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Abstract  This study aims to analyze the effect of consumer characteristics such as consumer
innovativeness on using popular social media in Korea. Social media usage is estimated by probit and
multinomial probit model with user characteristics using Korea media panel data of 2019. According
to the analysis, users with hedonoc innovativeness are likely to use social media, while users with
cognitive innovativeness are not likely to use it. Regarding individual social media usage, functional
innovativeness increases the probability of using Kakaostory, and hedonic innovativeness increases the
likelihood of using Instagram. However, cognitive innovativeness decreases the probability of using
Kakaosotry and Naver Band. This study gives insights into finding out specific social media for
marketing certain products with innovativeness. In future research, it may be worthwhile to analyze

under the assumption that a social media user is using several social media simultaneously.
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Table 1. Motivation of Using Social Media

Group Motivation Social Media
Koo et al. [11]
Suh [14]
Seeking Byeon & Shim [4]
Information Lee & Choi [16]

Bulut & Dogan [17]

Informational Stockdale & Coyne [19]

Share . Park et al [12]

Information

Browsing Shin & Kim [15]
Koo et al [11]
Shin & Kim [15]
Byeon & Shim [4]

Hedonic Entertainment Lee & Choi [16]

Bulut & Dogan [17]
Khan [18]
Stockdale & Coyne [19]
Lee et al. [9]
Jung & Sundar [10]
Koo et al [11]

c . Lee & Lee [13]

ommunications

(Relationship) Suh [14]
Shin & Kim [15]
Byeon & Shim [4]
Bulut & Dogan [17]

. Stockdale & Coyne [19]
Social

Meeting New Shin & Kim [15]

People

Trendy Lee & Lee [13]

Sharing daily Koo et al [11]

Events

_ . Lee et al. [9]
Self—Expression Shin & Kim [15]

Note 1. Byeon & Shim[4] is an engagement study.
2. Browsing was classified in Information.
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Table 2. Questionnaires regarding Consumer Innovativeness

Innovative— . .
Questionnaire
ness
N . I tend to purchase a new prodict, if it has a new
Functional . R .
function which currently using product lacks.
Hedonic It is always exciting to have a new and novel product.
. I like to use a product which gives a deep impression
Social
to others.
-, I tend to purchase a new product which requires a lot
Cognitive
of knowledge for use.

Source: KISDI [2]
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Table 3. Summary Statistics of the Variables

Variable Mean s.d min max
Social Media user 0.44 0.50 0 1
Facebook user 0.14 0.34 0 1
Kakaostory user 0.11 0.32 0 1
Instagram user 0.08 0.27 0 1
Naver Band user 0.05 0.22 0 1
Other Social Media user 0.06 0.24 0 1
Using Smartphone (use=1) 0.87 0.34 0 1
Using Tablet (use=1) 0.03 0.18 0 1
Using Computer (use=1) 0.38 0.49 0 1
Functional Innovativeness (yes=1)| 0.46 0.50 0 1
Hedonic Innovativeness (yes=1) 0.58 0.49 0 1
Social Innovativeness (yes=1) 0.50 0.50 0 1
Cognitive Innovativeness (yes=1)| 0.43 0.50 0 1
Gender (male = 1) 0.46 0.50 0 1
Age (Coded) 5.20 1.99 1 8
Actual Age 47.1 20.7 6 104
Education 2.94 1.11 1 5
Income (Coded) 3.21 2.07 1 8
Income (unit=%1,000)" 1,348.4 | 154.3 0 10,000
Marital Status (single=1) 0.30 0.46 0 1
Job (employed=1) 0.54 0.50 0 1
Total 10,864

Note 1. Since income was surveyed as a range, maximum value
10,000(thousand won) is an assumed value.
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(AME: Average Marginal Effects)E ©|&-3s}3ith
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A¥= <Table 4>} 2t

Table 4. Probit Model Results of the Impact of User
Chareristics on the Use of Social Media

Variables Coefficient AME
Functional Innovativeness 0.1 03 0.03sks3x
(yes=1) (0.04) (0.01)
Hedonic Innovativeness 0.1 5% 0.043x
(yes=1) (0.03) (0.01)
Social Innovativeness 0.16%:x 0.04 5%
(yes=1) (0.04) (0.01)
Cognitive Innovativeness —0.08%x —0.02#x
(yes=1) (0.04) (0.01)
Using Smart phone 1.4 258 0. 345
(use=1 (0.11) (0.02)
Using Tablet 0.06 0.02
(use=1) (0.08) (0.02)
Using Computer 0.2 23 0.06%:x
(use=1) (0.03) (0.009)
Gender —0.17#%x —0.05%x
(male=1) (0.03) (0.009)
—0.25%%% —0.07 %%
Age (0.01) (0.004)
et 0.4 5%k 0.1 2%
Bducation (0.02) (0.004)
0.008 0.002
Income (0.01) (0.004)
Marital Status 0.2 s 0.06#x
(single=1) (0.05) (0.01)
Job 0.09 0.02
(employed=1) (0.06) (0.02)
—1.98uxx _
Constant (0.14)
Log pseudo—likelihood —5189.302
Pseudo R 0.3047
Observations 10,864
Robust standard error in parentheses
* p<0.1. = p<0.05, =**x p<0.01
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Table 5. Multinomial Probit Results of the Impact of
User Characteristics on Four Kinds of Social
Media Compared to Other Social Media

Kakao— Naver

Facebook story Instagram Band

Variables Coef Coef Coef Coef
Functional -0.12 0.36%s 0.09 —0.07
Innovativeness (yes=1)| (0.08) (0.08) (0.08) (0.09)
Hedonic Innovativeness| —0.03 0.11 0.21 5% —0.02
(yes=1) (0.08) (0.08) (0.09) (0.09)
Social Innovativeness 0.05 —0.008 0.11 —0.06
(yes=1) (0.08) (0.08) (0.09) (0.09)
Cognitive 0.13 —0.2 2% 0.06 —0.17%
Innovativeness (yes=1)| (0.08) (0.08) (0.08) (0.09)
Using Smartphone —0.04 —0.24 0.11 -0.50
(use=1) (0.49) (0.49) (0.59) (0.48)
. _ -0.20 -0.16 0.33#x -0.18
Using Tablet (use=1) | (o 75) | (0.17) | (0.15) | (0.20)
0.16%x* 0.02 0.16%x* 0.07

Using Computer(use=1)| 5 071) | (0'07) | (0.08) | (0.09)

0.04 —0.27%5x | —0.39wkx —0.02

Gender (male=1) 0.07) | (0.07) | (0.08) | (0.09)

A —0.19sskx | (.1 7k —0.27 % 0.1 9%
ge (0.04) | (0.04) | (0.04) | (0.04)
Educats 0.18## | —0.11%# | 0.34wss 0.09
ucation 0.04) | (0.05) | (0.05) (0.06)
—0.04 | —0.10%#| 0.03 —0.006
Income

(0.04) (0.03) (0.04) (0.04)

Maia Saus Gine=D| 011y | 611 | 01 | (013)
Job Cemploved=1) | 075, | 51y | 016 | (010
Constant 0.67 0.50 -0.52 —0.5_6
(0.53) (0.54) (0.64) (0.55)
Log pseudo—Tlikelihood —6734.53
Pseudo R* 0.0985
Observations 4,829

Robust standard error in parentheses
* p<0.1. =#x p<0.05, ==+ p<0.01
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Table 6. Multinomial Probit Results of each Social Media
focus on Innovativeness Characteristics

Facebook
Variable Kakao— Instagram Naver Other
story band
Functional —0.48w% | —0.22%% | —0.05 0.12
Innovativeness
Hedonic —0.14% | —0.24%%x | —0.01 -0.03
Innovativeness
Social Innovativeness 0.06 —0.06 0.11 0.05
Cognitive 0.35%% | 007 | 0290 | 013
Innovativeness
Kakaostory
Variable Facebook | Instagram Naver Other
band
Functional 0.48%wr | 0.27w0r | 0430k | 036w
Innovativeness
Hedonic 0.14% -0.10 0.13 0.11
Innovativeness
Social Innovativeness| —0.06 —0.12 0.05 —0.008
Cognitive —0.35%k | —0.28%k | —0.06 | —0.22%kk
Innovatlveness
Instagram
Variable Facebook Kakao Naver other
story band
Functional 0.22%0¢ | —0.27%%x |  0.16% 0.09
Innovativeness
Hedonic 0.23%x 0.10 0.23%% | 0.21%x
Innovativeness
Social Innovativeness 0.06 0.12 0.17+ 0.11
Cognitive —0.07 | 0.288xx | 0224 0.06
Innovatlveness
Naver Band
Variable Facebook Kakao Instagram other
story
Functional 0.05 | —0.43%sx | —0.16¢ | —0.07
Innovativeness
Hedonic 0.01 —0.13 | —0.23% | —0.02
Innovativeness
Social Innovativeness| —0.11 —0.05 —0.17* —0.06
Cognitive —0.20% | 0.06 | —0.23%x | —0.17%
Innovativeness
* p<0.1. =x p<0.05, === p<(.01
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