessment

Table 2. Confirmatory Factor Analysis

Factor Items Pa.th T-value |Cronbach's a
Coefficient
Information INA1 0.865 40.358::
Accuracy INA2 0.874 43.645 0.840
INA3 0.873 50.028™"
Information INC1 0.906 69.283™ 0.758
Completeness | INC2 0.888 48,555 )
Information INR1 0.897 51.437"" 0.762
Relevance INR2 0.900 63.626™" )
Source SCR1 0.869 43.101::
Credibility SCR2 0.844 36.051 0.824
SCR3 0.867 40.698™"
Perceived PEU1 0.879 54.932:::
Usefulness PEU2 0.874 41.862 0.834
PEU3 0.847 28.547
Information IAD1 0.866 46.954:::
Adoption IAD2 0.893 57.592 0.861
IAD3 0.895 58.063™"
. PET1 0.892 60.324™
PeTrfj'SVted PET2 | 0849 |37.222°| 0851
PET3 0.892 53.221"
PER1 0.801 30.037"
PER2 0.827 33.226™"
Perceived PER3 0.822 27.611::
Risk PER4 0.838 31.521 0.926
PERS 0.848 37.4117
PERé6 0.847 39.986™"
PER7 0.841 35.782™"
Continuous CIU1 0.866 40191
Intention to | CIU2 0.827 29.867"" 0.826
Use CIUu3 0.891 59.938™"
*xx. p<0.01
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Table 3. Discriminant Validity

Construct
INA | INC| INR| SCR| PEU| IAD | PET| PER| CIU

Corgrut | Meen| SD

INA | 4081| 0840| 0871

INC | 4056| 0849| 0811 0897

INR | 4105/ 0831] 0821 0.787 | 0898

SCR | 4070] 0824| 0852| 0840| 0.805| 0860

PEU | 4058| 0811) 0831| 0833| 0823| 0852 | 0867

IAD | 4048| 0862| 0856| 0815| 0814| 0837| 0828 | 0884

PET | 4051| 0859 0822| 0813| 0801| 0841| 0833| 0806 | 0878

PER | 3871] 0933) 0691| 0687| 0.702| 0686 | 0687 | 0.755| 0.765| 0832

CIU | 4103] 0818| 0846| 0821| 0808| 0.795| 0817| 0801 | 0.795| 0.665 | 0862

Construct

I 0904 | 0892| 0893| 0895| 0900| 0915| 0910| 0940 | 0896
Reliability

Average Variance | g | 4g05| 007/ 0740| 0751 | 0782| 0771| 0693| 0743

Extracted

Diagonal elements are square roof of the AVE. Numbers below
the diagonal elements are correlation coefficients. All correlation
coefficients are significant at the 0.01 level.

IV. Results and Discussion
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