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The Effect Factors on the Purchase Intension of Smart Car as of High

Innovative Technology and Product; Consumer’s Individual Attributes,
Perceived Benefit and Switching Cost

Yeon S. Ahn*

Abstract

In this paper,

a research model is proved empirically which includes factors related on the

purchase intention of smart car as high innovative product in advance of commercialization. As one of

relating to consumer’s expectation benefit factors,

knowledge,

individual attribute factor includes product

individual innovativeness, and sociality. Consumer’s expectation benefit factor includes

perceived ease-of-use, usefulness, and enjoyment. As of switching cost variables, there are financial,

uncertainty, relational and psychological switching costs factors.

Analysis were performed using data from the 257 respondents as random sampling among potential

consumers. Purchase intention were affected by individual innovativeness mediated by perceived

enjoyment, and individual sociality by perceived ease—of-use and enjoyment also. Relational switching

costs factor was only a significant control variable between purchase intention with consumer’s

expectation benefit factor.

This result presents some

implications for making the new smart car's detail concept and

marketing strategy related to targeting the consumer as high innovative product and technology firms

including smart car makers.
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[I. Preliminaries

2.1 Smart Car Issues
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2.3 Switching Cost to Innovative Product
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[1l. Research Model

3.1 Research Hypothesis and Model
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3.2 Operational Definition of Variables
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Table 1. Operational Definition and Measurement Items
Variable Measurement Items Source
—have much information from digital
mass, news, etc
—information for advanced smart car
pro du c t|technology
knowledge |-information about IT firms & car
manufacturers Duh
—knowledge about new system & Llj a(n1 997 )et
technology at. ’
- - Rogers(2003),
—interested in new tech/system )
L ) . Choi(2011),
individual|-use hitech product earlier than the
) ) Parasuraman(20
innovativene |others 0 0 )

ss —try to study on new technology

—know about new product & transfer it
—pressure from other people

—prefer to sense of belonging to other

Hossain(2014)

individual
sociality people
—disadvantage avoid from having smart
car
—buying a smart car causes monetary
. . |cost
financial .
. . —-buying a smart car causes new extra
switching
costs cost
—cost of buying a smart car will be
high Caglag&
) -might not be safe as good as|Gékhan(2014),
uncertainty R
switohingeXpeCted Baksi(2015),
costs —might not be as good as expected Gatignon &

—might be occurred many malfunctions [Robertson,
-it would be a hassle to change my|( 1 9 8 9 ) ,
existing car Fornell(1992)
—be accustomed to my existing car
—not willing to give up my knowledge
psychologic|-a sense of unease for smart car

al switching|—afraid about new accidents

relational
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. - r
perceived be easy to operate
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ease-of-us )
o —not require too much effort to use
—be easy to be versatile with
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perceived v Y ” Higgins(1995),
—be useful in terms of helping me
usefulness Sun &

using a car

—assist my driving effectively

—increase the enjoyment of driving a
perceived|car
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enjoyment [-be fun to use
—solve my boredom while driving
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3.3 Research Implementation
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Table 2a. Descriptive Statistics for Respondents(1)

Ratio
(%)
CEO & Executives | 60 23.3
Director 56 21.8
Manager 39 15.2
Staff 75 29.2
N/A 27 10.5
Innovator 9 3.5
Early Adopter 35 13.6
Early Majority 90 35.0
Late Majority 107 41.6
Laggard 16 6.2

Descriptive ltems Respondents

Position  in
Firms

Characters

Table 2b. Descriptive Statistics for Respondents(2)

Descriptive Iltems N Min Max
Age 257 20 69
Driving Years 255 0 35|
Avg. Kms/Year 249 0 60,000

Average S.D
43.66 10.52
15.45 8.96

16,083.220 11,416.75

IAccidents
(5 Years)

Monthly
Income(M¥)

256 0 12 0.66 11.32

2,000 427.87| 252.76
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Table 3. Descriptive Statistics for Importance of Smart
Car’s Function

Function Min | Max | Average S.D
self searching the nest route to destinate 1 5 4.33 .807
self driving car 2 5 4.42 814
self parking car 1 5 3.67 .905
self call for emergency 2 5 3.92 .853
self tracking stolen vehicle 1 5 3.95 .899
TSf;r’r;waat:; C;zquisition for  customized 1 5 377 80P
rsrtwitailr;;(ia contents  download & ’ 5 o0a| 1083
mobile office & café 1 5 2.87 .880
prevention for malfunction 2 5 4.42 .688
security for privacy 1 5 417 .873
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V. Analysis Results

4.1 Measurement Validation
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Table 4. Factor and Reliability Analysis

Variables items | total loadng% | KMO| Cron a
product knowledge 4 60.59 .653 779
individual innovativeness 3 73.67 .692 .814
individual sociality 3 53.29 .601 553
financial switching costs 3 66.51 .588 737
uncertainty switching costs 3 68.89 .686 679
psychological switching costs 3 60.91 612 .801
relational switching costs 3 71.68 .703 770
perceived ease—of-use 3 67.02 .659 754
perceived usefulness 4 67.46 .804 .837
perceived enjoyment 3 60.35 .628 .666
intention to purchase 4 74.52 .828 .882
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Table 5. Regression Analysis(1)
Stage Independent Variable dependent Variable Std. Beta t P R2
product knowedge intention to purchase 148 1.600 112 0.170
1st individual innovativeness 199 2.149 .033
individual sociality .324 3.021 .003
product knowledge perceived ease-of-use 193 2.110 .036 0.214
2nd individual innovativeness -.125 -1.359 176
individual sociality .308 2.893 .004
product knowledge perceived usefulness -.050 —.494 622 0.252
2nd individual innovativeness -.008 -.082 935
individual sociality .536 4.546 .000
product knowledge perceived enjoyment =210 —2.183 .031 0.171
2nd individual innovativeness .332 3.446 .001
individual sociality .287 2.569 011
product knowledge intention to purchase 151 1.647 102 0.344
individual innovativeness 144 1.536 127
3d individual sociality .227 2.077 .039
perceived ease—of-use 233 2.399 .018
perceived usefulness -.088 -.883 379
perceived enjoyment .253 2.904 .004
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Table 6. Regression Analysis(2)

statistic variation

) : Durbin—Wat
Model R Res2 Adl. Rex2 Std. Emor R**2 variation F var. dft df2 Sig. \ZrOb' F son
1 .323a 104 .099 .73230 .104 18.264 1 257 .000
2 .38% 152 A4 71499 .047 8.69%6 1 256 .004
3 RS 176 160 .70695 .024 4.571 1 255 .034 1.988
a. predictive value: (const.), perceived ease—of-use
b. predictive value: (const.), perceived ease—of—use, relational switching costs
c. predictive value: (const.), perceived ease—of—use, relational switching costs, perceived ease—of—usexrelational switching costs
d. dependent variable: intention to purchase
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V. Conclusions and Discussions
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