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Abstract

This study investigated consumer innovativeness by examining a relationship model of innate innovativeness,
product interest, product-specific innovativenss, and actualized innovativeness for eight product items as well as
observed gender differences in the variables. The eight product items for the survey were smartphones, movies,
clothing, cars, skin care products/cosmetics, traveling, Al products, and books. An online survey was conducted in
January 2018, and 400 responses from male and female consumers in their twenties and thirties, were analyzed
using reliability test, descriptive statistics, regression, and ANCOVA. The positive effect of innate innovativeness
and product interest on product-specific innovativeness, and positive effect of innate innovativeness and product-
specific innovativeness on actualized innovativeness were confirmed. Product interest was found to have a
stronger power on product-specific innovativeness than innate innovativeness. Gender differences in product
interest, product-specific innovativeness, and actualized innovativeness were identified as hypothesized. Female
consumer's clothing interest, clothing innovativenss, and actualized clothing innovativeness were higher than
male consumers; in addition, male consumer's cars and Al interest, cars and Al innovativenss, and actualized
cars and Al innovativeness were higher than female's. The controversial results that indicated the higher innate
innovativeness of male consumers useful to further in-depth discussion and research. This study contributed to the
theory construction of consumer innovativeness research areas and offered practical implications for new product

launching and customer relationship management.

Keywords

consumer innovativeness, innate innovativeness, product interest, product-specific innovativeness

ME

Z2n]Z} SAoleh AR Au|Ae] 483} el 4140 & (Rhee, 1997), AH|A} A4
e = T2 oot i i SR ol FolA finy. Tt side] WeE sl
A e 231291 FA(Blumer, 1969)0.% S5l Al 4= 9l A8 HAT = Q=
R= 7o) Al AJ5(Chung, 2011) 2.8 osfiE|ojof o= wha AulA} A1) At gl 25
3li= o] dasitt, HpefRl an] Aol tiet anjxk Falds sk A2 esde) sk

b
z

RS W Aol Gl 77} Aol

¢

Copyright © 2018 by the Korean Home Economics Association | 167



fer Family and Environment Research

282} AL A A (innate) 4147 54 939l (domain—
2 13 A (actualized) FA1439] Al 7)) 2pH o=

= 4 9lti(Kaushik & Rahman, 2014), dHFd oz £
o
[e}

Jd

Qj —a;a/ﬂx ° LHXH?H oﬂ/K]A‘]_J Oﬂo];_ H]—x]u]— 1H;<HX_41 —aj'/‘k_]/%]o]
o At sheeie 54 oA ARl igk dalde =S
Q1=El (Park & Chae, 2011), o= &A1 SA1l4do] Ao Tt
o] whebA gl s o] el (Midgley & Dowling,
1978) Wit Zlofe}, ZLefuf thgRt Axn] Aol thell A A
O] ato|7F A1 ] Apo| = yEfLh=Aof| tieh A2 At Al
= 3oy of P,

TeuE 5 Aol TRt RSt e ® B ARl
ozt Al o] WAlA] AT} A v o] RS W ehE
AA Sl el FEEE v Alolehs oA Hae AjkskaL o]
£ A5l Hara gk, gk 7l ARl AlRtste] Ak A
574 s Saldat A sald W A Sald o) BAE o
Hieksh= bl A ke Zlolug, 7hsdt §F FHuA Adeae
Aejsto] 2AkstaL 2ASEALAL 513

S, n|xp A} skl A A5 AvES T,
A5, WS i W AR AR e HaeEa) nfr; S o
AAE B 1Skl QLo (Im et al,, 2003) A} 4x8]%} &
A 8] At Al At AikE o] of#ar, Btk o4t 4
o A fofgt 2po]7F vehdA] ¢h=th(Clark & Goldsmith
2006), whebA] TRRE Aol gt x|t S st <l
A= g Tl ApolE Rk Zlo] Qs Zlott, Chung
(20152)-2 7 B[} A4 Zfolofl ¥4l 2hal T 19ke A
Pl o R Hol Aol uE Ak v AJolE Bisls AE
=3yt ul qlck

L Aot ARt A Ao whE ol Zke]7t Sl A
O R Uit theieh 4nH] RSt e sho] WA SA14,
54 5wl 1 A galdS Sk AT WAE
ok Zlolot, o] 24| 4xnjA} S4ld vl HapEo] 4T BAIE o
BA myor 55k o Hell A W daldel oigk A
H 2ol 5 gRelgko g APAT-ERTE 25 ol 24 AAE
AFAor 5ok oo 7h 4= Qe Aol

1, AHIH SiA10
SAle] e S A S A Aele] Syl

168 | Vol.56, No.2, April 2018: 167-174

& ¢lo 1 & (Reinhardt & Gurtner, 2015) AxH|Z} Rol|A] 4]
3 2 A4} A S o R ke, A1E B4
O] AlHEo] = AlEo] A2
H|z} SAIALS oJoLo] FRo| Hi=

b
z
=
2

izl vk, s

Salle= 1 AnRSo] AR Z1S Au}
U 2 =851 a1 S=re] Aro|t} A= dAlX o] sl x|t

A= 1 A7) AFsxHMorton et al, 2016), A A7 A5}
(Heidenreich et al., 2017), 2~1}E 2 (Kang & Jin, 2008), TV
P 715(Lim et al., 2012), WHFd T AA] AH]IA(Kim et
al,, 2016) 5} 2= AlAEo I A2 Aju] 2o Tt 4|2} 7
7h 9 e oS 2Afsh= Alo] AREAQl ¢l ZRfoleth

AHAF A TR Aohe AR i) dsol] TRl o
5 WpmA anR; Ado] 7= S s ALE 4]

el
o

A SA g Aol TS T AT 7E Aol AR v
2 Flst] 913l 4=lo] Shek. o7t Park $(2010)€ 4]
A} B4 % 2ERlo] BAS QTSI Xie (2008) 4

H|Z} AT} Bl §moﬂ gt =80 IAE el o,
Chung (2015b)2 A} 3= o]-& 55 A dof| wh2 Anfx} g4l

28] Afol5 ATt

Kaushik?} Rahman (2014)2 AH]2} g4/ djs)] 7112
ARl e A AdRko e A o] WA Sl dat EX& I Fofo]| =gks}
o] dlegle Ex] Hol A4 4 :7—7101 Yo7 LJERL}E S
A 419 A 7H s Zﬂ*lfﬂ} , Chung (2015b>2 AHE

8tk 54 4 e v
ofeh= el 944 Al $0I2 Aom Beisl depy
?_

2hH ﬁ\—“]XP S FAH AES duft k] Afjeist=rt
Choi, 2001; Rogers, 1962), &AlZle] 4H|

RZ AR AHRREoA] Aesh=
et al, 2000) ESE Schrank 5(1982)-& 934 4
J’%ﬁr Y oA} AEE o g ZAsto] B4l

1o
ox
i
=
<
%

12

O

o
H o

www.fer.or.kr



LHRHZ] S4ldnt &5 20| £ AF0l et 2H|X SHAldol| 0jx|= F&

LAz o] AT ARk vl Qe 2 AA HAHL B
2 Zla FoIAe] QIPOR HHT 4 e AolHE, £
oAl ARl B4 AES eleluct wre] pojsh 2k 5
BlolA] 57 ARl that HAS Qlgs) R AER B s

=45} 1A} g}

Jun (2007)& Kaushik?} Rahman (2014)2] a-B|#}F 414 2}
2} 7o wgbol| A YA FalAdo] S8l SAlAof oJeke 13

31 o]Ao] ThA] f3 Aefelo] A Aol ofgke njzlchs mY
= ARk, o] HEofA= 128 o} o o7k Wixj4 &
AV 52 B4 Afolo] WA ok ahk efuh A B4l
78 ol TRt wAde] oJs)) A st of yehbal(Midgley &
Dowling, 1978) WA S4l/de A& ofoll Faks miAH A
= Fol= FA1A dBgof A vt (Reinhardt & Gurtner,
2015) SHAOEE, AREo| el TALS LA AT B4 AL

F B4 AolZ uifsh] Bl UAA SAR BHoR
A ARE BA14o] QRES F A0, Telm Ak Ui o
AV HERS ARE i) B4 ARE B4l mA| kol v 2
A0z o ZEIck, W] L ol ol At A B4 A B
Alo] 574 4 S0l u] ) G} elo] ol A ) 4]
T S ALl v A Ak U & Aol
2, AHIK} SAI0| G CHAL
AHIAL SAA Aol A ERE RS iAo Sho] ut
ahel o] &} X4} Z 5N Ao] ARl FAsel A A
o

oA
A B Q17 2 o] olA] £ Al Hofell Al h AES
F0 QT hho R T ol 91911, Auixfatolut uAlg Hok
IS t0] A o At delis B )
201 k. AT R Fol A o

%oﬂ thafiA] oS sk e 1R Aol wheh 2pE Aoz 4
H|E 517] wlito]th(Kim, 2012).

FESE AJHS 9|4 Az} 52 o|sfsl= o Qo] 7P 7%
7 S W0 AL, TRl 4an] AR Ad el met ARk
e Th2 guo] mat 41o] & AuApE TS Kol
AFEO|E Aol7} ks AlAlo] A% ARl maE vp glon
Z(Chung, 2015a) TRt /g5l theh Az} S4ld Aol A

S el A Hol alekis AL uls Fasih, ujeb

www.fer.or.kr

B QoA R AES 2 oz Agste] AulA
Al W wiee] A T Aol 1 kol AT
0] ok gL sk,

4173 1A ot A1e] @il uhmyl el WA v
Afolt= §7]9} 742] Zfo|= o]o] 4| BE (Hausel, 2008) Wt
ogo] TS HAIt L] BEE Hfol7} Sl gick. o
2 ol 2m2 §F, 5% /7], AEA B o], A 4]
FEb AR, AR W 15 2] AES ol4o] o TS el 7t
A= Ao th(Hausel, 2008).

Chung (20152):2 H1 tfstollA] 457)0] o] 2= 48] A%
= AAlste] olgell High WA JieE SHeHeS SRl A

At AP 0= of o] whiirt of2] FRe] AEel o B
T2 YJepfglon, ofAo] ALYl AR oA Agk

oAt HE o] o] TS Bl thiEAel AR %, st
e, 712 s, -ssh ofdl, Al sbsr, A, 7P, A
Zlof upd - oHA| A 2] g, S, A, Blo] 8=, 7l Fe]
A ], /B, S5 &, Ul Al ]l), Wi
of A7 571 gt ool o] Zurt 7] et 4
FE A, A, RE /) §F, A5, ER Anz
O, 2= B35 Aol ek

T, 2012 SIALY AT Aje 7]40] oy A
Ao & BF ol t50] Wo| o]Fo] %] 1l %_E(Heldenreich et
al., 2017; Kang & Jin, 2008; Kim, 2012; Kim et al., 2016,
Lee, 2015; Lim et al., 2012; Morton et al., 2016), &A1 A
=4 Ao 7 sEslkslo] BASH= Al I QS Ao} ulet
Atoll A= He o] Falo] K WA i

e
0] 4y o] B e HF 9 Lol 5o
4

i
m?o

rrm

ol ok

R

B8 ox
|o
ku
A
N
N
ol
)
rlr
i
Jﬁn
i
O
lm

>~ o
~
[0}
rﬂﬁ
e
2
o
1o
i
o
=
ox
M

e
_?L

]
>
<k
-
finj
e
e

> O
O
oy o

oo
rlr
)
-0,
o
pas)
o,
o)

e [ﬁ
re H
oo
> e
"
;E, MY
2
o
N
e
ox
oi
4
e
A
o
ol
o
o
2
2

4

oot
flo rek
x B
> g
o e
2 ox
1°

)

Q

My
o
N
N

2
o
w2
ox
ol
ol
8,
O

Vol.56, No.2, April 2018: 167-174 | 169



fer Family and Environment Research

Product-specific
innovativeness

Actualized
innovativeness

Innate
innovativeness
Product
interest

Figure 1. Research model.
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Table 1. Effect of Innate Innovativeness and Product Interest on Product-specific Innovativeness

Independent variable

Dependent variable

216 19.065" 628 2701.992
700 61919

Innate innovativeness

Product interest

Product-specific innovativeness

p<.01

Table 2. Effect of Innate Innovativeness and Product-specific Innovativeness on Actualized Innovativeness

Independent variable

Dependent variable

3596.428

.692

4.401"

048
811

Innate innovativeness

Actualized innovativeness

74.697

Product-specific innovativeness

“n<.01
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Figure 2. Revised research model.

Table 3. Differences of Innate Innovativeness by Gender

Table 4. Differences of Product Interest by Gender

i Mean (SD) . Mean (SD)
Variable F Product interest F
Male Female Male Female
Innate innovativeness 3.25 (.589) 3.13 (583) 4518 Smartphones 3.76 (837) 3.74(738) 144
. . Movies 3.91 (.848) 400 (.716) 1.230
p<.05, p<.01. ) .
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Table 6. Differences of Actualized Innovativeness by Gender

o . Mean (SD)
Actualized innovativeness
Male Female
Smartphones 280(1.047) 251(977)  7.885

Movies 2.94(1.020) 3.1 (928) 2.751
Clothing 2.53(990) 2.69(1.016) 2.675
Cars 2.43(1.066) 192 (848) 27.467
Skin care products/cosmetics 208(980) 2.76(982) 47.800°
Traveling 2.84(1.012) 3.00(.973) 2.818

Al products 2.54(1.012) 2.20(.887) 12.356 "
Books 2.56 (.997) 2.64 (1.014) .758
Np<.01.
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