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Abstract

Purpose — To vitalize a market or develop a new one, com-
panies frequently release new products into the market, often by
shortening the time to market, called the release period. This
research aims to investigate the purchase intention behavior of
consumers in terms of buying new products at the time of prod-
uct release based on the release speed.

Research Design, Data, and Methodology — The research re-
views the influence of relative advantage, complexity, and com-
patibility among innovative attributes of new products, as pro-
posed by Rogers. Moreover, it examines the moderating effect
of the innovative new product attributes in terms of speed of
obsolescence of old products and how that influences consumer
purchase behavior. Additionally, this study tests the research hy-
potheses using empirical analysis.

Results — The analysis demonstrated that the relative predom-
inance (H1) and suitability (H3) of new products had a statisti-
cally significant positive influence on new product purchase
intention. However, the complexity (H2) of new products had a
statistically significant positive influence on new product pur-
chase intention in contrast to its predicted sign (-). The results
of the moderating effect of the old product use period were as
follows. H4-1 was not supported since the difference between
the path coefficients of the group with the low level old product
use period and the group with the high level, represented by
the relationship of relative predominance and new product pur-
chase intention, was not statistically significant. H5-1 was also
not supported since the difference between the path coefficients
of the group with the low level of old product use period and
the group with the high level, represented by the relationship of
complexity and new product purchase intention, was not statisti-
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cally significant. However, H4-2 was supported since the differ-
ence between the path coefficients of the group with the low
level of old product use frequency and the group with the high
level, represented by the relationship of relative advantage and
new product purchase intention was statistically significant. H5-2
was not supported since the difference between the path co-
efficients of the group with the low level of old product use fre-
quency and the group with the high level, represented by the
relationship of complexity and new product purchase intention,
was not statistically significant. H6-2 was also not supported
since the difference between the path coefficients of the group
with the low level of old product use frequency and the group
with the high level, represented by the relationship of compati-
bility and new product purchase intention, was not statistically
significant.

Conclusion — According to the results, only H4-2 among the
hypotheses on the moderating effect of the old product use pe-
riod and use frequency was statistically significant. Future re-
search should focus on carrying out a detailed review of the hy-
pothesis on the moderating effect of the old product usage peri-
od and frequency, find the cause, and connect this to potential
new research.
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<Figure 1> Consumer’s Choice between Old Product and New
Product
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<Figure 2> Relative Advantage of New Product and Consumer’s
Purchase Intention
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<Figure 3> Complexity of New Products and Consumer’s Purchase
Intention
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<Figure 4> Compatibility of New Product and Consumer’s Purchase
Intention
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<Figure 5> Research Model
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2| go| #=82h RhSiotn EHEHE| QAL

Chee, dzldo] oIgE SEE0| et Ergdy d8e 25
B ol EARO| {0l AMZo| AFRY|ZE THEC AFR of EfMA QOQlIZA(EFA: Exploratory Factor Analysis)ut 2+QI%
HIT, ATHE @904, 2R, M3ty Pojolzof Cjet Z¥2sto]  2YAEA(CFA Confirmatory Factor Analysis)S AA|SIQICtE =7
EbtM 9l MPIMS IIRstiom, 1 Zats <Table 1>1f ZC. =20 st RQIFRE metstr| o BME QZM 2 25t
o RPFE2 FYEEME 0|8310] 1[{70| 1042 Qo
<Table 1> Result of Confirmatory Factor Analysis
. EFA CFAb
Variable Constructs Measures Factor loading| Eigen value |Factor loadingc CR AVE
Image quality of new product 0.884 0.677
Relative advantage of Speed of new product 0.899 3.719 0.566
new product Camera pixels of new product 0.897 ( 4_303) 0.939 0.725 0.655
(0=0.901) Design of new product 0.665 0.919
Operating system of new product 0.746 0.877
Mental pressure of new product 0.720 0.662
Complexity of new Knowledge of new product 0.893 0.626
Independent pprod)cht Period of learning of new product|  0.889 3.384 0.921 0.805 0.577
Variable _ - (13.014)
(0=0.868) Functions of new product 0.761 0.894
Use of Installed new product 0.760 0.639
Desired from many people 0.869 0.581
Compatibility of new Desired from family member 0.776 3.921 0.968
product Desired from companion 0.938 g 5_079) 0.969 0.820 0.684
(0=0.912) Desired from co-worker 0.942 0.669
Desired from community club 0.701 0.872
Purchase Purchasing new product 0.746 0.733
Dependent intention Replacement possibility 0.907 2:480 0.973 0.896 0.803
Variable _ (9.539)
(0=0.913) Replacement Product 0.899 0.961
A lengthy period of using product 0.835 0.539
Use period of old Old type 0.839 3548 0.754
product Malfunction 0.871 ( 1:; 648) 0.830 0.771 0.620
(0=0.891) Slowness 0.831 ’ 0.900
Moderating Turn off 0.699 0.861
Variable High rate payment 0.778 0.523
Use frequency of old Large data usage 0.883 1986 0.977
product Frequent wed-surfing 0.720 (7:637) 0.617 0.806 0.536
(a=0.729) Highly ranked game exclusion exclusion
Taking picture exclusion exclusion
NEN BEMZAD SHE SHE-FMA| AFREEEA|(the corrected item to total correlation)Zt0| 7|&EX| 045 HX| U= HOF LIEIL} QOIEM A| X
b IHMEE: ¥’=417.516(df=279, p=0.000), GFI=0.871, AGFI=0.837. NFI=0.898, TLI=0.957, CFI=0.963, RMSEA=0.049
¢ DE ZHEYFO QMO ROlTFE 1%0M EANMSE Ro/% Aoz LiEH.
7t oJigol BTl i3t MIMe UNUmY ZFE  FHGEE SYn, 20Is|HS Hi2|MA IEWAS 0ot
Cronbach's o|+-5 O|83%M, 7|ZS 07 O|MOR SIYCE £ EMY 0IBX i, mE 230 Q0N 7|FXQ 05
GOl ToHEl elpmuol SRMaol MXE ATHE 298,  HC} 2 HOZ LIERCL

S8, dedl S50 oo o) ofet A2l EAAq
70 XFIO| A Cronbach's oA|$=7} 27|&X| 0.7 2Lt =A LIEILL
MY £F0| Yoot Ao BTHEICE

L0l THEO| ALSY|ZH AFSRIEO) CfSt Al2lY 24

ZaL LHZEC| AFR7|Zt0| CHSF Cronbach's o= 0.8912 7|
T2 E£T8l= HOR LIEN oM, JHZEO| AIREHIZS| HQ2 5
7he] &-T=0] it Cronbach's aA|=7t 7|&X| 0.72 YX| &
Ste AOE LERGICE Ol0] 7XIZ AMRIZE TFMot= BFH
stE & MEIYE XMofjsts ‘=2 AY WL =t AR I 2
N EEe AHAE 2 AMRIE BME AASigoh O 2t

Cronbach's oZ|s=7} 0.7292 7|&X

g 5% A== UELt

2 Jjdsel PYERINS AFel| Usio] HOIN Rolkg A
ASHICE E4Zi0) DSXSEE AR H|2 x’=417.526(df=279,
p=0.000), GFI=0.871, AGFI=0.837, NFI=0.898%= 7|Z=X|(\’=At242
24p>0.05), GFI=0.9 0|4, AGFI=0.90|4}, NFI=0.9 O|AhE =Zs}
X| 25IX|gh GFIQF NFI= %A 7|Z4| 0.85 HL} =2 702 LIg}
LT LIGA| MSHE K| TLI=0.957, CFI=0.963, RMSEA=0.049=
£87|2(TLI=0.9 O[A,, CFI=0.9 O[A}, RMSEA=0.08 O[shS £Zd}
= AR LEL} [IHEHeZ HFPZHO| Mesitil g = Ut
(Lee & Yim, 2007).

Jde|n 2E ZE0f| Cieh RIXIHE0| 050401, SHXHSZ
Folst, 678 i Eo]| et JHEAR|=(CR)7F 7|&EA| 0.7, B
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TEAFE(AVE) 20| 7IEX| 05 2O 2 o2 LIEHL} 7Y
HE A
o=

of HFEIFHO| 8% DYt +F02 TEHEILY
OiX|3to2 BHEEITNS ZNE 2t <Table 2>0) TIAEH

MY, 24 FIESUel A7 0.85 HEt A2 o= LiEt
W3, BTEMFE(AVE) U0 4 FEUE ST dEtAel H
SUEC 2 A2 LIEfL +971g S0 et THEEIYE0| +&
g otk 30|12t & 4= QUCHLee & Yim, 2007).

<Table 2> Result of Correlation Analysis

Constructs 1. 2. 3. 4. 5. 6.

1. Relative
advantage of 0.655
new product

2. Complexity of

0.013 | 0.577
new product

3. Compatibility of

0.026 |0.132* | 0.684
new product

4. Purchase

. . 0.326***|0.198**|0.302***| 0.803
intention

5. Use period of

0.368***| -0.028 | -0.104 |0.153**| 0.620
old product

6. Use frequency

of old product
®Ojztdol gt WREAFZAVE) 2 LIE,
*p<0.1, **p<0.05, ***p<0.01

0.052 | 0.140* | 0.04 | 0.088 |-0.164**| 0.536

43, M8y A

= 9= AAEe 8UY 29d, SEd, Hegdit RS
TOHe|E=o ZAE AT ?lotd FEYIYHEH(SEM) 24=
HUASIRICE GlpRwol s 2A3H A1t x’=190.838(df=125,
p=0.000), GFI=0.911, AGFI=0.879, NFI=0.937, TLI=0.972,
CFI=0.977, RMSEA=0.05122 LIE{L} IL2H0| ChKz Hglst
ZOR LIEfS{CKTable 3). x’9t AGFIZ} $87|F2 581X 23t
X|2k, LIMX| GFI, NFI, TLI, CFIZ} 7|&X| 0.9 0|Af0|0f, RMSEA
= 0.08 Ost2 LIEHL} 2¥O0| HluWH MeldtH HSA=o| 2 7
SrElft 2 4= Uk

<Table 3> Result of SEM Analysis

AED Path - e
thesis sign | coefficient

HA Relative _ I?urch_ase + 0317 |4.353*

advantage intention

H2 | Complexity — T:t:::t?:: - 0.158 | 2.293*

H3 | Compatibilty —— 'T:t:’:tf‘;: + 0273 |3.754***

X’=190.838(df=125, p=0.000),

. GFI=0.911, AGFI=0.879.

Model Fit NFI=0.937, TLI=0.972,

CFI=0.977, RMSEA=0.051

*p<0.1, **p<0.05, **p<0.01

MHZS JUid 2908, SEY, Hdnt MEEe FoelE
Ztof QlmpEtAof Cheh H1, H2, H3o| A¥Znt= L3t Zoh A
W, H12] HEZn of gt Hiet 20| MAE2| Jtiy 29S8
2A4=0.317, p<0.01)0] HKNZF2| FOiS|=0| SAHLZ 7o
H(+)o| ges OlX|= A2z LEHRCE 2t H12 X|X| 2| UL
=M, H2o| A 8Zn MM Fe| SEE(Z2AH+=0.158, p<0.05)2
HMHFL Foel=0 SAH2Z Foloh dgs OIXX|T, ofdet
F2()et 2l a8HY FYS OXls A== LIEHRE MatA
H2= XIX|E[X] BEACH AR, H3S| HEZD: ot Hiek 20
MHIF2 Hd(B2A+=0.273, p<0.01)0] MHF2| FO42|=0f
SAH2z Folgt F(Hel &S OXls A= LERRtCh o2t
M H32 X[X|Z|RULCH

CHE2, MAES St 220d, =Y, H2hdol dMEel +
oHel=of OjXl= Sof AM FHF2 AHEZ(ZH AEHIES)
ZERIO| Cist H4, H5, H6S AFSIRACt Ol fI5t0] BN, S
UHERZ ZFE FHEQ AF87[ZHM=3.22)9| Bu4E 7|=2=
ot olg2 FHES ARSI et X2t +=F0| &2 HE
o2, ol Ot FHEL AME7[ZH0f TSt |2t #+F0] H2
ez ZROIACL £ FHES MEEIE=(M=4.75)2 Fril
= 7|E22 Fogh Zite 7HIES MEUE0 et X4 #F
o =2 HE2Z, Brgl Oldts FAHZE2 MEHE st X[
TE0| #2 JHeZ ZROIACL

THECl AHg7|Zte] =ERME AEet Zite <Table 4>0f
HMAIE[QL, M L2 Tt 20k XM, MME2| Sty
Foga Fojejee] HANM FHE2| AHEZIZH =0l ’2 H
Eol ERATE 03612 RoeE 1%0(A oot 8HH, =2 &

the| ZRASE 01692 SANSZE ROISH| H2 A2 Lig
SHCE 2L AXZH(=1.242)0| 7|&X| 3.84ECt A2 Z{OZ L}E}
Lt & B2AF X0|7t SAN2Z FOloHK| Y2 A= T

EIC} MEtM H4-12 X|X|Z|X| QURULCE

=M, MAZel SEE Foielzel AN XAE FHE
AHE7IZE 20| &2 Mo F2A = 01812 FolE 10%
oM Rolst B, 2 MEe Z2A = 009822 SAHC=
ROISHA| %2 HoR LIERICE ESH AX*34(=0.610)0| 7|FX|
3840t A2 Ao= LIEL & FE2Ao XO[7F SANH2=
FOIOIA| H2 Aoz BEHEIC MakA HE5-12 XIX[Z|X| GARACH

AW, MMFol Hehdanr Fofeleel ZANM X|ZE FHIE
MEZ|Zt 70| H2 MO F=A+= 0.3052 RolFE 1%0
M felstl, g2 Hte| F2ASE 02492 ROlFTF 5%0A
EXMoR folot HOR LEHITE 3Lt Ax*gH(=0.201)0] 7|
TX| 384ELE A2 A2 LIELE & F2A S| X0[7F SAHH
o2 [ROIoHA| @2 A= WEECL MatA HE-12 XIX|=|X| &
OI-[|-
ULt

<Table 4> Result of Moderating Effect on Old Product's Use Period

Hypot Path Use period of old product | Ay

hesis Low group High group |(df=1)

Ha-q | Relative - Purchase| 4613 348w) | 0.169(1.550) | 1.242
advantage intention

H5-1 | Complexity — 'Tr:‘t:’:tf‘;? 0.181(1.787%) | 0.093(0.896) |0.610
Purchase

H6-1 | Compatibility — 0.305(2.880"*) |0.249(2.290**) | 0.201

intention

a8 ohe
2 2to] 2 tgts LIEHY.

*p<0.1, **p<0.05, **p<0.01
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THES Arglzel =EFME HYeh Zit= <Table 5>0f
MAIEQAD, MO &2 Ch3nt 20k W, MMF2| Sty
S Foje|=o| HAM FHE AHSEIE

O,
L

o Z2A = 00582 SAXH2Z RFOISHA| &

Ch. 22|31 AX’Z4(=8.810)0| 7|X%| 6.64LCt =7 LIEILL & A=Z
ZZso| XIO|(FHEZE AIRYIE =2 FCHTHE AlHIE e T
Eh7t Q4% 1%0|M EXXMoz QoJ3t 2oz BEteElrt mat
M H4-2= X|X|Z|QACE

EW, AMHZo| =E AN Fojelzol TAHOM X|ZtE TAHE
AFBHIE #F0| WS FEto| Az 4L 01852 EAMoZ &
OStK| b2 HtH, =2 ZlCto| AZALL 018322 Ro4F
10%0IlA Rt Z4o@ LIEfRTE a2Lt AxZH=0.181)0] 7|&
x| 3.845CH I LIEIL} & HZ2A 50| kto|7} EAHXoz Qo
SHX| %S Zoz mEtEICt b H5-2= X|X|EX| 9t

AW, AEHZo| MgtAnt pojo|zo TAHOA X|ZtE THE
ABEIE £Z0| WS Ftto| FHEA%L 0290, &2 Ztto| A
AL 02542 BE Q0/4F 5%0|AM EHXHoR Q0|8 HO
2 LIEPSCE 32Ut AX°Z4(=0.235)0| 7|EX| 3.84=CH WA LIEF
L} & AE2AZ0| X0|7} EAXoR QO[6K| %2 Zoz
Sict matd He-2= X|X|E| K| Qtc.

<Table 5> Result of Moderating Effect on Old Product's Use

Frequency

Use frequency of old product 2

e Path duency P Ax

thesis - (df=1)

Low group High group

Ha-p | Relative - Purchasel q oqe 501 |0 46804312 | 8810
advantage intention

H5-2 | Complexity — Ure@Sel g 18501 550) | 0.183(1.923% |0.181
intention

HB-2 | Compatibility — - “r13€ | 590(0.237) | 0.254(2.533") | 0.235
intention

" U ool L 12 LiERY,

*p<0.1, **p<0.05, ***p<0.01

5. 42

re

A= RogersZh HAlSH MMF2| 57K il £ SO
o

Y 28, 59 Mgl 80| 2H[Rte| FO{el=0f 0|
X o o HESHUCE. ot MMES| Sl £40| 2H|X};
9l

TOHel=0f O/Xl= FHES A= TFstel ZEI 0| Chsl
M= HESIACH

= A7 EMZUE QofsH, HX, MAEFS JUH 22d,
=Y, Mg MBSl FOiolE=ztel QlufEtAof e HY,
H2, H3o| AFZu= otgar 2ot MAEFe Juid 22dH1)
an, MEES Heg(HI)0 MAIFel FFoel=0| SAHLZ |9
¢ J(+)el s OiXl= Aoz UEHRLE J2iLt MMEel =8
gH2)2 HMF2 Foie|=0 SAX2z gofot s OIX[X|
o ot =9k Eel F(+)2 S OX= A= LIEHKTE

L2 FHEel Arg7|Zte] 2R s d8et Zuts L3t
Zoh BN, MEFel duiy gt Fojelzol AM, LME
o SEEat Fofel=el BA0A, MHIF2 MEtda Fojel=e

AN, FHES AHE7|ZE 50| H2 Fct &2 Foo| &
H2A Ko7t BAMSZ [OISHX| U0t H14-1, H15-1,
H16-1= X|X|E|X| UQtC.

ORX|ete =z, HIES| AM8elzo ZESNE ANsH ZAute ot
S0t 2ok HX, AXBe MY 294nt ojo|=of EA oM
2= AHE ArEElE 50| &2 Rt =2 ool & H=Z
A==9| Xo|7t EAMSZE {50 H4-2= X|X|Z|QUCt 2Lt
MAHEo| S&bgar Foje|zo| THAOA, AXES| Metdnt Fof
Ol 9| AN, LHE AtEHIE F0| H2 AT =2 H
Cho| & ZEA ol Xo|7t SAHFSZ [FOIGHK| A0F H5-2mt
H16-2= X|X|Z|X| EQULE.

2 970 oM HNE TRsie] =FEZbo| ofst 7t
H4-2= X|X|Z|RAX|TE CHE 7HEE2 DRE XXX AUCH
= o3Es MNEC "4 £M40| Foje|zo OjX|l= ME TSt
of ZEZ 0| Chet 2ot MEXNOl A7t Qe Zo|ct.

k=1
2
S

o
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