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An Empirical Study on Perceived Value and
Continuous Intention to Use of Smart Phone, and the
Moderating Effect of Personal Innovativeness

Joonhyoung Han*, Sungbae Kang**, Taesoo Moon***

With rapid development of ICT (Information and Communications Technology), new services by the con-
vergence of mobile network and application technology began to appear. Today, smart phone with new
ICT convergence network capabilities is exceedingly popular and very useful as a new foal for the develop-
ment of business opportunities. Previous studies based on Technology Acceptance Model (TAM) suggested
critical factors, which should be considered for acquiring new customers and maintaining existing users in
smart phone market. However, they had a limitation to focus on technology acceptance, not value based
approach. Prior studies on customer’s adoption of electronic utilities like smart phone product showed that
the antecedents such as the perceived benefit and the perceived sacrifice could explain the causality be-
tween what is perceived and what is acquired over diverse contexts. So, this research conceptualizes per-
ceived value as a tfrade-off between perceived benefit and perceived sacrifice, and we need to research
the perceived value fo grasp user’s continuous intention to use of smart phone. The purpose of this study
is to investigate the structured relationship between benefit (quality, usefulness, playfulness) and sacrifice
(technicality, cost, security risk) of smart phone users, perceived value, and continuous infention to use. In
addition, this study infends to analyze the differences between two subgroups of smart phone users by the
degree of personal innovativeness. Personal innovativeness could help us to understand the moderating effect
between how perceptions are formed and continuous infention fo use smart phone.

This study conducted survey through e-mail, direct mail, and interview with smart phone users. Empirical
analysis based on 330 respondents was conducted in order to test the hypotheses. First, the result of hypotheses
testing showed that perceived usefulness among three factors of perceived benefit has the highest positive
impact on perceived value, and then followed by perceived playfulness and perceived quality. Second,
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the result of hypotheses testing showed that perceived cost among three factors of perceived sacrifice has
significantly negative impact on perceived value, however, technicality and security risk have no significant
impact on perceived value. Also, the result of hypotheses testing showed that perceived value has significant
direct impact on continuous intention fo use of smart phone. In this regard, marketing managers of smart
phone company should pay more attention to improve task efficiency and performance of smart phone,
including rate systems of smart phone.

Additionally, to test the moderating effect of personal innovativeness, this research conducted multi-group
analysis by the degree of personal innovativeness of smart phone users. In a group with high level of innovative-
ness, perceived usefulness has the highest positive influence on perceived value than other factors. Instead,
the analysis for a group with low level of innovativeness showed that perceived playfulness was the highest
positive factor to influence perceived value than others. This result of the group with high level of innovativeness
explains that innovators and early adopters are able to cope with higher level of cost and risk, and they
expect to develop more positive infentions toward higher performance through the use of an innovation.
Also, hedonic behavior in the case of the group with low level of innovativeness aims to provide self-fulfiling
value fo the users, in contrast to utilitarian perspective, which aims to provide instrumental value to the
users.

However, with regard to perceived sacrifice, both groups in general showed negative impact on perceived
value. Also, the group with high level of innovativeness had less overall negative impact on perceived value
compared to the group with low level of innovativeness across all factors. In both group with high level
of innovativeness and with low level of innovativeness, perceived cost has the highest negative influence
on perceived value than other factors. Instead, the analysis for a group with high level of innovativeness
showed that perceived technicality was the positive factor to influence perceived value than others. However,
the analysis for a group with low level of innovativeness showed that perceived security risk was the second
high negative factor o influence perceived value than others.

Unlike previous studies, this study focuses on influencing factors on contfinuous intention to use of smart
phone, rather than considering inifial purchase and adoption of smart phone. First, perceived value, which
was used to identify user's adoption behavior, has a mediating effect among perceived benefit, perceived
sacrifice, and continuous infention fo use smart phone. Second, perceived usefulness has the highest positive
influence on perceived value, while perceived cost has significant negative influence on perceived value.
Third, perceived value, like prior studies, has high level of positive influence on continuous intenfion to use
smart phone. Fourth, in multi-group analysis by the degree of personal innovativeness of smart phone users,
perceived usefulness, in a group with high level of innovativeness, has the highest positive influence on per-
ceived value than other factors. Instead, perceived playfulness, in a group with low level of innovativeness,
has the highest positive factor o influence perceived value than others. This result shows that early adopters
intend to adopt smart phone as a tool 1o make their job useful, instead market followers infend to adopt
smart phone as a fool to make their time enjoyable. In terms of marketing strategy for smart phone company,
marketing managers should pay more attention to identify their customers’ lifetime value by the phase of
smart phone adoption, as well as fo understand their behavior infention to accept the risk and uncertainty
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positively.

The academic contribution of this study primarily is to employ the VAM (Value-based Adoption Model)
as a conceptual foundation, compared to TAM (Technology Acceptance Model) used widely by previous
studies. VAM is useful for understanding continuous intention to use smart phone in comparison with TAM
as a new [T utility by individual adoption. Perceived value dominantly influences continuous intention fo use
smart phone. The results of this study justify our research model adoption on each anfecedent of perceived
value as a benefit and a sacrifice component. While TAM could be widely used in user acceptance of
new fechnology, it has a limitation to explain the new IT adoption like smart phone, because of customer
behavior intention to choose the value of the object. In terms of theoretical approach, this study provides
theoretical contribution to the development, design, and marketing of smart phone.

The practical contribution of this study is fo suggest useful decision alternatives concemed to marketing
strategy formulation for acquiring and retaining long-term customers related to smart phone business. Since
potential customers are interested in both benefit and sacrifice when evaluating the value of smart phone,
marketing managers in smart phone company has to put more effort into creating customer’s value of low
sacrifice and high benefit so that customers will continuously have higher adoption on smart phone. Especially,
this study shows that innovators and early adopters with high level of innovativeness have higher adoption
than market followers with low level of innovativeness, in terms of perceived usefulness and perceived cost.
To formulate marketing strategy for smart phone diffusion, marketing managers have to pay more attention
to identify not only their customers” benefit and sacrifice components but also their customers” lifetime value
to adopt smart phone.

Keywords : Information Technology, Smart Phone, Perceived Value, Perceived Quality, Perceived Usefulness,
Perceived Playfulness, Technicality, Perceived Cost, Security Risk, Innovativeness
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