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Abstract Smart TVsareequipped with an operating system and combined with internet functionality.Theycan use
various apps and contents, and provide personalized and interactive services. However,the Internet connectivity of
smart TVs has several security vulnerabilities that can cause significant personal and social harm. Therefore,it is
necessaryto develop a smart TV with a higher level ofsecurity than is currently available. In this study, we analyze
consumers' purchase intention for smart TVs with security reinforcement by applying the UTAUT2 model. The results
are as follows. Firstly, it was foundthat performance expectancy, social influence, facilitating conditions and price
value, as important variables under the existing UTAUT2 modelhavesignificant effects on purchase intention.
Secondly, effort expectancy didnot have a positive impact on purchase intention. Thirdly, there was a moderating
effect of gender on social influence. According to the results of this study, social influence has the most powerful
effect on the purchase intention of smart TVs with security reinforcement. Therefore, in order to improve the purchase
intention of smart TVs, it is necessary to expand the publicity activities designed to promote the necessity and
importance of reinforcing the security of smart TVs and make themeasier to use.
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Table 1. Security vulnerabilities and countermeasures
Vulnerability Countermeasure
Due to removing existing
. . Strengthe d
Wireless AP and illegal AP . 'reng en an
N . periodically replace the
LAN replacement or installation, . .
. AP's security password
security Internal network hack .
. settings
possible
Due to market openness,
. P . Strengthen market sc-
extortion of device .
. . reening and downgra-
Contents information and user . .
. . . L. ding system authority
security information by malicious | . . .
L information required by
application can be L
. the application
acquired
Since it is not a personal | Second authentication
Privacy device, it is difficult to means and periodic
security  |protect privacy when using replacement the
two-way service and SNS passwords
Denial of | Device can be exposed to ..
. . . Receiving only messages
service denial of service attack by ..
. . from legitimate users
(DoS) attack malware infection
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Table 2. Operational definitions

number of | previous

variables operational definition R .
P Questions | studies

The degree of personal

belief that consumers

Performance | can gain greater profits [13]

expectancy when purchasing [19]

security-enhanced smart
TVs.
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Effort
expectancy

The degree to which
consumers perceive that
it is easy to use
security-enhanced smart
TVs.

[13]
[20]

Social influence

The degree to which
people around believe
that consumers should
buy security-enhanced
smart TVs.

[13]
[19]

Facilitating
condition

The degree to which
consumers believe that
there is organizational
and technical support
when using
security-enhanced smart
TVs.

[13]
[20]

Price value

The degree to which
consumers believe that
security -enhanced smart
TVs are cost effective.

[15]
[21]

Intention to
buying

The degree to which
consumers are willing to
purchase
security-enhanced smart

[13]
[22]
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Table 3. Demographic characteristics

il

Frequency %
Male 165 50.0
Sex
Female 165 50.0
26~35 110 333
Age 36~45 110 333
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p<001= Yeh} SAA oz frofaf3l
<Table 4>5 HW & Ao ARG Ao Ao
gk Cronbach‘s a#t-2 A7 H E= 910]%03L, =
RS 85, ASIY JFHEE 71, FN2AHRE
76, 7PAZMAAEE 75, Pl EAEE 810% U
siek. ARl A du oz A Es} 60014 U 1)
583 4 glom, 700199 o) N Es vk sieha
3ka 0ol o wf A st vk xAGTE F BE
A7k J001g0lglon], NHE FEE g s
@ % gk
Table 4. Factor analysis
Eigen
. Question factor commun  values  Cronbach‘s
variables . .
number analysis  ality (Total a
dispersion)
al 824 .679
. a2 .830 .689 366
periomanct 3 893 797 \ 91
expectancy (73.11)
a4 889 790
as .837 700
bl 743 552
effort b2 907 823 2.79 35
expectancy’ b3 879 72 (69.76) :
b4 .802 .643
cl .696 A84
social c2 .865 749 2.20 71
influence® 3 828 686  (55.01) :
c4 531 282
dl 772 .596
facilitating d2 .809 .654 2.32 76
condition* a3 683 467 (58.06) :
d4 778 .606
rice value® el .894 798 1.60 75
value .
P & 894 798 (79.84)
fl .894 799
Intention to f2 937 .879 2.61 31
buying® 3 947 896  (65.13) :
f4 178 032
Principal component analysis, Berimax Rotation
'KMO=868, Bartlett's test=1072.533, df=10, p<.001
ZKMO:.769, Bartlett's test=645.501, df=6, p<.001
3KMO:.6O9, Bartlett's test=403.331, df=6, p<.001
4KMOZ.731, Bartlett's test=326.626, df=6, p<..001
*KMO=.500, Bartlett's test=144.161, df=1, p<..001
6KMO:.736, Bartlett's test=772.035, df=6, p<.001
BAAOE ¥ o AT BT IEE Sakab
Al £0.4~0.70]%Fe] B tha =2 dHAATE Qe
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Lol tisto] Aaprivie mr|tls v AU E,
AB)H Gt FAEA, AAEAE e e JuD
AE Bolal Sl= Ae® yehtar vk SysE b
o] A 9 28 ~ 489] AL vehdar gtk
Table 5. Correlation analysis
Performance |  Effort Social | Facilitating | Price
expectancy. | expectancy | influence | condition | value.
Effort 37k
expectancy
SOCial 24*** 33***
influence ’ '
Facilitating g prees o
condition
Price value AR 34xx A4xrx A0*H*
Intcntion to 37*** 31*** .58*** 54*** 58***
buying
<001,

4.4 714 1~62| ZHEE ¢
4.41 CtE3|1HEAQ| Zut
AT 7 1~69] AF
& AAE A= <Table 6>3} 2}, SHHE
el =7, AL A g3, £, TPV E S5
HEl Fuj =S 51.3% AWste ow e
(F=70.215, p<.001). Durbin-Watson®] #to] 197622
715590 200 77HH 0 ofut 4ol 2343l 1A 7] o
ol AAkE m ABBA} ik S guisiy o
zpake} myide] 7P Hn Sy e T e
= ?T_}__O]‘H7] S8 B A4=(Variance  Inflation
Factor: VIF)E 5 23} 131914 1.579] $30I3
oBng g AlE e
G539 2 =7 t(B=-07, n.s)E A9
€ HlEe] ez F(HA FEFE A= A
et AIi(B=12, p<05)¢t AFS]A
(B=.34, p<.001), =X ZA(B=28, p<.001) ¥ 7}47}x
(B=28, p<.00)= Fulojxel FA JaF&
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44,2 714 1~6 Z#S Zat ETV Heldsl AlFel digk Frjejxe] 3
o]l 9IAIA <Table 6>l el 37184 AvE (e ¥ 1A Ao},
EQE B Ao 7M 1~69 P55 Adks vg3 2ok 7H 4, 7 2212 Ln|Ake] P ke )] 4
7 1, A3 71t &R Fuje] Ee)l H(+)e] 3 e A Fojgkes M 4+ AE(=5.51,
g5 uA Folgks M 1 A (=251, p<.001)F St whebr 3 21 ~ulEw
p<.00D)F ATk, webA A7t 2rtETV WPFEE AlFel W el o] A+l o
BPs) AF gk e el )] 3 g5 A Folrk
& A 3ol 7H 5, 74 7HAE vk el ol A(+)e] %
71 2. =8 7)dlE An|Rke] o] H(+)9] 9 S A Zlelgls 7Md 4% AE(t=6.59,
S uH Aoz 7Hd 2% 71ZKt=-1.40, p<00D)E At webx] 714 7hx= Z~ntE
p>.05) S3lth web w87l 2~uETV TV Brs} AlFell gk Fufel o] A(+)
B3l AFel digk Fulee] FAHC o] dgE A Bl
2 Fofdt JS vAA] G AR HTE 7H 6, YA B AEA] 29 Al e AWl A
Ak H(B=-01, ns)> TAXLZ {9314 %+
7V 3, ASA 4 avAbe] Tl el ()< Ao R velgth & Ade 2P fle
FEFS WA Zlolehe 7Hd 32 A E(=6.79, Ao UEhsth

p<00D)HT. webA A1EH Gee 2ol

Table 6. Multiple regression analysis

B(S.E,) Ye; t R AR F VIF
(Constant) -6.27(.04) .00
performance expectancy 11(.04) 11 2517 1.31
effort expectancy -.06(.05) -.06 -1.40 e 1.44
1 o 520 520 70.21
social influence 31(.05) 31 6.79 143
facilitating condition 27(.05) 27 5517 1.57
price value 31(.05) 31 6.58"" 1.48
(Constant) -6.28(.04) .00
performance expectancy 11(.04) A1 249" 1.31
effort expectancy -.06(.05) -.06 -1.40 1.44
2 social influence 31(.05) 31 677" 520 .000 5835™ 1.43
facilitating condition 26(.05) 26 547" 1.58
price value 31(.05) 31 6.53"" 1.52
Gender -01(.04) -01 -25 1.03
(Constant) -.01(.04) -.28
performance expectancy (A) .11(.04) A1 2.59" 1.33
effort expectancy (B) -.05(.05) -.05 -1.07 1.48
social influence (C) 29(.05) 29 627" 1.47
facilitating condition (D) 27(.05) 27 5637 1.61
price value (E) .32(.05) 32 6.86" 1.56
3 545 025 34.64
Gender (F) -.01(.04) -01 -28 1.03
AXF .06(.04) 06 1.27 1.33
BxF .07(.05) 07 1.44 1.48
CxF -.14(.05) 14 298" 1.47
DxF -.04(.05) -.04 -91 1.60
ExF .10(.05) 09 2.01° 1.54

'p<.05, “p<.01, "p<.001
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