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B Abstract &

The purpose of this study is to examine factors affecting the diffusion and the intention to use, and how these
factors differ among adopter categories. A survey was done to analyze the diffusion of smart-phone, the most popular
and innovative product nowdays. We collected 197 survey questionnaires from smart-phone user and analyzed the
data using SPSS 18.0 and Smart PLS 2.0. PLS (Partial Least Sauare) analysis was implemented before multiple
group-innovator, early adopter, eraly majority- analysis which is categoriezed by Innovation Diffusion Model of Rogers
(1995). The results show that firstly, in innovator group (n=63), the functional and the safety value have significantly
positive effect on user satisfaction. In addition, we found that user satisfaction and the brand loyalty are significatly
associated with the intention of use. Secondly, in early adopter group (n = 67), the design value has significantly
positive effect on user satisfaction and it has significantly positive effect on brand loyalty. Finally, in early majority
group (n = 67), the design value has significantly positive effect on the user satisfaction and it has stronger effect
on the intention of use and brand loyalty. We conclude this paper with the implication of this study to both academia,
business practice, and policy making.
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Source : Rogers, E. M., Diffusion of Innovations
(4th Edition), The Free Press, New York,
1995.

<Figure 1> Relationship between Types of Adopters
Classified by Innovativeness and Their
Location on the Adoption Curve
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(Table 1) Descriptive Statistics of Sample
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Categories of Adopters
Category and Items Sum Innovator Early Adopter Early Majority
Frequenc ratio Frequenc ratio Frequenc ratio Frequenc ratio
CAUEHEY | (o) | FTEAUENEY | (gg) | FTEAUEHIEY | gg) | FICAUENEY ) (op)
sum 197 100.0 63 100.0 67 100.0 67 100.0
Sex maile 114 579 46 73.0 34 50.7 34 50.7
female 83 42.1 17 270 33 49.3 33 49.3
20~29 60 305 13 20.6 25 373 22 32.8
Age 30~39 69 35.0 26 41.3 24 35.8 19 284
40~49 63 345 24 381 18 269 26 388
under 10 mil. won 29 14.7 7 11.1 134 13 194
10 mil.won~20 mil.won 19 96 4 6.3 8 119 7 104
Annual | 20 mil.won~30 mil.won 40 20.3 11 175 15 224 14 20.9
Income | 30 mil.won~50 mil.won 60 305 20 31.7 21 31.3 19 284
50 mil.won~70 mil.won 30 15.2 11 175 10 14.9 9 134
Over 70 mil.won 19 96 10 159 6.0 75
High school 18 9.1 6 95 9.0 9.0
College 29 14.7 9 14.3 9 134 11 16.4
The 5 dergraduat
highest | - Coraracuate or 43 218 13 206 13 194 17 254
Graduate student
level of
education | Bachelor's or Master 102 518 U 510 % 537 B 178
degree
Ph.D. 5 25 1 16 3 45 1 15
(Table 2> Operational Definition of Variables
Variable Operational Definition Source
Functional Value | Usefullness of smartphone Choi(2010)

Social Value

Increase of communication and extension of social network from
using smartphone

Kim et al.(2010)
Self-Developend

Design Value

Subjective visual pleasure and satisfaction fo smartphone

Noble and Kumar(2010)

Safety Value

Protection of privacy and financial safety of using smartphone

Self-Developed

g . . o S . Oliver(1997)
User Satisfaction | Users’ affect with(feelings about) prior smartphone use. Bhattacherjee(2001)
The extent to which members of a social network Venkatesh

Social Influences

influence one anotheris behavior.

and Brown(2001)

Brand Royalty

Reflects how likely a customer will be to switch to another brand,
especially when that brand makes a change in price, product features,
its communication or distribution programs

Aaker(1991)

Continuous Use
Intention

Users’ intention to continue using smartphone

Bhattacherjee(2001),
Kim and Kim(2008)
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A 7F A5 diste] 7 PAE Hwew Al T <Table 1>, A% #8-& <Table 2> 4
3L 7 7hA WeE AR AEPE R R s,

(Table 3> Measurement Instrument

Variable Item Description

funcl | Internet access via smartphone is easy

func?2 | The visibility of smartphone is good

Functional | func3 | The document control function(uploading, downloading and editing) of smartphone is useful

Value func4 | The multi-media function(camera, mp3 player and video player) of smartphone is useful

The multi-media function(camera, mp3 player and video player) of smartphone provides

fnch special pleasure

sociall | It is easy to share my life with friends using smartphone

social2 | Real-time communication with friends using smartphone is easy

Social social3 | Using smartphone makes feel a sense of belonging
Value

Using smartphone enhances my social relationships with others from a long-term
perspective
sociald | Using the digital items sold here helps me make new friends.

social4

designl | My smartphone has easy to use interface

designZ2 | My smartphone has comfort interface design

Design | design3| My smartphone is easy to touch screen control

Value designd The exterior design of smartphone is a one of key factors to determine that the performance
is good
design5 | The exterior design of smartphone is visually harmony with my other stuff.
safel | Financial transactions using smartphone will be safe
Safety safe2 | The personal information will be safe, when using wireless internet with smartphone
Value safe3 | My privacy will be safe, when using wireless internet with smartphone
safed An approaching of finder will not be able to access my personal infromation, when I lost my
smartphone
satis] | Taking into consideration all aspects, I satisfy my smartphone
User satis2 | I would choose a my smartphone If I return at the time to purchase mobilephone

Satisfaction| satis3 | I think that it is a wise choice to purchase my smarphone

satis4 | Overally, my experience with smartphne is satisfactory

effl A person who use same smartphone with me is common

Social eff2 | A person who use same smartphone with me will have similar characteristic as me

Effect eff3 Lots of persons those use same smartphone with me means that my choice is correct

eff4 | I feel good when find looking for someone using same smartphone with me

brandl | I have used a smartphone brands now all the way

brand2 | I choose my favorite brand, regardless of price

Brand

Royalty brand3 | I don't want to change any oher smartphone brand

brand4 | I choose my favorite brand, regardless of function

brandd | I want to buy a same brand smartphone next time again

ntl I will continue to use the current smartphone.

Continuous int2
Use

Intention

I will use the next upgrade model of smartphone which I currently use

int3 | I will use the smartphone which I currently use than others

int4 | If you can, I want to stop to use my smartpone which I currently use
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(Table 4 Exploratory Factor Analysis(Rotated Component Matrix)
Factor Loading
Scale Item
1 2 3 4 5 6 7 8
satis3 906 055 065 024 -.033 187 088 033
satis4 893 034 114 050 -002 175 111 -043
satis2 882 151 077 105 -.089 074 105 003
satisl 881 058 174 051 082 105 064 114
safe? 034 913 065 030 184 135 029 041
safe3 056 904 063 013 186 114 022 114
safel 131 865 079 118 172 076 -015 074
safe4 082 824 073 -065 062 064 117 202
design? 148 094 817 259 19 223 029 001
designl 187 085 798 213 140 206 044 -.040
design3 139 039 771 290 .161 248 -.046 122
design4 046 151 661 124 106 390 232 156
funcd 022 -074 126 796 239 154 -055 -.009
func2 012 140 120 778 193 058 078 -.065
funcl 146 -.008 197 769 120 004 -016 -.130
funch 053 023 258 765 219 026 102 -126
social4 -047 136 093 148 833 143 072 002
social2 013 246 044 167 823 089 039 017
social3 -025 037 248 224 758 134 003 -063
sociall 014 226 134 263 726 -070 -027 039
int2 202 114 330 110 101 848 124 052
int3 222 153 235 082 118 839 113 050
intl 218 158 311 053 096 776 083 092
brandl 139 055 -.018 -.002 044 071 916 165
brandd 061 079 -03%5 -.050 041 072 887 166
brand2 141 -010 217 159 -01 125 765 072
effd 006 092 -.020 -.059 -.062 093 110 919
eff3 -003 132 016 -127 010 019 135 908
eff2 138 267 237 -152 071 073 263 649
eigenvalue 351 347 3.00 293 2.89 257 248 2.33
Variance(%) 12.09 11.98 10.34 10.09 9.96 887 856 8,02
&aﬁfige) 12,09 24.07 3441 4450 54.46 6333 71.88 79.90
% M9 MEE AFS ZA¥e <Figure 3> 4 7o) XA HA o AA 7|E mEo M
<Table 7>¢} 2t} F=x 7Fdstdd & 8714 7} A AR & 22%, BAE S % 7%, AHEAL =Y
A F HI-1, H1-29] 270 7S Al9JstaL 67]¢] % 14%5 z2te o= et
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(Table 5) Results of Convergent Validity Testing.

Variable Scale Item Std. Loading AVE CR Alpha
brandl 092
Brand Royalty brand? 0.87 0.78 091 0.86
brand5 0.86
designl 0.89
. design?2 092
Design Value design3 083 0.76 093 0.90
design4 0.79
eff2 0.91
Social Effect eff4 0.34 0.74 0.90 0.85
eff3 0.83
funcl 0.87
. func2 0.79 -
Functional Value funcd 080 0.68 0.90 0.85
funch 0.84
N intl 0.90
CO“{“E”OES Use int2 0.96 087 0% 0.92
nention int3 093
safel 0.92
. : safe? 0.93
Safety Value safed 0.93 0.83 0.9 093
safed 0.86
satisl 092
L . satis2 0.90
User Satisfaction catis3 093 0.84 0.96 0.94
satis4 0.93
social4 0.79
T sociald 0.86
Social Value sociall 0.8 0.71 0.91 0.88
social2 0.90
Table 6> Results of Discriminant Validity
Item 1 2 3 4 5 6 7 8
1 0.88
2 0.22 0.87
3 0.36 0.20 0.86
4 0.10 0.49 -0.15 0.83
5 0.29 0.64 0.25 0.25 0.93
6 0.13 0.26 0.34 0.10 0.31 0.91
7 0.26 0.33 0.16 0.18 0.42 0.20 0.92
8 0.15 0.39 0.12 043 0.29 0.38 0.07 0.84

Note) 1. 1 : Brand Royalty, 2 : Design Value, 3 : Social Effect, 4 : Functional Value, 5 : Continuous Use Intention,
6 : Safety Value, 7 : User Satisfaction, 8 : Social Value.
2. The bold value in correlation matrix is square root of AVE(Average Variance Extracted).
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{Figure 3 Result of Basic Model Analysis
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(Table 7> Testing Results(H1~H5)

Hypothesis Path path coefficient | t-value SD | Accept/Reject
H1-1 Functional Value => User Satisfaction 0.07 0.80 0.09 Reject
H1-2 Socila Value => User Satisfaction -0.10 0.87 0.11 Reject
H1-3 Design Value => User Satisfaction 031" 3.29 0.10 Accept
H1-4 Safety Value => User Satisfaction 017" 2.55 0.07 Accept

H2 User Satisfaction => Continuous Use Intention 0.36™ 413 0.08 Accept
H3 Social Effect => Continuous Use Intention 0.14™ 2.16 0.07 Accept
H4 Brand Royalty => Continuous Use Intention 0.14™ 1.89 0.08 Accept
H5 User Satisfaction => Brand Royalty 0.26™ 332 0.07 Accept

Note) “p < 0.1, ™ p < .0.05, ™ p < 001
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(Table 8> Result of Significance Test between Groups

D\?ir::jzt Types of adopters N Average S.D S.E F-Vlaue Scheffe
Innovator(a) 63 567 047 0.06
Oonﬁ‘zggganse Early adopter(b) 67 469 0.44 0.05 g%‘ééi{ a>hc
Early majority(c) | 67 371 062 0.08
Note) ™ p < 0.01.
gez feluld Aot 2AGE Ao By = His B4R ASAEelEd tael 47 2%
He ARA BAR, A&Agelwe] o8 1%, 6% AWEL wol: Aew veh,
&2 000002 Fefrfstgion, ek 3+ ook A} T3k A& AKearly adoptor)e] 7 AR&A} T
o|% #lay] flete] AFAH Scheffe BHE % HAE FAE, AL Eelwe] taie] 247
AAGE Aap A EAREY o] gt PR, g 20%, 11%, 6%2] dH &S Kol Aoz eldth
84, A7) BeEA e gl felud A
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i R ! e /\
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(Table 9> Testing Results of Innovator Group(H6)

Hypothesis Path path coefficient | t-value S.D Accept/Reject
HI1-1 Functional Value => User Satisfaction 0.28" 1.50 0.19 Accept
H1-2 Socila Value => User Satisfaction -0.15 054 0.24 Reject
H1-3 Design Value => User Satisfaction 0.07 0.39 0.18 Reject
Hl-4 Safety Value => User Satisfaction 021" 143 0.14 Accept

H2 User Satisfaction => Continuous Use Intention 0.30" 1.96 0.15 Accept
H3 Social Effect => Continuous Use Intention 0.10 0.72 0.14 Reject
H4 Brand Royalty => Continuous Use Intention 0.28™ 2.34 0.12 Accept
H5 User Satisfaction => Brand Royalty -0.01 0.07 0.16 Reject
Note) “p < .01, ™ p < .005 ™ p < 0.01.
(Table 10> Testing Results of Early Adopter Group(H6)

Hypothesis Path path coefficient | t-value S.D Accept/Reject
H1-1 Functional Value => User Satisfaction -0.16 0.76 0.21 Reject
H1-2 Socila Value => User Satisfaction -0.26 1.23 0.19 Reject
H1-3 Design Value => User Satisfaction 0.24" 1.34 0.18 Accept
Hl-4 Safety Value => User Satisfaction -0.08 0.44 0.19 Reject

H2 User Satisfaction => Continuous Use Intention 0.22 0.85 0.25 Reject
H3 Social Effect => Continuous Use Intention 0.14 0.82 0.17 Reject
H4 Brand Royalty => Continuous Use Intention -0.07 0.34 0.19 Reject
5 User Satisfaction => Brand Royalty 034" 2.13 0.16 Accept

Note) “p < .01, ™ p < .005 ™ p < 001
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(Table 11) Testing Results of Early Majority Group(H6)

-
3
Dl el vl e Rl r
2, Q, 2,
Slele|glelglelels
sl @l g ol @ ol @' T Q
QA<D & A<
S
<
AIJ SB[ 2229
Nioc|ls|Ig|lgc|lgclgcl sl
g
El IR
TlS|S|F| =3 =S|~
L
-
g
2 %
HEIBHEEEEE:
ST || |e|s|e|T|a
=]
5]
=3
=
g o
i=|
= S}
HE:
o =28
3 CRICHIRE!
= c >
Q nnUIet
S| 8|S 838 7| S
fO.U.lSnCUy
ZlBlolBl 2“2 )
Sl2| &8l 2P|«
S| S| 8S| 5 s/~
DNIGIE|ZIE| 28]
-1 .U.U =]
slB8|5|&| & E|S|E|8
MM
A | Bl g S| §
NEIEARAN B IS PN
1 e U:@\/:
] AN =} =}
=1 S N O R RN
+ +
vl ol Q| ol &l T
aEETEE e
ARG Zlel 7l1-E
nVVVLmERm
S gl | n
@.nl.a.wbtr.nla_dr
S EGIRARAR IR IR
uo%fwsors
v D[P D|A|=
.2
v
m;lnmq,o%mood‘ro
HEIEIEIE
jan

Note) " p < .01, ™ p < .005 ™ p < 001

al
=

S

Astsl Aol

Aol M= 7]

H o
T -

=l

o)

034, t = 2.13)%r0]

<
T

T

A9l 7AA7L A8

AR wEo] AT A4

I s

3
<

3

FAth

9

0.26, t = 1.63)7} A&} 1t

o<
T =

A1 ZHA (B =A

FAREA} W] A %AHg-o]

3]
L

s},

o

HA

S

o] A(now feln]

T

3

Bo

L78)el A=

ERstT

g9l 47} A}

=
1

.
54

2HEE] 4744 74| (7)
74, A8 7B, B9l 7R, )7 AL

=
LR

FATh

9

o] =]

STk



43

¥ Ao A

of Aol ol A

o

=
ol

o

Q
a1

A A
=

3

dg
Aol o

st
3,

kel
T

gl 7] o] Al e]

3L

=

7 of
o A&

&
&

< ¢

=

=

Folom, 37k

o]

17 AR

A

Analysis on the Diffusion and the Intention to Use among Technology Adopter Categories

Aoy st Ee] 73]

A
&

=]
Rl

o

Ll

A7A % Al 7}

choll o

A
Bk

el

N

|

!

B

Q
=

L

L

T

p

3t

S

Al

=
K3

Aol A A

pi

/g—

o ey dAHes

i

9
w

= I o o e Y
A
2 7EA1 gk YAl 7HA= L2E9] trade-off 7l

NA A

o A7) S gATk
KN

al

A

7]

=
\_
e

8

AApdol AAHL. B A7zl A
A

o

.

fi

i

9
pid

o7}k

A sk AEEA 27 AN FRAGoR

o £ Uo7t 975 st

15|
j=
7]

o

]—E
=
=
s

=g
[¢}

L

ol

o] Ao}
A
57 7]

=
-

5k o]

0

st

A8k Tl AAA e FE

o]

o= HAl
o] saslo] A

3
T

7]

FRAZLE o7k

A

s

AR UERow, o]

o

o]

A4
J 7]

L

e

b

7 2

.

Moore(1991)

L

.

o

1

nA= APFEE 7HA]

pud

}

9
i

TIAE FA
9}$- 2 A (wow factor)z}

4
Ué

S|
)

[¢)

pi

]

]l A

]

oyt 7]

2 Yehton, o)
753} A

PN
=



44 gared - wAdFE -

2Aekal & 4 e 1007 Sl Al Z3H
A g2 Al EAgL @A 100 $uke] A
2UES
I Q7] Wl didAIES ArfEES]
A& Wbl RSHTh AlA, AA AntEE S
o QlojA W A8 e ® OE F8
NS0l & & 9oma H Ao AAs}
B Qe BAANNS EYR SPEEY 8- 3
g Ausietel el @A Eq g
A7rET)
References

Aaker, D.A., Managing Brand Equity, The Free
Press, New York, N.Y., 1991.

Allen, N. and J. Meyer, “The Measurement and
Antecedents of Affective, Continuance and
Normative Commitment to the Organization”,
Journal of Occupational Psychology, Vol.63,
1990, 1-18.

Anderson, EW., Fornell, C. and Lehmann, D.R..
“Customer Satisfaction, Market Share, and
Profitability : Finding from Sweden”, Jo-
urnal of Marketing, Vol.58, 1994, 53-66.

Boztepe, S., “User Value : Competing theories and
models”, International Journal of Design,
Vol.1, No.2, 2007, 55-63.

Bhattacherjee, A., “Understanding Information

Systems Continuance : an Expectation—con—
firmation Model”, MIS Quarterly, Vol.25,
No.3, 2001, 351-370.

Cai, X., A test o the functional equivalence prin-
ciple in the new media environment, Unpu-
blished doctoral dissertation, Indiana Uni-
versity, Indiana, 2001.

Chen, L., M.L. Gillenson, and D.L. Sherrell,
“Enticing online consumers : An extended
technology acceptance perspective”, Infor-
mation and Management, Vol.39, No.8, 2002,
705-719.

Chin, W.W., The Partial Least Squares Appro—
ach to Structural Equation Modeling, In
Dallas E. Johnson(ed), Applied Multivariate
Methods for Data Analysts, Duxbury Press,
1998.

Chiuy, CM,, MH. Hsu, S.Y. Sun, T.C. Lin, and
P.C. Sun, “Usability, quality, value and e-
learning continuance decision”, Computers
and Educations, Vol.45, No.4, 2005, 399-416.

Choi, M.-S., A Study on the Influence of Fac-
tors Such as Personal Innovativeness, So—
cial Influence and User Interface on Smart
Phone Acceptance : Based on an Expanded
Technology Acceptance Model, Ewha Uni-
veristy, Ph.D. Dissertation, 2010.

Choi, M.-S., “An Empirical Study on the Factors
of Smart Phone Acceptance : Based on the
Personal Innovativeness, Social Influence and
User Interface”, Journal of Korea Design
Forum, Vol.33, 2011, 189-200.

Davis, F.D., “Perceived usefulness, ease of use,
and the user acceptance of information te—
chnology”, MIS Quarterly, Vol.13, No.3, 1989,
319-340.

Davis, F.D., R.P. Baggozzi, and P.R. Wara-



shaw, “User Acceptance of Computer Te-
chnology : A Comparison of two Theoreti-
cal Models”, Management Science, Vol.35,
No.8, 1989, 932-1003.

DeLone, W. and ER. McLean, “Information sys—
tem success : The quest for the dependent
variable”, Information System Research,
Vol.3, No.1, 1992, 60-95.

Dorsch, M.]., S.]J. Grove, and W.R. Darden, “Con—
sumer intentions to use a service category”,
Journal of Services Marketing, Vol.14, No.2,
2000, 92-117.

Dwyer, F.R., P. Schurr, and S. Oh, “Developing
buyer-sellerrelationships”, Journal of Mar-
keting, Vol.51, 1987, 11-27.

Fishbein, M. and 1. Ajzen, Belief, attitude, in—
tention and behavior : An introduction to
theory and research Reading, MA : Addi-
son-Wesley, 1975.

Fornell, C. and D. Larcker, “Evaluating Structural
Equation Models with Unobservable Vari-
ables and Measurement Error”, Journal of
Marketing Research, Vol.18, No.l, 1981,
39-50.

Gatignon, HA. and T.S. Robertson, “A proposi—
tional inventory for new diffusion research”,
Journal of Consumer Research, Vol.11, 1985,
849-867.

Gefen, D. and D.W. Straub, “A Practical Guide
to Factorial Validity Using Pls-Graph : Tu-
torial and Annotated Example”, Communi-
cations of the AIS, Vol.16, No.5, 2005, 19—
109.

Holbrook, M.B., “Aims, Concepts, and Methods
for the Representation of Indivisual Diffe-
rences in Esthetic Responses to Design Fea-
tures”, Journal of Consumer Research, Vol.
13, 1987, 337-347.

N2

45

Holbrook, M.B., Consumer Value : A Framework
for Analysis and Research, New York :
Routledge, 1999.

Jacoby, J. and R.W. Chestnut, Brand Loyalty
Measurement and Management, New York

> Wiley, 1978.

Jhee, E-W., A.-Y. Kim, and S.-H. Lee, “Impro-
ving the Security of Mobile Credit Card
Payment Protocol for USIM-based Smart
Phone, Journal of KIISE : Computing Prac—
tices and Letters, Vol.17, No.4, 2011, 259~
263.

Kang, E.-G.,, Y.-H. Kim, and G.-Y. Gim, “A
Study on the Effects of Motivations and
Ability of Using Smartphone on Smartpad
Usage Intention”, Journal of Information Te-
chnology Services, Vol.11, No.4, 2012, 1-23.

Katz, E., ]J. Blumler, and M. Gurevitch, Utiliza-
tion of mass communication by the indivi-
dual, In J. Blumer and E. Katz(Eds.), The
uses of mass communications : Current pers—
pectives on gratifications research, Beverly
Hills, CA : Sage, 1974, 19-32.

Kim, I-K,, D.-K. Sung, and W.-]. Park, “The
Influence of mobile convergence media user’s
gratification sought and contents use extent
upon the gratification obtained of contents”,
Korean Journal of Communication and In-
formation, Vol.55, No.3, 2011, 5-27.

Kim, J.-W. and S.-1. Kim, “A Study on the Ac-
ceptance Intention for Smart Phone by the
Innovation Diffusion Theory : Focused on
Smart Phone Non-Users”, Journal of Infor-
mation Technology Services, Vol.11, No.1,
2012, 15-37.

Kim, J., Human Computer Interaction Introduc-
tion, ahn graphics publishers, Seoul, 2005.

Kim, K. E. and H. W. Kim, “A Balanced Cogni-



46 Sangyun Han - Sung Joo Bae - Se-Bum Park - Eunjung Ma - Hena Han

tion—Affect Model of Information Systems
Continuance for Mobile Internet Service”,
Korean Journal of the science of Emotion
and Sensibility, Vol.11, No.4, 2008, 461-480.

Kim, K, S. Ryoo, M. Kim, and H. Kim, “Deter-
minants of User Intentions to Use Mobile
Web Browsing Service : Self-Efficacy and
Social Influences”, Journal of Information
Technology Applications and Management,
Vol.16, No.1, 2009, 149-168.

Kim, S.-H. and B. Noh, “Effect of Consumer Ex—
pectation on Price and Technological Change
Toward Adoption Delay of Innovations”,
Seoul Journal of Business, Vol.39, No.1, 2005,
37-51.

Kim, S.H., HJ. Park, and BH. Lee, “The Relat-
ionships among Social Influence, Use-Diffu—
sion, Continued Usage and Brand Switch—
ing Intention of Mobile Services”, Asia
Marketing Journal, Vol.12, No.3, 2010, 1-24.

Kim, S.-H., “Effects of Perceived Attributes on
the Purchase Intention of Smart-Phone”,
The Journal of the Korea Contents Associ—
ation, Vol.10, No.9, 2010, 318-326.

Kim, T.-Y. and D.-H. Shin, “The Usage and the
Gratifications of Smartphone Models and
Applications”, Korean Telecommunications
Policy Review, Vol.20, No.4, 2013, 105-130.

Lee, K. and J. Oh, “Diffusion of mobilephone and
Adoption of customers : Group Identity of
N Generation”, Proceedings of the 2000
Conference of Korean Consumption Culture
Association, 2000, 115-126.

Lee, S. and S. Yang, “An Integrative Study on
Continued Use of Web-Based Information
Systems : Focusing on Online Shopping
Sites”, Journal of Information Technology
Applications and Management, Vol.16, No.1,

2009, 51-75.

Leibenstein, H., “Bandwagon, Snob, and Veblen
Effects in the Theory of Consumers De-
mand”, The Quarterly Journal of Economics,
Vol.64, No.2, 1950, 183-207.

Liao, C., J. Chen, and D. Yen, “Theory of plann—
ing behavior(TPB) and customer satisfaction
in the continued use of e-service : An inte-
grated model”, Computer in Human Beha-
vior, Vol.23, No.6, 2007, 2804-2822.

Lin, CS., S. Wu, and R.]. Tsai, “Integrating
perceived playfulness into expectation-con—
firmation model for web portal context”, In-
formation and Management, Vol.42, No.5,
2005, 683-693.

Maslow, A.H., Motivation and personality, Har—
per and Row New York, New York, 1954.

Moore, G., Crossing the Chasm, Harper Business
Essentials, 1991.

Noble, C.H., M. Kumar, “Exploring the appeal of
product design : A grounded, value-based
model of key design elements and relation-
ships”, Journal of Product Innovation Ma-
nagement, Vol.27, 2010, 640-657.

Oliver, R.L., Satisfaction : A Behavioral Pers—
pective on the Consumer, McGraw-Hill, In-
ternational eds, 1997.

Palmgreen, P. and ].D. Rayburn, “Merging uses
and gratifications and expectancy-value the-
ory”, Communication Research, Vol.11, No4,
1984, 537-562.

Park, I.-K. and D.-H. Shin, “Using the Uses and
Gratifications Theory to Understand the
Usage and the Gratifications of Smartphones”,
Journal of Communication Science, Vol.10,
No.4, 2010, 192-225.

Park, J. and S.H. Han, “Defining and Analyzing
User Value of Smartphones”, Proceedings



Analysis on the Diffusion and the Intention to Use among Technology Adopter Categories 47

o the 30th anmiversary of Ergonomics So—
ciety of Korea, 2012, 312-315.

Ram, S., “A model of innovation resistance”, Ad-
vances in Consumer Research, Vol.14, No.1,
1987, 208-212.

Rice, RE., AE. Grant, J. Schmitz, and J. Toro-
bin, “Individual and Network Influences on
the Adoption and Perceived Outcomes of
Electronic Messaging”, Social Networks,
Vol.12, 1990, 27-55.

Rogers, EM., Diffusion of Innovations, 4th ed.,
New York : The Free Press, 199%.

Shih, C. and A. Venkatesh, “Beyond adoption :
development and application of a Use-Dif-
fusion model”, Journal of Marketing, Vol.68,
2004, 59-72.

Straub, D., M.C. Boudreau, and D. Gefen, “Vali-
dation Guidelines for Is Positivist Research”,
Communications of the AIS, Vol.13, No.1,
2004, 380-427.

Thong, J., H. Y1, S.-J.,, Tam, and K. Yan, “The
effects of post-adoption beliefs on the ex-
pectation—confirmation model for information
technology continuance”, International Jour-
nal of Human-Computer Studies, Vol.64,
No.9, 2004, 799-810.

Venkatesh, V.A., “Computers and Other Interac-
tive Technologies for the Home”, Commu-
nications of the ACM, Vol.39, No.12, 199,
47-4.

Venkatesh, V.A. and S.A. Brown, “A Longitudi-
nal Investigation of Personal Computers in
Homes : Adoption Determinants and Emerg-
ing Challenges”, MIS Quarterly, Vol.25,
No.1, 2001, 71-102.

Venkatesh, V.A. and F.D. Davis, “A theoretical
extension of the technology acceptance mo-
del : Four longitudinal field studies”, Mana-

gement Science, Vol.46, No.2, 2000, 186-204.
Venkatesh, V., M.G. Mortis, G.B. Davis, and F.D.
Davis, “User Acceptance of Information
Technology : Toward a Unified View”, MIS
Quarterly, Vol.27, No.3, 2003, 425-478.

Wold, H., Nonlinear estimation by iterative least
squares procedures, In Research Papers in
Statistics(F. David, Ed.), Wiley, New York
1966.

Wu, J. and S. Wang, “What drives mobile com—
merce? An empirical evaluation of the revi-
sed technology acceptance model”, Informa-
tion and Management, Vol.4, No.5, 2005,
719-729.

Wu, J., S. Wang, and L. Lin, “Mobile computing
acceptance factors in the healthcare indus-
try © A structural equation model”, Interna-
tional Journal of Medical Informatics, Vol.
76, No.1, 2007, 66-77.

Yang, HD. and LY. Choi, “The Impact of So-
cial Influence on Information Systems Adop—
tion : An Extension to the Technology Ac-
cptance Model”, Asia Pacific Journal of In-
formation Systems, Vol.11, No.3, 2001, 165~
184.

Yang, 1-Y. and S.-Y. Lee, “Exploring smart-
phone early adopters categories on the ba—
sis of motivations”, Korean Journal of Jour-
nalism and Communication Studies, Vol.D5,
No.1, 2011, 109-139.

Yang, HD. and Y.J. Moon, “The Differences of
Social Influence on Information Technology
Adoption by Knowledge Work and IT Ma-
turity”, Asia Pacific Journal of Information
Systems, Vol.15, No.2, 2005, 97-120.

Yi, M.Y,, J.D. Jackson, J.S. Park, and J.C. Pro-
bst, “Understanding information technology

acceptance by individual professionals :



48 rded - AT - b - A - e

Toward an integrative view”, Information Studies, Vol.11, No.2, 2000, 139-166.

and Management, Vol.43, No.3, 2006, 350~ Yi, Y., J. Kim, and J. Kim, “An Emperical Study

363. on the Current Status of Service Industry”,
Yi, Y., “Comprehensive Review on Customer Sa—- Journal of Consumer Studies, Vol.7, No.2,

tisfaction research”, Journal of Consumer 1996, 129-157.



opo
N
R
™
o,
i
10
r>~
=
g
Jt
B
N2,
>
b
>~
>,
oo
o,
bt
=
=
=5
o2
oSt

<4 About the Authors <

Sangyun Han (syhan@dju.kr)

Dr. Han is a assistant professor of Trade and Commerce at the Daejeon
University. Before joining the Daejeon University, he worked in Korea
Institute of S&T Planning and Evaluation(KISTEP) as a associate research
fellow. And he was also a marketer for industrial business in 3M korea.
Dr. Han received master degree in economics at the Seoul National Uni-
versity and Ph.D.in Business management at the Yonsei University. His
research interests lie in technology innovation strategy, open innovation,
internalization of knowledge and R&D policy.

Sung Joo Bae (sjbae@yonsei.ac.kr)

Dr. Bae joined Yonsei in 2010 after working for The University of Hong
Kong as an Assistant Professor. Dr. Bae finished his doctoral study at the
MIT Sloan School of Management. At MIT Sloan, he studied technological
innovation and entrepreneurship from the user and market-oriented
perspective. His current research focuses on the learning process in which
a manufacturer and its diverse users interact and continually learn from
each other to create better products and services. Many firms are trying
to incorporate user-driven innovations and creative community activities
that are happening outside the firms" boundaries.

Se-Bum Park (seapark@yonsei.ac.kr)

Dr. Se-Bum Park is an associate professor of marketing at the School of
Business, Yonsei University, Seoul 120-749, Korea. His research interests
are in consumer information processing, behavioral economics, meta-cog-
nition, and construal-level theory. His research has been published in
journals such as Journal of Consumer Research, Journal of Consumer
Psychology, Journal of Product Innovation Management, Psychology and
Marketing, Journal of Advertising Research, Asia Marketing Journal, and
Journal of Sensory Studies. Dr. Park received an M.B.A. from University
of Illinois at Urbana-Champaign, and a Ph.D. from Kellogg School of
Management at Northwestern University.

Eunjung Ma (ejma@yonsei.ac.kr)

She is a PhD student at the Yonsei University. She received master degree
in business management at the Ewha woman’s University. She worked in
the Korea research Council for industrial Science and Technology and
Korea Institute of S&T Planning and Evaluation. Her research interests in
Social Network Service, Innovation and Diffusion and Knowledge mana-
gement.

49



50 Sangyun Han - Sung Joo Bae - Se-Bum Park - Eunjung Ma - Hena Han

Hena Han (henaluv@naver.com)

She currently works in TNS korea as a researcher. She received master
degree in business management at the Yonsei University. Her research
interests in investigating needs of products and service of consumers’
Subconsciousness. And currently, the changes in role of consumers which
is taken by digitization is also one of her research area.




