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A Study on the factor influencing to smartphone adoption in
digital era: Focused on foreign students in Korea

Nam, Chong-Hoon

Abstract

This study focused on smartphone adoption of foreign students who are studying in Korea in
digital media era. Smartphone is not only new media but also social media. Based on former
research, factor for smartphone adoption of foreign students will be analyzed.

Based on TAM theory technological attribute, individual attribute and social attribute were taken
out as independent variables. Perceived ease of use and perceived usefulness are applied as
mediator variables.

In conclusion, some hypotheses for example service quality and individual attribute are rejected as
variables which influence positively to mediator variable perceived easy of use. For the next research
more various variables and nationwide sampling will be needed.
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(2 %)
sales smartphone
volume | volume ratio %

20073 1,151 121 49 10.5
20081 1,209 143 18 11.8
20091 1,114 178 24 15.9
20101 1,202 254 43 21.1
2011 1,306 351 38 26.9
201214 1,732 469 34 32.8
2013 1,838 604 29 385

<Table 1> Status quo for smart phone market
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<3 2> AFFAH A A
Mele EY 50.8%
Female 87 49.2%
Lless 20:21 1% |220~25121 58.4%
3.25-30:35 198% | 4.Over30:0 0%
1 1% grade: 16 90% | 2.2 grade: 17 96%

Educational 15y gerss 186% | 4.4 grade: 61 5%
5. Graduate: 25 141% | 6. Language schook: 25 14.1%
Period for 1. Less lyear: 36 203% | 2 Less 2years: 34 192%
staying in | 3. Less dyears: 34 192% | 4. Less dyears: 34 192%

Korea 5. Less Syears: 39 220%
Ability of | 1. Fluent: 18 102% | 2. Good fer communication: 79 146%

| Korage 3. Understanding for mgjars: 47 | 266% | 4.Bad: 33 18.6%
language

Sex

Ages

1. Business: 54 305% | 2. Humanities: 41 2.2%
Majors | 3. Social science: 25 141% | 4 Engineering: 11 6.2%
5. Artand Sports: ¢ 23% |6.Ecd2 23.71%

<Table 2> Demographic statistics of

respondents
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Variables Cronbach’s Alpha
Immediate Access 881
Service Quality .888
Innovativeness .883
Self Efficacy 877
Perceived Enjoyment 874
Advertisement 892
Social Influence 876
Perceived Ease of Use 875
Perceived of Usefulness 874
Intention to Use .876

<Table 3> Reliability analysis
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Model Summary®
Wodel Change Statstics
AdustedR | Su.Eorol [ RSquare
R |Rsquae | Square | thoEstmate | Change | FChange | dft d2 | Sig F Change
1 7240 524 504 50210 524 26599 7 168 000

4. Predictors: (Constant), Social_Influence, Advertisement, Sendce_Quality, Innovativeness, Immediate_Access, Percelved_Enjoyment,
Self_Efficacy

b. Dependent Variable: Perceived_Ease_of Use

ANOVA"
Modal Sum of
Squares di Mean Square F Sig
1 Ragression 46 540 7 6706 26595 noge
Residual 42605 169 25F
Talal B8.545 176

a, Pradictors: (Constant), Soclal_Influence, Adwrlisem ant, Serdea_ Cuality,
Innowliveness, Immedials_Avcess, Peresived_ Enjoyment, Sell_Efccy

b. Dependent Variabla: Parceived_Ease_of Use
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Coefficients”
Model Standardized
u fcients | Cooffi
B Sid. Efror Bela 3 Sig.

1 iConsiant) 058 268 216 828
Immetiats_Accase m 062 231 3404 Q01
Senvce Quality -053 082 - 054 -850 397
Innowaiveness -061 nea -052 -85 A93
Seff_Efficacy 343 095 (285 3585 000
Parceived_Enjoyment am 098 31z 4134 i
Adverisement 011 064 -010 173 863
Social_Influsnce 174 073 185 2385 018

a, Depandent Variabla: Perceived_Easa_of_Use
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Wods! Summary*
odel Change Statstcs
o | | R | BE | R || w1 | w0 [sgrome
1 46" 556 538 48629 556 | 3024 | A 000

3 Fradios: Constam) Soga nfuenco disament, Sendce Qs noatienass, inmedisin_fcotss Percebad Erfoymont
slf Eficacy

b, Dependent Variable: Percaived_Usehiness

ANOVA®
Model Sum of
Squares df Mean Square F Sig.
1 Regression 50.064 7 7.152 30.244 000
Residual 39.965 168 236
Total 90,028 176
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Model Standardized
@ Goctitonts: | Panaele
B Std. Error Bota t Sig.

1 {Constant) 172 260 661 510
Immadiats_Access 082 060 100 1528 129
Senvice_Quality 083 060 -081 -1482 140
Innovatvensess ~074 085 - 063 ~ 861 380
Sell_Efcacy AD07 082 337 4400 .ooo
Pargeived Enjoyment 312 08z 248 3404 ool
Adwertisement 058 062 092 1577 147
Social_influence 2323 071 307 4.588 000
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Nodel Summary®
Model Change Slalistics
Adjusied R Sid_Emorof R Square ‘ |
R R Square Square the Estimate Change F Change dft an Sig. F Change
T 638 307 0% 55248 I T 000
a Prodicors: (Ganstant). Parsalved_Ease_of_Use
b.Depandent Variable: Porceived_Ussfulness
ANOVA"
Model Sum of
Squares di Mean Squars F Sig,
1 Ragrassion 36612 1 36.612 118.547 ooot
Residual 53416 175 205
Total 80028 176
a. Predictars: {Constant), Perceived_Ease_of Use
b. Dependent Variable: | Useful
Coafficients®
Wodsl Swndardized
Unstandardized Coeficients | Coefficients
[} S, Error Bela t Sig.
T {Constany) 1154 158 5015 000
Perceived_Ease_of Use 638 058 638 | 10952 000
a. Dependent Variable: Perceived_Usefulness
, 3 , o Q 9] w9l (o]
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Modsl Summary*
Nodel Changpsuhsun;
MéuswnR Sid.Error of |
R R Square quare the Estimaty cnauue Mhanuc di Slg. F Change
1 551" 303 285 49587 303 | 37 m 2 I 174 l 00
a Prediciors: (Canstant) Perceived_Usefuiness, Percehed_Eass_of Use
. Dapandent Variable: Intention_ln_Usa
ANOVA®
Model Sum of
Squares df Mean Squars F Sig.
1 Regression 18.683 2 2.347 37.859 00o?
Residual 42.857 174 247
Tatal 61,851 176
a. Predictors . {Constant), Perceived_Lisefulness, Percelved_Ease_of_Use
b. Dependent Variable: Inlention_lo_Use
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Coefficients"
Madal Standardized
u Cosficlents | Coeficient
B Std. Error Bata t Sig
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Perceived_Eass_of Use 317 088 182 4,854 00
Perceived_Usefulness 183 068 22 2695 508
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Result of
Verification

Adopt
Reject

Hypothesis

H1-1: There is a positive relationship between immediate access and perceived ease of use

H;

H1-2: There is a positive relationship between service quality and perceived ease of use

H;

H2-1: There s a positive relationship between_immediate access and perceived usefulness Reject

H2-2: There is a positive relationship between service quality and perceived usefulness Reject

H;

H3-1: There is a positive relationship between innovativeness and perceived ease of use Reject
Adopt
Adopt
Reject
Adopt
Adopt
Reject
Adopt
Reject
Adopt
Adopt
Adopt
Adopt

H3-2: There i a positive relationship between self efficacy and perceived ease of use

H33: There i a positive relationship between perceived enjoyment and perceived ease of use

H4 | H4-1: There s a positive relationship between innovativeness and perceived usefulness

H4-2: There is a positive relationship between self efficacy and perceived usefulness

H4-3: There is a positive relationship between perceived enjoyment and perceived usefulness

HS5 | H5-1: There is a positive relationship between advertisement and perceived ease of use

HS5-2: There i a positive relationship between social influence and perceived ease of use

H6 | Hb-L: Thereis a positive relationship between advertisement and perceived usefulness

H6-2: There is a positive relationship between social influence and perceived usefulness

H7
H8
HY

<Table 5> Result of hypothesis

There is a positive relationship between perceived ease of use and perceived usefulness

There s a positive relationship between perceived ease of use and intention to use

There s a positive relationship between perceived usefulness and intention to use
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