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ASCHI ] SPSS 25.0 DL & AMOS 24.0 #4453 Br
W B B FEHE . SCH AR 4E LAY Cronbach’s o R %X
PO F 0.811 ~0.959 Z[al, = T EUE 0.8, AT FEES
B AA S R BT 0.704 ~ 0.877 ZIA], e LY
0.7 Vh b s £ T P4 223 IUEAE 0.726 ~ 0.892
ZIBIOKT 0.7), UhBH A Fee nT 527, A8kl A 3k
b BRI B PR EAL PR AT TE 0.822 ~ 0.947
Z 18] X R B B B R A RUE™ (R 3). WA
BRI, 45 VA8 e )35 22 B A~y
MRARFEAS F [ A OC Rz B (R UL 4), Bk 5

*3 EEMERELER
AR 5 B A R F 2 fur HAETHRE SR 22 BEHUE. Cronbach’s a

g E=pilcd 0.704 0.726 0.811
il FHIR S5 AL AN e T IRSHARTE it IR 551k v 0.878
161 F R 25 BUALES N RRAIR T AR 55456 P i o 0.857
PR S5 AL A5 T IR SHAR TS iz 0.822
B3 A 0.726 0.765 0.846
& BUIRSS TIML AR NAR 22 5 B AN 0.889
B IS5 BIHL 8 NARSE Z) 56 LA AE M) 15 0.873
5k 55 TURLAR ASE 5 HIRAR A ] 0.861
A A5t 14 0.856 0.854 0.942
5 R4 ML N0 B Sh AR BB 0.940

(O S R TIHLER N B )i R 0.937
5k g5 FIHLAE AR B B Bk Ay 0915

SRR S I SS TIHLd8 N H 8 0.903
t&m 0.877 0.892 0.959
i FAR S5 RIMLES A R (4125 0.947
1 FH R 55 RIS AN R e —Fh By R AF 0.947
F JE R FFI M 55 BUPLe A B N LA FH B T R 0.944
RERERZ M TR AT N B9 AN IR A0 F R 55 BUHLAS A 0.938
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eSS R LI RIS - S o E AT 0.906
AR TRTE M5 AW N T I 2 (s BRI 0.860
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Ao R Ff IR 55 AL A 0911
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RBE BT . AR Y 45 TR AR 34 6 4 (x'=384.592,
df=158, x*/df=2.434, CFI=0.971>0.95, TLI=0.966>
0.95, IF1=0.972>0.95, GFI1=0.932>0.9, NFI=0.953 >
0.95, RMSEA=0.053<0.08, %% 5), 45 L B~ , N+
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TH S (it R, B ) R SRR A M 52 il A
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T F#i%  PU+PEU,PP,SI,PT,IU 963.142 161 5.982 0.098  0.899 0.881 0.899 0.823 0.882
PUPS %l PU+PEU+PP,SL,PT,IU 1438.168 165 8.716 0.122 0840 0.816 0.840 0.772 0.823

ZHTFEE PU+PEU+PP+SIL PT,IU 3461.952 167
THFER PU+PEU+PP+SI+PT,IU 4214.047 169
PAPR TR PU+PEU+PP+SI+PT+IU 4857.304 170

20.730 0.196 0585 0528 0.587 0.570 0.575
24.935 0.215 0.491 0.428 0492 0513 0.482
28.572 0.231 0.410 0341 0412 0462 0.403
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Consumers” Intention to Use Service Robots in

Intelligent Service Environment

LiJun Song Chenpeng Ye Haobin

Abstract: The Fourth Industrial Revolution(41R)—characterized by the fusion of the digital, biological, and
physical worlds, as well as the growing utilization of new technologies such as artificial intelligence, genetic engineer-
ing, cloud computing, robotics, 3D printing, synthetic biology, big data, and advanced wireless technologies, among
others—has ushered in a new era of intelligent services. The expansion and upgrade of the service business is driven
by improving intelligent and technologyenabled services to fulfill customer demand and align products and services to
create great value in a competitive price environment. Service robots continue to permeate and automate the retail, hos-
pitality, food service and many other consumer—facing spaces. Service robots are a crucial medium for providing emo-
tional and social services at the level humans can. China has been the world’s largest market for industrial robots. Chi-
na has pledged to aim to become an innovation hub for the global robotics industry by 2025, as its automation at the in-
dustrial level is now expanding to the consumer level in the whole country. Understanding Chinese consumers” willing-
ness to use them and the psychological factors that influence usage intention is one of the keys to address intelligent
service deficiencies and improve its problem—solving abilities. The objective of this study is to develop a Chinese con-
sumer service robot acceptance model based on the traditional technology acceptance model, and investigate the im-
pact of factors such as robot function, consumer emotion, and social influence on consumers” willingness to use them
in the intelligent service context. Structural equation modeling was performed on a sample of 517 service robots users.
The results demonstrated that consumers” intention to use was significantly influenced by perceived ease of use, per-
ceived usefulness, social influence, perceived pleasure, and perceived trust. In the context of intelligent services, this
research also discovered the interplay between elements at multiple levels. The results are discussed together with rec-
ommendations for best practices in improving customers” willingness to accept service robot technology, enhancing the
in—room guest experience, and promoting better—personalized products and services of robot technology in the hospi-
tality industries. These findings shed light on a deeper understanding of the digital transformation changing the innova-
tion practices of hospitality firms.

Key words : smart service; service robots; technology acceptance model; intention to use

-+ 16



	智能服务情境下消费者对服务型机器人使用意愿研究

