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Abstract Consumer innovativeness is a force that leads to innovative behavior of
consumer and it is crucial for companies to understand the innovativeness in association with
the new innovative product adoption. The purpose of this paper is to examines the influence
of Consumer’s inherent innovatinvess, product involvement, and product expertise on
consumers'’s vicarious and adoptive innovativeness. For this purpose, the model has been set
and examined the influence of consumer innovativeness, product involvement and product
expertise on vicarious and adoptive innovativeness. The results revealed that 1) consumer
innovativeness would not influence vicarious and adoptive innovativness, 2) vicarious
innovativeness had affect on adoptive innovativeness 3) product involvement had a affect on
both vicarious and adoptive innovativeness 4) product expertise had a affect on vicarious
innovativeness and yet had no affect on adoptive innovativeness.

Key Words : Consumer Innovativeness, Vicarious and Adoptive Innovativeness, Involvement,
Expertise
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Ao wjAeg ~vEZY DSLR 7HHEHE A
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FHE Fdd AAg gigtule] Ag F2l Ay
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= 294 o4 324 °]s} 21 156
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<E 3> gEEA 2 AEA
(1] [2] [3] [4] (5] (6] [7] (8] [9]
(11 | A4 1
[2] | 1ol -043 |1
[B] | 7FHEAS 0.09 0.21 1
(4] | A &-vi 73 3 -0.11 | 0.19 -0.00 |1
[5] | A& a4 -0.29 | 0.20 0.15 0.21 1
(6] | 83214 0.08 -0.03 | 0.05 0.03 0.07 1
(7] | AR a4 -0.06 -0.04 | 0.04 0.24 0.15 0.57 1
(8] | #olx: 0.21 -0.06 | 0.33 -015 |0.16 0.46 0.58 1
9] | A&A -0.06 | -0.12 |0.03 -028 | -0.04 |0.32 053 0.48 1
e 0.90 0.97 0.91 0.94 0.96
3 3t 4.42 2.40 4.07 4.96 392
ETEA 1.09 1.26 1.32 1.09 1.29

52 JHMAS 29tk 7hd 38 AuBA Fade FEHANR
FAA 9F2 A Aolgn ANtEG. <1

ool A AFE AR 2 BPA AFS e Dold melAE AR, ARG qAge Fea
2, 77452 919 SPSS 1409 LISREL 85 WA Ao EAdez feluah] 98 va: gow
o1 g3l ARENS ANtk FREAe) A A GERHARAF-056, p<00L), M 3 e ek
dre R J1EAE Asshe 40w meda(TLl  4sh 5= 22 2vde] Fohe) AAs | o
= 1.00, CFI = 1.00, X*=166.42, df=15), =22 dlo]E 7391 AEEA a3 8840 FAAA D
243} = ; A

Aoz gl HAuok E=3 2y g wHval AASI T <9 2> Bol=
AuPAsAge 27t AR, Belme AuEd FU(ARAF-05%,

= (A ZAF5=023, p<0.05)o] =T
Aoz vehgth webd 744 4
e H ok 7Hd 63 7 7h7h A Abe]

22 747 dAH Hade FobAe) AAs 8 Ha ARgel ARw HAgs Fe804d FEH
A A% LS At AN <aF 2>e] Avsh 2

HEA A (A ZAF=0.27, p<0.01)
R S R REE S

R

HPNES R NPT SEER= U R PNPE =
B
0.56%* e =]
HE ®ols
+8 HaM =
NE B M2y
022\ Ztxe

** p<0.01, * p<0.05
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