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Abstract

Purpose: Nowadays, many restaurants use serving robots. Initially, many people thought that Covid-19 caused the spread of serving
robots. However, even as the endemic, many restaurants still use serving robots. Therefore, this study examines why many customers
choose restaurants with serving robots, using the UTAUT2 framework. Additionally, this study explores whether shyness has a
moderating effect on these factors. Research design, data and methodology: Data were collected from 307 consumers who had
visited a restaurant using a serving robot and analyzed using SmartPLS 4.0 software. A total of 286 datasets were analyzed. Result:
We found that the precedence factors of UTAUT2 (Performance Expectancy, Effort Expectancy, Social Influence, Facilitating Condition,
Hedonic Motivation) had a positive effect on attitude. Furthermore, attitude had a significant positive effect on Behavioral Intention.
However, shyness did not appear to have a moderating effect among these factors. This is likely due to customers using serving robots
for very short time, as identified in the literature review. Conclusions: As a result of this study, it was explained that Hedonic Motivation
had the most significant positive effect on shaping attitudes toward restaurants using serving robots through the UTAUT2 model.
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1. Introduction SHX|ZE 7|&0| ®A WHsiD, covib19 7t L2[9f
dddes HREEA EAE EYSt= Y2EZO
R @ KT SiHet:E REAR LIANE  Z71517| AIERSHIC (Jang & Lee, 2021). COVID-19 &
MEZXE2 22 7[&=9 &, QHH|9 &5 & 02  AIZEZ $10j2 0|2 A0 it 222 Ex{Uoza.
Relez fd === 2sEH Ak Y ARH AZ|R7| §9 2915 HE0HCt o 1PYoM
MAZR2 OfRH AHO|A o2t Z2 IHEZ2]  mauxto)lx MAYALE  AFZIEIQIDlO] FEZ
dAESRE DN, SAT Sut 22 Ut AR,  3|mlaxt st 2UES QY MEZE S9o| MEE
RO ZHE SHM= EA 2= 5 ACEH (o, 2024). 7|2 MIMoz TQSIA E|RACH (Kimetal., 2018).
OE =9 200 7 O|del 7IHEE &1 U=z 4 St FEZLE 19 7 QIEHE Z3E 718318 He
ZXto[=ol 2HiE 2 7H¥EFSCl 2H| EME  AMOIX|ZH MEHE B3 1 O|MEH Kim et al. (2018)
oizstzl o MERXES ERStH HEEFAS Sof olg AE|7| AIRBIRUCE Kim et al. (2018) Of
ddE ERSD UCt (Kim, 2022). AHAAHFOME oslH AlZtmp At2E AtO|o] ASERS mEmst ez
MERRO| EgS 7k5eiet foez QAH|9l 45,  of7|= AH|RIL S0{LtD QD Kim and Lee (2020)=
ZEHIA J[gel &, d2|1 AZUHIOIZA S AAF A|Zt2 QEX| XtATESl A|Zt0] E|7|E Higte
MAISE UCH (Namkung, 2020; Jo, 2023). SHEEQ| So{LbD QUCHe M X|XMSISICH Mulzge
2024 4 EXAIZS HE OfH] 25% QIME  o|S0| YAEDS LIRS O Al EQT ASER
9,860 2OICt (Ablenews, 2023). CHPHYEZIO|A0| AT A|7tS Z0|1 ZAHTEO| A|ZHS 7HX|H AAE & 2
A1 ZMYzel AY0l THEF2l  797%0H  QzE =22 F 4 ULt QUSRI 2Lt 0|
RN ek T on, TR = 45 BF A osE B3lo| ik x|XAZ SIIE Qlgl Xl n8oj
tEol 2R O §2 XYSCts S YHSIAC  ryst mawxjo|x= M™MZTo| EHEto| AP £E2 0|92
(Park, 2024). O|2{ot AZO|M AtEH ZAZ N = MeEzRo| E30| S| QACt
UAe MHUZR2 ZNMAFZ QU2 ZJUS| O 2 o0AME MEIZE0| AH|IX} QAN MEHZ|T
2SS Al Us AN BIXSMA Sl o= 0|92 oglstn, TS AMEUZE P AEZ 42
MEdX|7b &2 % QUCL 8 OfL|2t 2R2 1Ol hzHo| OiEg Lo|l=H 23 AHZEO EAMO|
2EMNSE KX @1, ME[AE HMSSHD (Hwangetal, 2OIQIX|0f CHSH X|AlQ] ZHS HR7| 9/3}0] UTAUT2
2020), 1 MH|A= QIZH X 20| H|Sdt= AMH|A0 HIoH RES =LSCt AH|XIO| 7|&4829018 nets)y|
QYSIA LELLE| WZ0 (Smyth, 2019) MP=ZR QB AtRE= CHE 0|29 7|82 (TAM,
=gsts A2 nAS0| oich ME[A dibgat I:'|R Technology Acceptance Model), S&7|&+8 2 (UTAUT,
28 0| =20 EICHOstrom etal., 2015). Unified Theory of Acceptance and Use of Technology),
QIAl AMZTE ZHS MH|A AtQlo 20| Zoign HTE SE7IEFEEY(UTAUT2,  Extended  Unified
$7|01|E J|&o| Ojgtoz QI wiH=o|Lt Aj=S  Theoy of Acceptance and Use of Technology) Ol
7150 owstx| e nolA mmmel gge MM e =2 RS /i Ao= YT 2pE
ZQUC} (Song, 2019: Go et al, 2020). EBH, 2oz Qg SY/IE TEZY0IES BIE2E 2H|X MEEX
Axt2|7t BOISEA J|ZE HYASO| ojxo| sojpe  AS=TO Oet BiE X ASelES merstaxt Sty
sYMOl ADE ASI|E I (Li et al, 2019) (Ceon & Choi, 2017). 7|ZQ| A2 7EH 2O
MAUZRO| 2t AASEALE Bhed] AMH[A HEOIM
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MYZR0| OfEA =81 YKo | F=
A7t THEIAZ] ME0|  (Namkung,  2020),

71288011 N0l EjEQt WSOLE AHHE &
A= 7[EQ ATt AHHEEICE Kim and Lee (2020)2)
AF= 7IRAIE AES=s  AH|[AEQ| B
ArEo|EE UTAUT2 O|2S HIERZ #3519 =2
AP QAPHO| QCt dBL &2 s F|AFT}
Ol MHEZER ABS 7|2dE B, &It
ARZo|=7t ot et FHMut YR, 3-H FHEE

Seiot dsolz2 FACk= oM XHo[7h QAL

SESH APRfDF AR APOIS] H=AES Tt dR(E
07|, d2jet ARIE =LStAt St FY0| =2
AMEOl MERRES Z8ole H2EYLZRO HYE
OlE7t O 2 ALE FFoL, 58 0| o[zt
A0 =2 2a7F A0 s HE StnAt St
Ol MERRS E8dtc t2EYS E8dls 140
et OfshE O =€ + UL, 1Z0] MERRS
g8sl= H2ETYS 0|8}=F otz FR KYUS
=MACZN o= ST ol BES Hit HE F42
Afzol SE2H "HES HE = US Ao

2. Literature Review

2.1. Serving Robot

ro
A=

HZNZE L30|2t= X2 A= =
7|E0| Q17H0] £=lStH 03 a2 A +HSI=F
517| QI5t0] THEO{F D (Capek, 2001), AtE S0
o2t MEgE 2RI MHAE 2ReE2 FEEH
(Korea Association of Robot industry, 2023). Z£0 2tst 7
X AFE A MxYHE ERAMYHNNM F=E
O|RO{F2Ll %20z MHAE EX2= 240

O|&3td UL} (Tsarouchi etal., 2016).
pra A

[
=

FAAMAOIM AMH[AE 22 ZHMY SARKL
ARE St AS  EZSIALE  (Park,  2020)

HEHOA MHIAE XSSHs 2XE 2|0[2HCt Jorling
et al, 2019). =L ZEAAOM =E2 2000 HOi =
I eo| ol 2RI AENO| HE ST
(o, 2023) Ol ZH PAEZ TdIA & 2 2
MASO| WEAH 2Z AL (Ivanov & Webster, 2019; Park,
2020; Tung & Law, 2017). I =0 2015 & &2
Henn Na ZHEIOIM= AREERE Ofd =2X0|
Srolstl RUASM (Kang & Oh, 2020) 24
AHOM = 5ta,
A a2lE
= H2EF0] =1 oh &
0 AAZE OARE HelSte
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(Hwang et al, 2020). O S0 ZHY
HiSFAMH|A  OfF2[AH 0|8l HYEQ|
le RORIENE 2 ‘HEZEEE2A 2t
= HE5I 1600 7 Ol DHEO MAU=Z
EE ALt (Shin, 2023). O] Mel=Z
CHof HIE2 & 40 THY MEZ Ol AtE
g o wsts AXMYF (H 200 DHY E
15 o 714z MHYEZR 3t [HE 0|8 =+
O|O|BHE} (Kwon, 2023).
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C[ACE A T[S0 YUHSHHM MYUERQ| AEO|
O[siX|1, o] FZEO|ILt QFH <F o]
LA MHIAE HISE 4= UCH (Smyth, 2019; Hwang,
2020).

CESH HfO|2{A ZEHO|| Cist 32 = SXITHe| AAL
N2 7HX7|1E 3USt= Ol S2Z CHE AtEate|
HEZS S0/7|8 3lYst= 1A0H =222 =8¢
HICH® MEIAE HSE = UACH (Kim & Lee, 2020). 0=



60 The Effect of Serving Robots on Attitude and Behavioral Intention of Restaurant Customers:
Focused on UTAUT?2 and Moderating Effect of Shyness

ot LI=S 71T DAofH e

EEEHEN 22 dANME

R X nk >
> 4[> b
m o ox 2
or @ -
om mo o Jo &2
ngﬂ | o rot
1A ox
kU i o K
= W 0
_l"LI_ D >
J_>||. D -_
] r:JIﬂ
o lonN
* oo o 8
— s = <=
Mo B fu rlo
rlo H rk
X i of
oz T X >
u 0L &
Moo Moo > B
mo o AL O =
mo MY o =
> =
ol N oo
or m
0Z rlr

o
Hm i

0| CHot Ej:=Of 7Y 2 = 0
FRACE 2|1 Hwang et al. (2020)2
70, Xy 7, 7I8H
Fofl CHEH ofo|X|o
SHRUCE

OlME ol2fst SE0| RO
5tof, MEZERE &89t
Bz J2(d IHYEoI=0| S

201X EASHe 22 gimol BXo= dm Ut

me
o
OF

ui
1A
Ol

—~
kU
=

gr=l
Hn
o

Qolst @ste ojfct

oA
e mo |

1
rr EJ{,
Ho '3

o
ne
o
ik
00

2.2. Unified Theory of Acceptance and Use of
Technology 2 (UTAUT2)

MR Zo] MEA HWEE Jls2 AH[XEZE
T8% AQX|E OFsts A2 ZE 20H0M SRt
AT FH F StLio[Ch of2{3t MZoiM T[E0 FE
AHBE[O]  ZE  REE  J|Es82EF  (TAM)It
E7|E482Y  (UTAUT)OIQICE  8X|2t  o|2fst
TES2 o2 EHE AFSO| Qs oA 7 ERfRA,
O] B2 AFO|AME Venkatesh et al. (2012)0f 2[sf

b

QUEL (Byunetal., 2017).

SHEEl S8 7|28 0|2 (UTAUT2)2 Venkatesh et al.
(2003)01 2ls WLE S87|=+80|2 (UTAUT)2 Ul
7R Ee4 (dib|o, =®o|f, Ateld e
HREA)O| HEH F7|, 7HH7HK], S&0|2t2 Sh=

B | o
MZEXl 2olg 7ot Eot Ad, d¥, d¥0l
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iy}
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00t
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(Venkatesh et al., 2012).
UTAUT2 20N ditizs M2
A8S= W0l EF #gss ¥sk=d AU
2HIZOA SEE MY AS 7I06ke A=
Yolltt. =87 [M=

20| golsictn  HZdt=
(Venkatesh et al., 2012).
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(Venkatesh et al, 2012).

x|
Nleg
SLtZ TEHED 4= QUCH (Brown & Venkatesh, 2005; Coulter &
Coulter, 2007). EEBH, Venkatesh et al. (2012)2 sH52| Atz

o

To
Uy
4>
o
n

I

ols Ats = Az 4 (Limayem et al,
2007)Q1 & YAz TJlE4g9 IHE F8%

Venkatesh et al. (20122 UTAUT2 7t H|Z UTAUT 9
Hish O =2 HdYHS 22 A2 AMYO|X|TH ofz{st
Tgo| F7t7F o|2HQl Mlust nHE Soff ZEE
Z{0| otL|z}f, UA|Z O|F0{Zl Zio|2tn AZSIUCE

Ol UTAUT2 ZH0| ZE ¢ SUSHH HE2E|=
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SEOo| otLzl, 2t g0 A CtEA mAE =+
UASEZ olofptcy, o€ =0/ Kim and Lee (2020)=
7|1A3E A8t 9=E Z24517| 2[5 UTAUT2
ZEEZ 7|Htez dap7|nf, =ET|0f ARE FY,
HIRA, AN 57|, 570|2tD St= 6 7HK| KQlut
TE5e DEYHSE 2F0 O E FHSIRACE Et
Jeon and Choi (2017)= ZHIY HE ¥ MH|AE +=85t=
SO E mest7| s UTAUT2 2 7 7HX] 2912
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2.3. Attitude

g 81 2EY 2 AF0M  EEs
WSO|ro| Fash MAQQRICR KAIZO{RCH (Kwon &

Namkung, 2023; Bae et al., 2023; Kim & Lee, 2020). A!7|&

+=82 HYSt=0 AMEBEl= O & 3SRl Davis
(19892 TAM 2 9A EHEE HSOZ9

M@ olo 2 HA|StD QUCt

Davis (1989)01 2[6tM, Eiz== 7{QI0] £& CHa0f
o Lizle 388 £ FEHQ 7tz FHolEC
Davis (1989) 2|0l Eagly and Chaiken (1993), Ajzen (1991),
Fishbein and Ajzen (1977) S0| Ef=E AH[XZF EF
o A &l M=k &, 29/X 0Lt H[=o[X ¢l
Btz Fo|E Wzl ot

Kim and Lee (2021)0 2l5tH O|2{%t Ef=7t &
Z|1Zt0] Xt = E7F CHaof Cish = 7iele &

s £
dgoletn Zolstn QYoM Kwak and Lee (2015)&

HE7h AHXel  wSZ oISl Few
AsRol0j2tn RSt
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ol WM MER 7|&2 +=8dt=0 it

Adots HOEJYEH MHATE Kim and Lee
(0200= ZRAO[= ZAFHOAM F|A3 MH[AF
F&5t=0 A0l AH|XIS| Ej=7} 7|2AF AFEL| =0
odEot ggs Thhe FE Z2HsI”2n, Kwon and

Namkung 2023)2 Ei=% O, MYUERE, EAN E2 S

AEF0M AMEEE MZ2 70 it Ei=7t
Ol A3tz Z2EYO Chgt dWsol=0of fFofot

g2 0Xitts HE AU
2.4. Shyness

HAEZ0M 22X HYME Bt=

Kim, 2018). 2&2 E7|= &HES0
ZHXO|ZEHE2 1 %

2017). Kim and Lee (2020)
AARA|ZHO[2tE 27S| KII|BH| =
M2t EfRlute] HAE HESe =E32 UHECR

FEBISICY,
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>
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mn
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Pilkonis (1977 =&EE2 ARMZEES LlSH=
BYCE o5, o MAARIL =F5 HE0|
=2 MEES0| &M AMRIel HMEEZ Hlst, Atz
Adsgs o oM sk, goHzE L7k
FESIA

C
1996). OFXHZEX| 2 Stritzke et al. (2004)2 +F20| &2
ALZHO| I 2QI0AM O|R0{X|= Ate|d MZAHE CHA

2HEY HaX S& Sof 2eeez 28ske AsS

— (=]
wo MHUTSS O 4-50%0] ot B ALRESO)
WMoz 5SS LN, 7w Ol42 o HE
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TS HES IR UCkn FELLACt Zimbardoetal,
ron etal,, 2005). O|= B2 AIZS0| 52 ME0|

A
A THEDT
oo £580| it A7E Fa8 AT B sfLiats

AL EQAEM g sHos AHE 239
sdat ei oA Y S2| Z2oME A7 FdE| 1
ALt (Lee, 2021). Kwon and Kim (2014)2 O|2{st $14H0|
Z2 MEMeE Qs WA, Xoj7t Qe 77t ROt
71E7tel H=A80| Z0Es 0| LHEHEO[AHLt
a5 90| ddkl= 0| ECtn FHSIUH,
OFEER| 2 SHHO| 229 JItk Ofolel &2
g0 L2 = = ULt

EE Fol= FZUE {20 HF 7|=F E[JAKX|DH
AZL Y O|Fo|E EHS 28 A 289 BHEE
EHSt= AMRO| SRUCH, OIEEQF ET 7|=9
S20| BZtE|7| AZSHALE (Lee, 2021; Kim etal., 2018).

QA BHFSIOM = AEHE DORAEO| A 4HY
H 20k @S O/X|1 A2 (Kang & Lee, 2020),
Q[AILHRIO| QIEHE MH|A 7|2 $80F SiCh=
FA2|7F LD QUCH (Kang etal., 2021).

M2t QIEHE J[=9| ZFMM 2 A7t &3
dgol MHEUER AR ot B 2l
S0 offet FekE O|X[=X| =2QI5t7| 2[5Hd
UTAUT2 EH0M 532 ZEaNE 2
=M5tX}L oiCh Ol MAURRN =53 4 7to
HEHAE SEeEN E AR HEE VN2
ALE

2.4. Behavioral Intention

2.4.1. Revisit Intention
IZAXIO|= BAEROAM 1o == JHAQ OfE
S 490t X ZAEICEH (Namkung, 2020). [H2FA] ZEHXIO|=

-
A7 wRg fEsD
o
=

SR

g A HCE OpIES s Taz e
Alz 5t 8180 M
a

H7| 20 (Bolton, 1998; Cho, 2012;
2 St A2

sagt 2210/t (Woo,

Oppermann, 2000) D2 X|&ZXHO=2
7189 Z71Mel duE sk
Lee, & Park, 2012).

Oh and Kim (2021) YAl 7|Re| ZHE0 B2
Q0oz Ye HYRIES &0 %
M A[SHALE,

MYEo =t

e

st 7o

mjo

]
=2
=
OF
ra
Jp
=
rir
MHI
ra
Jp
mjo

Eotet

1
LIEtLHE W22, 22 ’é*i% HEStH= A=
o
= et al

L= ZEE 20[g} (Woo 2; Cole & Scott, 2004).
getd oz AH|[Xt= JHI% EEE AMH[20f  CHSK
3dHez g If 0| ABY 28 7HA|A &It
(Cronin et al, 2000). [M2fA THHEo|EEs= ™o =

IS0 OIZYE MF T AHIAO O BHE i

B0 CHet AntHa=2 FMA|ZD UACEH (Kim, 2018).
QAIAtRY  EoF AHFOME  Kim et al (2018)2
MEL2EO|EE AH|XP X&XoZ  HAER

MHIAE O|83t4 0| fld A[&HXH2= 2AEH0
I- |'—fo o|.h OIEE 7(-|o| |.On|[:|..

Oppermann (1997)2 Y2 NH S StHSH= 42 A
MG =ES= AECH O E HIE FSHOM R[S
ok otz HEE BHME O 3F-E0|H
JS59| MYE 7tsde =0t FHUSICH ety
ML2oe= 58% 9 FH & S0 (Han &

g 20N S35 A+El=

H2=C} (Jani & Han, 2011).

2.4.2. Recommendation Intention
_'_ -|O|EE|- O||:|| 74‘6‘4'61- 7-I :]_E|7 |§ OI_ I_|
o X[QASO0A MESHAAt of= 42, A=
A2 52 *'EI"* HES 0[BT} (Jeong & Kim, 2017). Yi

s =7

and Gong (2008)2 O|0] HEZ L= AMHAE Fst
ALEHO| X[QIOfA| Ol F=HY 2% MY NECtH 2
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212 @2 4 Aom FFewct ol 1S0|
MUZnECt xQl0] FHE B M=o HEolct
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0x
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el

MO FHoE

247t 2 £ ot FHESIRUCE ESE Pritchard (2003)=
d X}

HHZHS0| 1=0| LES HAE FH XS04
FHY 7tsd0| &OH FHSIRALE Ol F B 7ke
AETAZL 012 =Chs FS Q0[S M TO|AM
Hwang et al. (2021)2 ZZAEZO| Cist E =7t
FHO|=O| RoPt S O|XICH= BE LS,
Lee et al. (201002 “1ZI=EIO| CHoH MEHE QL O|OX|7t
YAZO|Z0| Rolot FF¥E Lt BS YHSIAL
It 2 =20Me MYUER YAEEES Y20
OMo| HFOIEE mofsts| Qs AEF0| CHet
BHE=2F YEelE de[d FHOIZo| O/X|l= IS

S8R} ST

3. Research Methods and Materials

3.1. Research Model

Performance
Expectancy

Behavioral
Intention

Hedonic
Motivation

Figure 1: Proposed Model
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4. Analysis

4.1. Demographic Profile of the Respondents

C

an

ZRPO| UHEA E/42 Appendixes 1 If ZHC HEZ9|
GEE HAF (521%)2F X} (47.9%)0|H, HH2 30 COf
(294%)7F 74 W}, CHS2E 20 O (26.6%), 40 Cf
(203%)2| =L = LIEMGICH A A52 2~4 M0 @ O[T
(36.7%)0| 7t& USH, CI222 4 ~6 MOH 2 O|T
(L3N E LIEIRCE St Cigtn ZY (B87%)E
7MY WU, (19.9%) 22
LIEFRICE 22 AR (50.7%)0 7+ Ao,
HMEE (129%) J2[10 F5 (108%) =22 LIEFGCHSee
table 1).

T oo

s
ctgoz HELfE 59

Table 1: Demographic profiles (n = 286)

Category Frequency %

Male 149 52.1
Gender Female 137 47.9
<20 58 20.3
20 ~29 76 26.6
Age 30~39 84 29.4

40 ~49 58 20.3

50> 10 3.5
<20 57 19.9
Yearly Income 20~ =40 105 36.7
(Million won) 40 ~ <60 61 213
60 ~ <80 38 13.3

80> 25 8.7

Below High School 30 10.5
. Junior College 57 19.9
Educational level Undergraduate 168 58.7
Graduate 31 10.8

Student 24 8.4
Office worker 145 50.7
Occupation Profession 37 12.9
Sales/Service Jobs 26 9.1

Housewife 31 10.8

Other/Unemployed 23 8.0

4.2. Measurement Model

5% #4o EIETEe HEEIYTE
ol
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2|8 SmartPLS 4.

rS)
mjo
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MAISIACE (Hair Jr et al, 2021). 2f 0| QQINAY 2t
(Factor loading), 7HEAZ|E  (Cronbach’s o), SEAZ|E
reliability), BoE=AFE  (Average  Variance
Extracted) 20| Appendixes1 ot Z-0| LIEFICE.

HSEEE 4352 flg QOIHI
726~908, H==0| M2|EE LIEILHE Cronbach’s o @i
533-014 2 LIEFICE 28HAIZE (CR)= 806 ~ 932 &
LIEMG 2, d3ste Boa2AMEE
(AVE)Zt2 599~ 765 2 LIEtLE
(Hair Jretal., 2021).

e ElEE

(Composite

BESH

AHEICIM S

USEIE 7t BSEIUCE

HE5E <8 Fomell-Larcker Criterion,
WA YK (Cross Loadings Analysis) ¢ HTMT (Heterotrait-
monotrait Ratio)S ZQISIRACH THEEIE == AVE 29
N&E0| MEEtA A=KCh 7{0F St=0| (Hair Jr et al,
2017) Appendix 2 @t Z0| &EtA=ECt 31 W3 0|
AT BHRIS 2o dtAs=2| Xt5 20| AVE ELOf A2
Ao 2 LIEtLE 2 U0 O|8E 2t A7t TS 749
OHHEISIE 7 HASE|QUCE HTMT  (heterotrait—
monotrait Ratio)”f .091~888 (p < 01)Z L}IEIL 2=
HAHZt0| THHEMEEO| USEIACE (Henseler et al.,
2015)

2]

4.3. Assessment of Structural Model

2 70 g @Y

-

12 SmartPLS 40 2 E83IUCH
OhEsaddat 43 o58gs, #R2Y Mok
ot =2 2XMSIRACH (Hair Jr et al, 2021). ™
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4.4. Hypotheses Testing

4.4.1. Hypotheses Testing
A—IHIEE E-”ﬁEEI'Ql 7|*
=8 7o, ARlH
5, HE, A3 2o #1228 A E 24 Bit=
Appendix 3 2} ZLCEHLI~H5 & 7 9l
Ef=0f DiX|= FE 24517| flet A2z, dut7|r)
(B=.168, t-value =2929, p<.01), =3 7|C{ (B=.109, t- value
=1.982,p<.01), At2|X FEF (B=.222,t-value=4.371,p<.01),
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4.4.2. Effect Size Analysis
[IAT| (effect size, BHEMS JZTHHSEN CiS
S0 YN ZHE LIEHHCE (Chin, 1998). f2= 02

(&), 15 (&), .35 (el Ml 7|E2=2 FE3SH=H| (Cohen,
1988), Appendix 4 2F Z0| =EH=0l H17(CH (038),
|0 (019), AMR|H Fek (088), HEIZA (023)0]
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4.4.3. Moderating Analysis
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5. Discussion and Implications
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Appendixes
Appendix 1: Measurement model
Constructs and items f:z::g :(;:zgs a C.R AVE
Performance Expectancy .882 911 .630
Serving robots enhance the effectiveness of restaurant use. .826
Serving robots make using restaurants easier. .811
Serving robots are more helpful in using restaurants. 794
Serving robots make the use of restaurants more useful. 791
Serving robots improve the quality of restaurant services 174
Serving robots allow restaurant services to be performed more quickly. .764
Effort Expectancy .867 910 716
The instructions for using serving robots are easy to understand. .885
Serving robots are easy to adapt to. .862
Learning how to use serving robots is easy. .823
Serving robots are easy to use. .812
Social Influence .833 .900 750
People around me have helped me visit restaurants with serving robots. .908
People around me have recommended visiting restaurants with serving robots. .856
People around me are cooperative about me visiting restaurants with serving robots. .833
Facilitating Conditions .533 .806 677
Information on how to use serving robots is easily accessible. .885
Assistance from others (companions or staff) is available if there are issues using serving 755
robots. )
Hedonic Motivation .865 .908 711
It's more enjoyable to be served by a serving robot than by a person. 877
It's more fun to be served by a serving robot than by a person. .847
It's more pleasing to be served by a serving robot than by a person. .847
It's more interesting to be served by a serving robot than by a person. .801
Shyness .844 .882 .599
I don't blend well with other people. .821
I do not ask others even if | don't know something. .820
It's hard for me to look into someone's eyes during a conversation. .759
Talking to strangers is difficult for me. 126
| get nervous when | meet strangers. 740
Attitude .898 929 765
| enjoy visiting restaurants with serving robots. .898
I like visiting restaurants with serving robots. .884
| have a positive impression of restaurants with serving robots. .867
| am favorable towards visiting restaurants with serving robots. .849
Behavioral Intention 914 932 .662
I will actively recommend restaurants with serving robots to people around me(friends, 859
relatives).
I would gladly recommend visiting restaurants with serving robots to those planning to do
so. | would gladly recommend visiting restaurants with serving robots to those planning to .847
do so.
I will prioritize visiting restaurants with serving robots over those served by humans. .836
I will try to revisit restaurants with serving robots. .822
I will speak positively about restaurants with serving robots to others. .780
| enjoy visiting restaurants with serving robots. 175
| would visit a restaurant with serving robots again. .759

x? =1617.577, SRMR = .069, NFI = .771

a: Cronbach's Alpha; CR: Composite Reliability; AVE: Average variance extracted
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Appendix 2: Fornell-Larcker Criterion and Heterotrait-monotrait ratio (HTMT)

Variable 1 2 3 4 5 6 7 8
1. Performance Expectancy 793 705 .669 749 .628 164 739 7134
2. Effort Expectancy 616 .846 519 816 525 185 .643 .602
3. Social Influence 574 441 .866 541 525 287 .684 755
4. Facilitating Condition 527 .570 382 823 492 .091 701 .652
5. Hedonic Motivation 552 452 455 339 .843 162 811 749
6. Shyness -.140 -.155 -.253 -.073 -.144 774 126 139
7. Attitude .660 .569 .595 495 719 -129 .875 .888
8. Behavioral Intention .660 .539 .658 472 .674 -131 .810 .814

Note: Diagonal and italicized are the square roots of the AVE.
Below the diagonal elements are the correlations between the construct’s values. Above the diagonal elements are the HTMT values;

Appendix 3: Structural estimates (PLS)

Paths Estimate t-value p-value f? Results
HI Performance Expectancy — Attitude .168 2.929 .002 .038 Supported
H2 Effort Expectancy — Attitude .109 1.982 .024 .019 Supported
H3 Social Influence — Attitude 222 4371 .000 .088 Supported
H4 Facilitating Condition — Attitude 112 2.373 .009 .023 Supported
HS Hedonic Motivation — Attitude 448 8.847 .000 -390 Supported
Heé Attitude —  Behavioral Intention .806 38.938 .000 1.842 Supported
- Shyness — Attitude .041 .856 .196 .004 -
- Shyness —  Behavioral Intention -.126 .558 288 .002 -
H7-1 Shyness * Performance Expectancy ~— — Attitude -.034 537 296 .001 Non-Supported
H7-2 Shyness * Effort Expectancy — Attitude -017 295 384 .000 Non-Supported
H7-3 Shyness * Social Influence — Attitude .020 431 333 .001 Non-Supported
H7-4 Shyness * Facilitating Condition — Attitude .060 1.180 119 .006 Non-Supported
H7-5 Shyness * Hedonic Motivation — Attitude -.013 235 407 .000 Non-Supported
H7-6 Shyness * Attitude —  Behavioral Intention -.001 044 483 .000 Non-Supported
Independent Variable R? Q?
Attitude .663 .641
Behavioral Intention .653 .603




