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of glom, Japid, A g1, Absld 9P, FAEA, ¥
& 5 TSt 89lo) Ve FE ARGl oW E IS
PlAIEA ol g A77E AGH 0w o] gk

o & Eo], Raman & Don(2013)%} Martins(2013) 2.5 #2H4
71% 8ol A1 JEFE mATha A A,
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w3 gojeE tupolvEEA 9, 2014), BRFY wiE o] E
A A (HAR-AEW, 2017), ICT §871% AHHCIE1L-3]
AR, 2019), 18] 2Rl PF FREFCITE, 2022) 5 o
&gk ATeME FRTIEFEolEe] AgHn, AR, Al
314 9, FAxA 59 29050 71E FEI AR o
FAAQ JEgE vt d3E A9E =ES

H 53k Helo] YER=t] Ong
et al.(2008)3} Porter & Donthu(zoos)% Hgo] 7 Fgo §
A A4S A & S ARIFEAME, AFA2009)=

]

Hl-g-o] WHEA] F4 A9 Oéﬁc}% U] T AT okt A4
Sttt ols 5ol, wigol Aol Hlal Fejoleti Ay
9] TFeAdol ol Zlojth

o7 uhy

A el ol
= o3k gols wZsly o] Q5T
E(UTAUT2)9] W5l A7, et
T tEshs W ok ol o

589)(2007)9) oo AR

= O
o £4ol2 Agsel Anel DAY, ABE NZEL 5
YAz AP, PIIET FEAFE AP £,
B8 Y 1erend e #8947 %
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e
-
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8
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£
1
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3.2. 71| MF
3.2.1. yHo| Mo cHet JiA

AR HHEAL uAo] Fu HAAE A7) A v
"o AZshs AR Ao 4 thKreuter & Wray,
2003; Jensen 2012). °o]2l3 AR BHEAL txY 3

et al.,
oM 53] Fashd, ARAE JEE FEka ek
g 2 S v 4 AT Wang, 2021). Sutanto et al.(2013)
2 APLEE ARE] @3k |Qlstel ZalolHA]l EAlef B3
AFatelon, a1 A B; dA@do] w2 WAaXEtL
AFE F8A7 78 = Fokittka sl
93015 AZ4E AAYT 2144 i digh FE0]

Az F3 F830 mAE FFel Bsto] ATsralon,
A A4E {84 Sl SHAeE 79E F vt
I skdek AEE 9Jo0n)E M3 AAEL 170 Fn|
& A=t Aol digibsths =2E Fof, FRFA
et S8 B3 FE2FE F vk itk ZEjojuke
2 AFUAolA0]l FEARL An|AF el Fre ok}
Aol Aghe v HHel= Aol EEE, 2007) ZElolut
& ZRlZzo] €31 AwIE F8A BAALe} dte] glo
o, S Bedors 2aQAE FEAke 9o #ud
ARZldu Qe A e A 718 Bedoes)
T % eagty & olvk wEbA, okt o] TS
A7kl

H-1: oy AR #ARL ArIdel FHAY

H-2: TEjojud AR VAL HHF F71 343
A FFE E Aot

& Dextor, 1986; Davis, 1989), Fst Aol A] Olﬂﬁf} Ry
o] Akl A} whgell FAAQ S vty Hst
I QItHFlavian et al, 2017; Fang et al, 2018; Kim et al.,
2021). Sundar & Kalyanaraman(2004)S A57to] 9l AR =
%A Xe ARET AnAeA g8 ATAUR ot
719 e AFHETt stk 29252420100 F R
AfryAol el glo] A Ao, AUs FHE FAlz A
Xd%o}‘ﬂ FAARE o]5 AT ARE of7|u AA AP

W Ada s,

o

=5k =
#HZ ?ﬁLi Flavian et al. (2017) sl ¥ £2 YL
5 S8s 2Rl A AAl Bo] AnjAke] e Eg)
Aol g Az %o FgA<l °§6§ n vk gtk
e, Kim et al.(2021)> 7MIEHA(VR) 730l Hro AE7t
o] AMEALY EAFS TXAZIL, I ARE PIAA )
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Tao|LLey FHAYO| A

BIER MAIZE oje=el OAE

IOl met A AFE FERNEFECIB(UTAUT2)E TS

#2449 BES A8 oJEelE S Frha A4
o ghebd, thga gol b ARssn
B3 ARg AFTS AWgel 35

Zou
FEE 1 Roln.

H-4: ZPoUA Fu9 a2 = 71 347
d FFE 7 RAoln.

3.2.3. MHo| MEZ0| i3t 7
AR &S Jurt wEh YRS vehdi, os F
&

ZHARL "AE RSt fE8AS A THWilton
Myers, 1986). B3t ol HalAds vehle Axoly, A5
e a7 E7es SR TKStell & Paden,

5713 %
1999). A AFES AnlAHEe] &olt WA= B
Fa Az 4P NS FE AF0] 4L A 9

= e =
Th(Zhang et al.,, 2018). ©]&3t

ﬂJ

o oA BN AL
A ARIE BRlo] slonl, TAEH 57148 B AeR
9l FAAA W5 TS YOI tHDaume & Hiittl-Maack,
2020). e = e )
S5
g8 w1 14 BAE oozt
(Sundstrom, 2019).
2EFES]] ARGl #gh Zejojuy ARyl &
e MEOR TS B et A A
AR, AZE Ak 4TS B Awe begel 2
E}_ =W (Hirschman, 1980; Wang et al., 2022)°l4 Jx.2] A}
Zeo Ayy|gnt H2ka F7)d FAA ks uwH A

o2 otk mEbA, theat o] 7HEE 2RI

H-5: ZEoju2d AR MZE2 A7 S84
FEE 1 Zoln.

H-6: ZEloju-d FHS N2 ATF
d 4FS mE Aol

71l 333

3.2.4. d3at7|chof| cHst FpA

Venkatesh et al.(2012)2 A7 |t)E 7]&9 o]go] ofd &
T FYPE AHAEAA oldE FE AEE e 3
etk A |dle AnAe] BFAEE YdSee ToL
oz MyAFNA WEHOT AFITHHLY 9,
2017). AAell = A7t 8449 el me] A
FEFS nHth= Fo] 7= tH(Venkatesh & Davis, 2000;
Venkatesh et al., 2003). HLA £2017)= 7HddEA AH] o]
SO} Fulofe] JFE nX= 29S AFEgon, A
W7 i7h el ze] ol GEks wFivkal AlAsIT

A &39S 2018) = %@71%4%01%% 243 OTA

HAZRAT M18 F52 (FA89X)

(Online Travel Agency)®] FHIY T ook MujAe] g
ol #aio] Aason, Aok Pl Aol 9
= "RGAL Sleh AEFAE2n> e A Auas S
Haglo] A7H A% ASALE SRl WA el e
QTegon], §440 A7 A AL e G

v 2eka shick wWebd, vhest 2ol bag AAs,

P

flo

H-7: A371de Frjel el S84 9F< wF Aol

3.2.5. EHH FIl0f Cist JHA

~
>4 )
n°“ flo

A 7= AHEEEe) Qlo] EAE ARE gnlst
i, o] gYEE SAT ] o] AET AHYE zu ot
(Venkatesh et al., 2012). Hirschman & Holbrook(1982)2 2h2]
717k AdstaAt sk el wEEY, AEE A6
v AvjetE YA Aste Holv 7o) F4lol H
t}. Hoffman & Novak(1996)> IT 7|5 AH-5719 shuz 5

22§12 AN, ALY B HAse 4TS
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=000, GFE924(08 oV 99, CFI=927 (09 oV 99, NFI=942(0.9
ol ), AGFI=891(0.8 1% %), RMR=.025(0.08 ©]3}
E Uegth BEE AR A 58 7 $EE sow
UER7] wiEel] dnbA dmgel AFdnys 4udt jloz
NinacigiE S = el 7N A1 2] % (Construct
Reliability, C.R)Ft0] 71521 0.7 o|Ao= et on,
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map|Ley FE

&40 AEEY MMF 0o DA ¥l ot A AYE FHUE48CIE(UTAUT2)E FALE

<E 2> 20N QOIEAM ZHub}
1
;l_-':} valtue vall:’ue (i AVE
21 = IR1 0.834
ZIA2 => IR2 0.821 | 16199 | 0000 | 0882 | 0.715
2IAM3 => IR3 0.880 | 17.673 | 0.000
MSZH => V1 0.823
MEZ1 = V2 0.829 | 15.400 | 0000 | 0.859 | 0.670
A=Z13 = V3 0.804 | 14.872 | 0.000
M221 => IN1 0.807
Mz==22 => IN2 0.823 | 14.686 | 0000 | 0.843 | 0641
AME=23 => IN3 0771 | 13694 | 0.000
Moo => PE1 0.828
Map|che => PE2 0.770 | 14745 | 0000 | 0.859 | 0.670
Mup7|cH3 => PE3 0.856 | 17.044 | 0.000
2™ S = HMI | 0.831
TN =72 = HM2 | 0816 | 16344 | 0000 | 0.863 | 0677
245 5713 => HM3 | 0821 | 16507 | 0.000
Tofel=1 => Pt 0.866
Tofo|=2 => PI2 0.843 | 18217 | 0000 | 0894 | 0.738
Tofo|=3 => PI3 0.868 | 19.113 | 0.000
Chi-square = 225.096, d.f.=120, p=000
GFI=0.924, CFI=0.927, NFI=0.942, AGFI=0.891, RMR=0.025
ggoz,  #dd  QQEAME  7INECE  Fomell &
Larcker(1981)2] Aol A AAE FHFASFZAVE)S Al
45 o]gste] 7} @els 7+ W e (Discriminant
validity)& ASsISth 2 A¥, < 3>oA Hi v} 2ol
ztdef| A Kole AVE Al #to] 055t AH, tiatd&
Aglst #AR A dof| Qe BE AR Ry F A
o7 etk & 72 2919 ddEe] S AT Slo
A& FEEE 2ozt YEhs SiEtgA o] FEE T
<E 3> FAONE AEbE 2 EEErEtd 2AZ )
W | s @ wsz | ame | SO ER) TR
A | 3968 | 0.724 |(0.846)
A=2L | 3398 | 0.817 | 457 | (0.819)
M2 | 3.822 | 0.712 | 594* | 528+ |(0.801)
At
Sy | 3801 | 0764 | 654 | 610" | 605" | (0.819)
igﬁf 3737 | 0.710 | .655* | .657** | 623" | .750* | (0.823)
';’TDEH 3685 | 0.835 | .603™ | 593" | .644* | 696" | 748" | (0.859)

HAZAAT M183 M52 (FA892)

4.3 J18HE

wodgeld 4ge TEEgel O 4z 2 A%
A%t <29 29 vk FERPIARY 242 Fa 2y

0r

A S 7153 A3, Chi-squaredhS 256.156(d.f=124, p=000)=
UERL O™, CFI=965(0.9 ©17d $47), GFI=915(0.8 °1’d $),
NFI=934(09 ©1% $<7), AGFI=883(0.8 ©]4 %), RMR
=028(0.08 ©J3t +F)2 LEHITh 5, & AgelA A

FRYe T2 QRS AYshs o ATE 2Yolzn

=292, *p<.05, *p<.01, **p<.001

¥3=256.156(d£124, p=.000)
CFI=965, GFI=915, NFl=.934
AGFI=.883, RMR=.028

ols} Ze F2EHY AFRE AT AiE EURE gl
F4o #H )¢5 (Maximum-Likelihood Estimation)2 A3}
of z} 7MdE AFeglon WeS va 2k

AR, Zjolue AR BEAL A dEEsAS
=0.442, CR=6.470, p=0.000)%} AN=F F7](EF3A5=0.386,
CR=6.111, p=0.000)°1 SHAMA F&F& 1A Aolgt= 7}
A1, 2¢ AAEA ZEojudE JRE ol gstuA A
Bo| #yo] wrpal AAESE JArigiel A= 5717t
ARG A& & 5 gtk B4, oy JRe A%
7o A7 (EF3AG=0.377, CR=6.022, p=0.000)2} =}
A B7)(EF3AF=0442, CR=7.340, p=0.000)] G2 +)<!
S uH Folg= 7HA 3, 4= AXHSITE Telo}eA]
ARE o] gstiA AR e A AATFE A
® Aridigl A=A B717F ARt 2e & 5 Stk
AR, oy AR AZgS AWEESAS
=0.197, CR=2.643, p=0.008)%} A&7 F7|(ZF3A4=0.221,
CR=3.162, p=0.002)°] SAAMA V& 1A Aolgte 7}
5, 62 AAEAE ZEojudE JRE o] gstuA A
Bo| AjEgo] Hria NA4SrE o w2 Aridel et
4 5718 AGeTE 2S¢
YA, ZEjojuhe2d gxel]
CR=3328, p=0.001)%} =7
7.304, p=0.000)= TSzl FHH
g 7Md 7, 82 AAEQITE Lo
A7l AgE T BeE Al Est

AE & g Qlk o]} ol 7 e g AS A9E A
glste] <& 4>9} o] Al3lrt.

N o2 I

A7 N (E 3 A15=0.269,
|(EF3}49=0.640, CR=
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ooo %7| - - .
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A Study of the Influence of Start-up New Product Preannouncing
Information Attributes on Purchase Intention: Focused on UTAUT2
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Abstract

Due to imbalances in supply and demand within the labor market, start-ups have emerged as crucial players in the generation of
high-quality employment opportunities, particularly in stagnant job markets. In response to this trend, governments are allocating
substantial financial and human resources to initiatives that support start-up development. This has led to an increasing rate of
engagement in start-up ventures across diverse age groups, not limited to younger individuals.

Start-ups are enterprises focused on the commercialization of innovative ideas with the aim of achieving profitability in the
marketplace. Research concerning the successful market integration of new products and the attainment of sustainable growth is pivotal.
Such research is instrumental not only for the success of start-ups but also for realizing the broader social functions and contributions
that these enterprises can offer.

Previous research has often examined new product market-entry strategies, often referred to as new product marketing, particularly for
large companies and SMEs. However, there is a gap in studies focusing on prototype marketing strategies specific to start-ups.

Thus, this study aims to examine the impact of Pre-announcing marketing strategies on the market attention garnered by start-ups with
low recognition and limited infrastructure, and how such attention contributes to their sustainable growth.

Specifically, the study aims to uncover the causal relationship between information attributes like relevance, vividness, and novelty in
building customer relationships, and their impact on purchase intentions influenced by performance expectations and hedonic motivations.

In terms of Pre-announcing information attributes, relevance, vividness, and novelty positively influence performance expectations and
hedonic motivations as outlined in the extended Unified Theory of Acceptance and Use of Technology (UTAUT2). These factors, in turn,
positively impact the purchase intention for pre-announced new products from start-ups.

These findings are expected to provide both theory and practical insights into the factors influencing market entry through the use of

Pre-announcing marketing strategies for start-up new products.
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