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ABSTRACTS

An Exploratory Study on the Acceptability of
Shared Bicycle Digital Signage as an Advertising Medium™*

Xing, Hai—Chao

M.A., School of Communications, Kookmin University

Ko, Hanjun

Professor, School of Communications, Kookmin University

The purpose of this study is to investigate the acceptability of digital signage, a shared bicycle advertising signage,
which is emerging as a new means of transportation in the Chinese market, For this research objective, this study
used the technology acceptance model, In addition, this study examined the influence of a number of factors on the
acceptance process of the shared bicycle digital signage, These factors are perceived risk, perceived usefulness, and
perceived easiness,

The results of this study are as follows: First, the assumption that the perceived usefulness and perceived easiness
of using of the shared bicycle digital signage would affect the usage attitude and intention was statistically significant
in this study. In other words, both perceived usefulness and perceived easiness have positive effects on usage attitude,
and perceived usefulness has a positive effect on intention to use, Second the usage attitude showed a positive
influence on intention to use, and the perceived easiness of use had a positive effect on perceived usefulness, Finally,
this study showed that perceived risk had a negative effect on the usage attitude and intention to use. Based on these
results, it is suggested that the perceived usefulness, perceived easiness of use, and perceived risk of new advertising

medium are grasped in the future based on the technology acceptance model,

Keyword: Shared Bicycle, Digital Signage, Technology Acceptance Model, Perceived Usefulness, Perceived Easiness

of Use, Perceived Risks
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