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[Abstract]

The market for telecommunication sales has steadily grown as information and communication technologies have evolved. With
the advent of smartphones and tablets, consumers have become to easily search for product information without temporal and
spatial constraints. In this regard, the level of consumer innovation is being considered as an important factor to understand
telecommunication sales. The purpose of this study is to examine how media usage behavior and the level of consumer innovation
in new products or services affect consumer's shopping experience through telecommunication sales. We analyzed the data of
3,692 respondents to the questionnaire of the 2019 Korea Media Panel Survey as a method of logistic regression. The results of
this study show that the telecommunication shopping experience depends on consumers' media usage behavior as well as their
innovative levels in hedonic and cognitive dimensions. The present research contributes to the literature by incorporating the novel

individual-level innovation measures with online purchase observations over various telecommunication channels.
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Table 1. Measurement Questions of Consumer Innovation

1235

Variable Journal Questionnaire | Media Panel Questionnaire
When | find a novel I'm happy when | find
product, | feel cheerful
new and novel products.
and pleasant.
Having this product I'm excited to have a new
makes me happy. and novel product.
Pleasant
Innovation )
Using a novel product | | am happy to use a new
gives pleasure. and novel product.
This product makes life The use of.lnnovaltlve
. products is a daily
fun and stimulates. ;
stimulus.
| buy this product | buy new products that
immediately because it | require knowledge of use
requires a lot of immediately upon
knowledge to use it. launch.
| often buy this product | I often use new products
- that requires logical that require logical
Cognitive thinking. thinking.
Innovation -
| use a new intellectually
- intriguing product
immediately.
If this product meets my | I'm buying a new product
analytical ideas, | buy that meets my analytical
most of them. ideas.
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Table 2. Convergent Validity Analysis Result

' Factor Complex Extract Mean ]
Vil Category Discretion Reliability Variance remigEes o
I'm buying a new product that meets my analytical ideas. 0.870
- | use a new intellectually intriguing product immediately. 0.870
Cognitive - - ——
Innovation | often use new products that require logical thinking. 0.832 0.721 0.912 0.917
| buy new products that require knowledge of use
! . 0.823
immediately upon launch.
| once commented on a post. 0.907
Internet | have posted a post. 0.866
0.711 0.907 0.854
Club | once scraped a post. 0.805
| have read other Member's posts. 0.789
I'm happy when | find new and novel products. 0.835
I'm excited to have a new and novel product. 0.833
Pleasant P 0.639 0.876 0.874
Innovation | am happy to use a new and novel product. 0.796
The use of innovative products is a daily stimulus. 0.728
SNS | have replied or posted on social media. 0.943
Activities | have shared information on social media. 0.935 0.870 0.953 0.940
| have used recommends and ratings on social media. 0.920
Jo!n I've used onlllnle recorlnmenldanns and ra.tmgs. 0.862 0.739 0.850 0813
Online | have participated in online surveys/voting. 0.857
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Table 3. Discriminant Validity Analysis Result
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Table 5. Logistic Regression Result for Hypothesis 2a

Variable | 'ntemet Join SNS Cognitive | Cognitive Probab | Class
Club Online | Activities | Innovation | Innovation Variable B P- Exp R- ility of | Accura
Value (B) | Square | Signific| cy
Internet ’ ance (%)
Club
Intemet | 4 983 | 0.000%* | 2.673
Join Club
. 0.478 1 :
Online Join
onl 2.723 | 0.000%* | 15.220
SNS nline
Actvit 0.196 0.278 SNS
ctivities N 0.694 | 0.000%+ | 2.002 | 0.219 | 0.006 | 82.9
Activities
Pleasant
innovation | 0199 | 0187 | 0.146 ! Pleasant | ) 556 | 0 000+ | 1.304
Innovation
Cognitive Cognitive
Innovation 0.053 0.087 0.143 0.596 1 Ivovation 0.100 0.167 1.105
4-3 3|7 2M Zut T AR 71 2a9] wit]o o] -8 e} 4| Rle] F A
O1X A grlAdo] T 2891 &G E o8 Aol FaS 1A
T W] At gho] ofe] JHe] FEOR Hol U= T =4 o B2 318 Al <E 5>9) o), QAH Y 53]
o= dnt oz A 3]7] FA o) IS ARS8kl S A & o] &= 2. 6734), &2)Ql Fo] BEL wo] 5= 1522
S AAE B ATte] A9 5 W] Tl Ay S A uj, SNS ZHE-8 o] 8= o oo2ul|, 2t &l S wol
kol L&t §lre] 7 7HA] ERbE 7HA AL Qs A = 24 SHR2 3040 T 220l 2= o] 4 Ago] 23l T
2E 39 24 WS ARSSte] 7 1~2c0l tieliA Ate o] =7 JERIA, 714 22t 35 A el=] )
A, AR Q1A HAA FEe AR 0 fela @Al v
A A= 71 1) vlrie] o] & sjEst Anlate] AR epdry o)t ) Lajel £ E AFEe] S QuH o] 3 1
A A3l TV 548 o8 Bl & WIAEA o ARl AES sk AAR 2nRke] A4 7140 =
B SN DIk <t 453} o], SNS GEt A=A S, golm 249 ALmE Boluly] ofel e o] Yot 17
AAA Falgo] Fi-)e] dade] o= Blo & el SNS 207 per),
D5 ol &5 0.6661, 2 SN D5s Wol S5 A AR = 71 2be] wTtlo] o] slEje} 2n]zpe] FeHA,
0.838uH, Q1A% S FES ol AFF08SMETV F4d Q144 Halo] a)9] 2 o] & ARo] FES v A=A of -
o] & 3ol g 7hs Aol Al vekstth 2 A3 7 12 2 3013k A= <¥ 69} o), AHY 553 59 wol
Fat A= A 3

FaE AHY TR EH dEth 29 e s :
FAHER efshA] oAl rERT.

555 1.366M), S22l o] TS o] 8RS 14410, SNS
55 ol B4 12300, N Al BEL gol BS
12020, Q1A% 841 FES o] B4 15500 9] 47 o]

4ol T71 7he ol A veket 11 A3} 7 2b=

E 4. 70 19| 2X|IAE 317 24 2T A9t
Table 4. Logistic Regression Result for Hypothesis 1
Probabi | Class E 6. 7 2po| ZX|AE! 57 £4 Z1}
q B Exp R- lity of | Accura L . .
Variable B Value B | square | Signific | oy Table 6. Logistic Regression Result for Hypothesis 2b
ance (%) Probab | Class
. [P= Exp R- ility of | Accura
Variabl B Lo
Internet 0005 | 0927 | 1.005 Elietals Value (B) | Square | Signific cy
Club ance (%)
! Internet
Join 0.312 | 0.000*=* | 1.366
Online 0.018 | 0.802 1.018 C|LlJb
NS oJOrm 0.365 | 0.000%+ | 1.441
Y 1-0.406 | 0.000%* | 0.666 | 0.121 | 0.543 | 64.2 niine
Activities SNS
L 0.214 | 0.000*=* | 1.239 | 0.141 | 0.100 85.2
Pleasant Activities
.| -0.176| 0.001+x | 0.838 Ploasant
Innovation M1 0,184 | 0.014%x | 1.202
Innovation
Cognitive | Cognitive
Inmovation | 0-153 | 0-002x* | 0.858 lnngvaﬂon 0.444 | 0.000%+ | 1.559
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Table 7. Logistic Regression Result for Hypothesis 2c

Probab | Class
) P- Exp R- ility of | Accura
tariztle = Value (B) | Square | Signific cy
ance (%)
Internet
Club 0.441 | 0.000* 1.554
Join | 4 467 | 0.000%% | 1.594
Online
SNS 0.192 | 0.000%* | 1.212 | 0.139 | 0.074 87.7
Activities
Pleasant | ) 540 | 0.001#+ | 1.281
Innovation
Cognitive | 135 | 0655 | 1.033
Innovation

wpA kRl v A= 71 2¢9] mlT]o] o]-&- dJ e} 4| At
fﬂw*/ﬂ A A Falrgo] N 72240 A o] 8 Aol Je
S WA =A] AFE 1% Aob= <3t >3 o), Y T &
Q T3S Wol T4 1.5540), 28] Fo] S5S wol 4
= 1.5944), SNS &5 Wol &5 1.2819) 7l T 28]
A ol& 7ol S 7FeAd ol A YERst o1 A¥ 7}
d 2ct= F AR E ATk
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HRAALE EoJ7] ofefi o] dofA 1 A o= st
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) 28?1 228 E(p=0.000), 312 7+(p=0.000), 7N 7+ -1
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Table 8. Logistic Regression Result Summary
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Dependent Purchasing Experience of TV Purchasing Experience of Purchasing Experience of Direct | Purchasing Experience of Online
Variable Home Shopping Demestic Online Shopping Buying of Foreign Goods Transaction between Individual
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nt Variable 5 Value Exp(B) B Value Exp(B) e Value Exp(B) & Value Exp(B)
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