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YA o] & WA FEFAY o5
@ A7E A9 gehA Y, 2007).
I EH‘IW Rogers 2003)L Qﬂ‘% 3‘4

Davis(1989)= 71%?%3 dellx 54 71eE
ol= P9l Fositt. 489 (2007)>
O\-jl?” 5!3 at7] Adate] IT Al *E“Q] 4*"“01
% T Ut st oo
o fHEH’\i Jasperson et al.(2005)8 —’F%
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Prochaska et al.(1992)9] 55A ¥3ndo|x
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o SRt S, 2007).
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2.3.1 BAFA &

BAFAY #dd Ve dAFES #AFA
(relationship investment) & 574 w3 GAA}
7t wSAAE s AY %7\]5}7] 98l F
AAA, YA, ANA S 77 Ao
oat99th(Scanzoni, 1979; AFE, 1999).
AT Aefu] ol &g vEoR J&ﬁl‘#ﬂ]‘%"ﬂ
Hea AorA dd S FAsy] s T4
He ZAAA HE, AR, =¥ Folgt & 3l
(Hart and Johnson, 1999).

olglg #AFAE st
w9, a23 e 5T F gle
2ZX 24e a2 A vEA st
FAtes ok Aed foids @
and Barclay, 1997). B3 @HAlo| o] -(-)9] <
& AL, TR} FHPFole A Ik
02 222 e THRusbult et al., 1988).

o]} o] 7]E9] TA e HPAFES A
GAAE (A=A A} e AE, A2 Al &
2 & AR meke] Adoz AL, &
H2ef 2|t o] s Ao ek AFe A9 o
Fo]z| A &3t} (Sheth and Pravartiya, 1995).
olgfgt F3tellA Fournier(1998)& FAES =2
Ao thste] Foited e #AE AFste A
T} AAsHAA, AlEE Alglo]l #AIE

=M=

HZ3LS

T a =
W3 AolrbEe] A HAse] A A4
< FoIsta(Aaker, 1997), BA=9} AAE A
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H
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shn ATk 2
o A= &n|Aet B =Tt
2o A FEURA FAsH }iﬁf%&?ﬂ/ﬂ HAE
gAdtte Ao|th, &n|Ae} Bt Tt Mgd
TFEANE BH=ES Tl EH}b, 2ol ol
o} AH|Atel HAES SEY #A R /Ndsleta
AtH Aaker and Fournier, 1995: Blackston,
1993 Fournier, 1998: Thompson et al., 2005;
17, 2002; <H4= 9], 2006: #4dA, 2008;
Carroll and Ahuvia, 2006).

o)k o] 54 A that elelske BA=RD
ohiz Tk AEol} A¥l2aAE <Jolat o2
212 9th(Park and Macinnis, 2006; Banwari,
2006). & =01, 7AHE Ale]EY B2, ofn}
B ahte] o] &gl okt dAA A F5t
EatHA vzt #AE P45t ok oY
DA BAFAE 2BAe stold2 AlF

7

3T
=3
FAEE 29 # g a9 L 5 Ae
iz
m=E

e

=
T FAREA A

&
Q.
©

T ds Aol

f“lo —lJ

Eﬁﬂ FApef ot st 611%
Exolv A E FYeI
A F7HAQ S W EE A Edte S A
olH| A A|EFS ° %

a17] 913 AAFAE & 5 9ls Aol
2.3.2 A% & o] 2

71 8] & (switching cost) 7] A8 A

Mu| 2~ 52 54 AGAdAtete] dAE 271
, M2 tiekE delstes 45 Ao ot
< 9u 3t (Burnham et al., 2003; EAJH
9], 2010). , 7129 AH| 2 AFAE HEE A
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28|xt| StolEl2 HME £8 ¥ 2

H| 2~ A gAE Aggto 24 sk
a1 (Porter, 1980), A#H o2
Al Bl ek ofyet R AW A A FAkee
HANA Yebd 4 e ES447 A-bE At
H &7 A =8 B otk (Dick
and Basu, 1994; Guiltinan, 1989).

Agh) 8- el diefA = tiFde ATAES
ool dASAIRE, 2 R 3 S disiA
ohekek o] ANHATHEAEH €, 2010).

Wgs o

4 7hed 34

S EL=)
x3hete

N
2

(Burnham et al., 2003; Jones et al., 2002).
Tl YR E A2HE A3 &S dard Ao s
Ndstelr| = spAlnt, Batd A g o' 3 dote
Aol Hr} dwkdeltt(Burnham et al., 2003:
Jones et al., 2002).

A I Fornell(1992)2 AH|A1]
FAE ol 7189 = g ek ofy g} A g
&9 A F7rer (A EH ¢, 2010). e
A g Age g, dFHE, T
of &9, BAA HE, AAA
, 94710l an|Re] AFA ) ALSA

"tz A1 4359t Burnham
et al.(2003) Fornell(1992)°] A Md<
A A2}A 8] E-(procedural switching cost),
AF2 8] & (financial switching cost), 7|
A A3 & (relational switching cost)e A A
Ao 2 3T} Patterson and Smith(2003)

A &5 AEA v &3 278504, mf=H|
&g &2 Moz g &

e =43 wAd

]
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ngheh(SAEH €], 2010). 2713
A gate] Abs| A A o FAbE
QA &AL uigitt, dubg o2 AA|g
g FollA e A &S continuity
. 8] (learning cost), " EH$(sunk
cost) o2 #RH3tL e o™ (Burnham et
al., 2003), W&HANE a44 A& Eth=
AelA g gol & o e A s A
dk= a9lo] Prkar B3 9itk(Dube and Shoemaker,
2000).

A & #etk 7]Ee] AFE A AS H&-9
A2 1 AP alle] Ak AT g gof A}
o #3 A= o] A B Uh(EH

i

cost)
)
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o olo
B
oy 2L
-
=2
lo

2
o
=
oo
o,
iR
K
By
e
rg
=2
>,
2
rlot
=
ojo
o,

Azl Bus Ytk (Burnham et al., 2003;
Lam et al., 2004; Caruana, 2003 Sharma,
2003; Kim and Sugai, 2008: Y4&2, 2009).
5k AfH] 2 Ab o] S0 whah A gkH]&-o] Al ul
& mA& FEFo] Folsitte AFAAER
AAE L Uk Jones et al., 2002; Patterson
and Smith, 2003). 283 F¥H]&E ghEoL}

Qe BYo] 9 AR 29 A4 A
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&5 7M7) A2 YEtH(Anderson and
Sullivan, 1993). Burnham et al.(2003)2] 4
TFAME g go] Anae] 2&H o] &k
THAQ dEFE T AFAHE A BT
ojg} o] 71&S] MYPAFEL wAE Fo

-
=
=

AH(Fornell et al.,
1996). TE3F AgkH]Lo] Z71E4E LM A= ERA}
o Hal= 2 A7 0 o ole] 97 7] Wi
(Jones et al., 2002: Sharma and Patterson,
2000), BE MR 719EE Artel AF A
H| 29] x%sﬂru]&g =0]7] 913 wiA|El AekS vzt

LA =1
=2 23 Ao Fornell et al.,

1996).
2.3.3 FA ofFeol 2

HHA o2 o] B2 RO frolgte] BAE AW
ate MdezA ’\}ﬁ] ’“E]?ﬂoﬂf‘i Zibeto] o
‘:‘o}oﬂ ! _Q_Q
Bowlby(1979)%:— —xr
2ld o, frote] d5s
A o Zo]2Z FA8l st th(Hazan and Shaver,
1987).

HARA ofFI AHE 7)E AFES FE O#
A EollA ot Algto] ThE Alghe] il w7l
A froizke] A Fdstgon, olg 2
AtE 7He] AA1A B A Bowlby(1979)= %
2 o2 “Abg(Person) 2 A A1t/ (specific
object) Atele] A feizt(emotional bond)”
o7 Hostgith(olQlAd ¢, 2008). A3 Mgt
wobe] 71E AFEE AHA o Fo] fro} A=
FRE oo s AT, AdstHA oot

FSHEZ ol 2

AFsln BEAEo 2 7+

o)
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3 2 FASH(Bowlby, 1979). Hd
de 4784 o] el BA A ek ol
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Ahuvia, 2006; Thompson et al., 2005). ©]&]g
BAAA Park and Macinnis(2006)= 234
o Z-S Az AH] A (consumption entity)
Atolel A fuits wkdste #wA 71Nk )
do g Zosrx stglh(e] 1

AtH(Baldwin et al.,
T =R, 3949 HEE vt
A AH|ASL T A Zo] AH|AES Ak 9ol A
Z8E7t SRR dd AlF A ol
Zro] YA H iH]ZHE Apale] gkl %5’55& L s
A, 2009).
AR, e u%i 2 o2& 73540]—“ 2o ]x}% 2}o}
NS A/ AT = W2l AlF2 14
st W Al EFo] et oAQl HEE AH|A
Aoteh= EelE oz 14)gith(Holmes, 2000
Mikulincer et al., 2001; A<, 2009). T3
7h5]- 71—7@;& oH;d-O 0/\10}1— /\H];(]_L 5}5 oﬂﬂ—

AZI A&EAcw IAE FA e PFYAA

r l
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2H|xte| StolE|T HIE 5

% (commiment) 2. & o]o]& 4 ) our 39409

=
HEs Egoz olojx&d &47F itk (Johnson
and Rusbult, 1989: Miller, 1997; #5<1, 2009).
THEo R 1A of &3 whEe] Aold e thedt
gol thste] Ted] ThEek A
tigto] E2AE A5 A
7] el (Jones and
ko] gNto g A}
4’\]717101]% AZE A=
-5, olwgk AlEl
?i JEA o e
Aolth(Jones and
Abg] Aleldt Fobe] s 9
o] Z(interdependence theory) 2.2 A%E 4
(Kelley and Thibaut, 1978; °©]314 &,
2008). &, 235 oE o|&L oud it st
of T ettty dxgE, Hoh U AR
el AAE A5 AlgEE dAEA 1 A2
tiohe et 4= 9152 onlgiek(e]eld €, 2008).
=, AFES o] F4€ uli= Aot
U5 (part of self), & &4 Aol(extended-
self) 2 9141814 "th(Park and Macinnis, 2006;
o]Qlid ¢, 2008). ©] Wl A ofF H
7|E AT A2 574 tdel el A of
PA 3 Alo] nE A A= oty EA)o
ot Whggithe AT AHE A
1995) =, v

ot g
EHOMT’/} l
Aol foke Al
Sasser, 1995). ]

=
.

Z

[e)

o]
PR

=
A3 o

T o E
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s _lzi ['_\'ﬂ,

7 el
=
\:t]71j

LB

(Jones and Sasser Jr.,

#l EH*J% A o}ix} dhe ©
(Beggan, 1992), 1 2% A oz
ko] #AA el A2 F Ark(Park
and Macinnis, 2006; ©]¢14d ¢, 2008 ). =zt
A EH A F that LujAF W] gkito] AH|A}
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28(%12 B0/E|T HE 48 U 48
3.2 A7
3.2.1 slolH| 2 AF &9 9IS vHE 29

3.2.1.1 A& o)A (relative advantage)©l #3k
714

A o2 7

E9 AlFolut AMH| 2 B} A=
galo] 7 TEE A4 x}z%% 9m) gttt (Holak
and Lehmann, 1990). 71E9 AFelu A

H] 29} W] 1aj A ’E}ﬂlz—igi }\HET': galo] drprt

q A A4 = sl Aoz HodtH(Rogers,
2003). A o]dL g4l B4 FlA /\317\}4
FEo ol 7Y AHAQ G F= F88%10
tH(Holak and Lehmann, 1990). &4l qu A
d g "*3304:1159‘ FoA oMol A48 F
A9 g nd AL BolFa Ath(Rogers,

2003: Gatignon and Robertson, 1985; Agarwal
and Prasad, 1997; S/JH ¢, 2008). &, 4&H]
A 71EAF HElA FalAFe e dA o
A AZE5E, 2 A7) Az e e

28 LAt Aotk GuH o dold
7129 71714 Mul 25 dAske S4S

—

4
o oo le‘
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A3

TJr 7‘°l 7}3—% =
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%fﬂ” o]

human computer 1nteract10n)
7171 A28 AlFel 7t
1u]/\h)r 2o A 9olSol
stoldl 2 A EF F&F AL wrEe] & S
nAE A2 TR Xﬂ/‘]lﬂ; At (Lavie and
Tractinsky, 2004, <144 €], 2008). %3t v}
B Fofl A E ojugt AlFS ¢#A taielo] &
HIZE9 ol PEel GEFE nAA doka At
k% tH(Bloch, 1995: €14 91, 2008). 4]/
(aesthetics)' & o3t 7]7|u} Al 2Elo] AlZbA o
2 olEET Ex duttdn A4HE Jrw 4
°]% ¥ (Lavie and Tractinsky, 2004), AnAz}
AREAL BHE The] Q1A= AFE©] 71| 1 o}
20 AL 2oeke 23 ('what is beautiful
is good” stereotype) 2 E3te] AHE 4 r}(o]
A4 &, 2008). HAZ FUE, PDA, MP3, v|t]
ol Z#lolo] TI & stolH| A AFT AR
& 719 S0l IFA ofgthedl FEHE AEFS vt
Bog 2 &S S da, AHEA B3 7%
Bk gkl ~8d 59 9384 olgre s
uj 2] %Qjﬂ gl g Azeta vke AR S

& 4 YA, 2007). old AL A

=
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—‘-f/\

T
IYE

=)

n)A E4 O] 7164 SREY 2HAA ¢
g AFE 24 171 9 AL

MAE 2

Al 2007: ol A3, &%, 2008). whebA

¥0 Ho o

o

e ol lo,
re o> o o> A&

433



%
=
e

g
>
i
o
©

T2 71E A1 AP okl g
7lute. g sfolE| 2 A|Ee] An4o
17k] sloldl L Al Fol gt 8o
VolA w4 Aolgtx 714 EgTh. B o
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DetolH| A AlEe AWl
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FHA(+)9 9L v Qo]

T8
=

3.2.1.3 K814 oJw]A|(social image)°ll &gt 71
stolH| 2 A|Fe] F&ol Y B APAFE
& A Fgeglow FRA g ALEA ol
A5 AFeteh. FHA ol AAlo] Fast
A A71e Abgrse] 2Rld dig] o9 A sfoktt gt
OAY 58 oA ol gty Azste A o
gk Q1A' she AoR AREA SHEold FHC
2 o]457]% dth(Ajzen and Fishbein, 1980;
Bagozzi et al., 1992). WrHo| At5]4 o|n|A]=
AL A Ve ol&ste AS AAlo] &t
AR A28 Ufel| A ZFA19] 2917 et We
JE"E ou|gthH(Moore and Benbasat, 1991).
A Zofel A e 54 AlFolu BAlEY] A
Soto] Aot e ARBlH o2 A7) 27t 8t
SHIAE] B7I7F AlFY ey o] &l dEFE
n At st th(Netemeyer et al., 1995; Wang
and Waller, 2006: ©|<14 €], 2008). AAZ
< 2HIAEE V)54 AoukE g5t AlFS &M
7% shAIR, WES Tulete A 2ol A
o]+ (symbolic reasons) W&ol A &S :rLUHﬂ—‘E
87k S7ketaL ieh(el1g 9], 2008), =, A
= 01“15} AFelvt BAEe AfrE %5}04 =25
B

o
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do i o

SR P e O 3

ZeH] AL OlUW FEA71=H 71 st
1995; Wang and
o)z A4
olu]#] (social image)E L7+ AH]|A 7§E7]’\
A e ol A %915}7%1 YFE FT 20ew Aotn
qom, MRIEE FEI|ES o] &Fo =M Al
oJHAE FHATIE AR AFATE FlA ¢
<53 9ith(Karahanna et al., 1999; Carroll
and Ahuvia, 2006: Moore and Benbasat, 1991
Agarwal and Prasad, 1997; Venkatesh and
Brown, 2001). & 7oA & o]¢t 2 AP+
& U o2 thad 2o 7M& A|AlSHA T

PRSI )

¢}

It} (Netemeyer et al.,
Waller, 2006: ©]0A ¢, 2008).

7H 3: slelEl 2 AlFS ARA oln]A e 89
7

3.2.1.4 $4°%(adoptive intention)9} F%
(adoption)dl] #a+ 744
BE A= AA AF T viE oHo] T4
ot ol &ate] A e E AEFe Feiut AH] 29
o] &5 £ AAl YFel B2 IFS G &
214 gFo]Z(Fishbein and Ajzen, 1975)3% 7]
&85 (Davis, 1989)A% o] &o=rt AA
|2-glo] o] &of] FES mHTkaL e}, ol w
gt 2 dAFdA e 82 2L stoldH A AlEE

>~

Folsto] 44 ol 83k HEE g da 449
2 A S8 ROIF 9B 1A AL A
WA e ol FME Ay £ deold

pds T
E _J_.
A AFE FE& F AZE 7150y o] &S g
Fote o ARt =8& FAortt sta @ 7]

=
71l g 2 HEFeI Ak E eieh]
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7Hd 40 stolElA AlEe] FEEE stolHA
AF T8 s8H(+) &< 1A
Aol

7Hd 5: stolelA AlFe] 42 WAFAC S
A ()9 9= A Aol

3.2.2 slolHlA AlF & F YTl &= VA=

29l

3.2.2.1 A5 A relationship investment)ol
w3 71

A FA} (relationship investment)E 5%
ws AL ndWAE FAAY FAls] 9
3 FYshe AAA, AeA, ZMAH DS o)
TH(Scanzoni, 1979 AFE, 1999). &, #AF
A Agu] ol 25 uig oz A A e 243
RO =2A #lF #AE BAs] A FAsE 4
AR BE, AR, =¥ Folg SitH(Hart
and Johnson, 1999). Smith and Barclay(1997)
T st #AE At fAs] AsiA FY

© A1 w8 Axde Adez HIe
olg| g #AFAE
g Igx

=

g 2=

€

and Barclay, 1997).

& AL, F=t ELEE
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#sof mot 917 Aole Eg Moz
= "A= A2 YERRTHRusbult et al., 1988).
VAEFR #dd AGAFAN BAFAE 12
A F o} 2E AAFAL FAEA Folg FFs
Ae AR Yegoh(Rgoel, 2002 #43] 9,
2008: Lee et al., 2001: Lam et al., 2004:
Pae and Hyun, 2002: Burnham et al., 2003)

ol FHE el AFAE Ul B
ol A #RF ohet 54 AlFol Au| o] 83
A= F4E 5 len, & AF tﬁ?& AT
e Add i IPNE F e
AR 2H2bE 2 stolHl A AlF
&< sted, A= 71soly 1
| Al =32 FAlsfopt 6
74E FEEOG At S
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7bd 70 stolElA AlEe] e BAFAE ofF

of A (+)2 9FS 113 otk

3.2.2.2 Mg & (switching cost) ol &3t 714
23] & (switching cost)2 7]&0 ALE-3Hd A
A A 52 54 AdArgAete] dAE 27
tiete MElete A+ dralof st
H]&-& 9 dth(Burnham et al., 2003; $/JE)
9, 2010). &, 7129 MHl= ATAE Mz A
Hl 2 A3z Aggro 2z daydhe v &S on|
&t (Porter, 1980), A#A o2 24 7t w4
Q1 W& o et A ZE- AH] 2 Al g Abeke]
AellA debd 4 le 23443 #d9 Az |
43 4249 w8¥® 3= /delth(Dick and
Basu, 1994; Guiltinan, 1989).
73] -3 A Aol A
A Abgo} AT Foll ke n Atk A
AEo] AAE L JH(Burnham et al., 2003;
Lam et al., 2004: Caruana, 2003; Sharma,
2003: WA, 2009). &, AgH]go] FIEFE
2B BRALY] Al FoR K Skel] 7} TS T ol
A= Aolth(Jones et al., 2002; Sharma
and Patterson, 2000). Lee and Cunningham
(2001)9] AFoIM % 2xH]ARe] A SH]go]
% 2wzl 4wt o ¥

o] IAFHEY AP W5LS 74

)

rr

i
ol

sk, A=

AR gL A%

o
lﬁ'e‘l‘

| e g
Fal e (U,

2009). ol# g A g2 oy A2 &9
o $le HHdME uA/AE S7MTE Aom

YEl5 o™ (Anderson and Sullivan, 1993),
Burnham et al.(2003)dFA = 7 gkH]go] 7]
Z ZEA dd A&A ol & Jwe] FHAQ o
& v A= ey

StolEl A AlE2 A aHAEG
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3.2.2.3 784 <fZH(emotional attachment)®]
e 7p
ARA o H3 AhE 7| E AFES FE AR
Al & A ou gt Abgre] T2 Algtd] disl w7l
oA AN Ederglon, o g 2
7te] #AA A AA Bowlby(1979)= 7t
& “Abgt(person) 2 FAIA Q1 tld (specific
object) Ato]2] 7429l fth7H(emotional bond)”
o2 Aofarh(o]dA ¢, 2008). & L&
HRA o Zto] ol BA A Rt ofet 5F A
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28|xte| StolEIR HF 8 R T

ol P2 mA AT Ao AXNH Aok
(Fournier, 1998; Govers and Mugge, 2004;
Park and Macinnis, 2006; Carroll and Ahuvia,
2006: Sui and Baloglu, 2003: Thompson et

. 2005; o914 €, 2008). o]& 8 A A ofzt
OPOl B2 AlF2] A& o] &l frojml g 93
n A Zlolt}, ks ofw gk ti o tiste] o
| Eetn dAgE, BHop e A2 diet
ARHES AAEA I RS et
gh, ojw gk ool A o #ol
MEE digte] EAHo e d Wikt
itk Zlolk (o] 9, 2008).
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(relational sw1tch1ng cost)
Zp o] Agks e =% ItH(Carroll and Ahuvia,
2006; Caruana, 2003; Fornell, 1992). w2}
oj9} 2 HYATFE vt R vy o] 7S
gekshe il

7 90 stole| A AlFo tlgt o Fe
o 284 (+)Q1 d&F< A Aol
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olgolEd FHH(+)A JFE vlE
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2u|xtel BOEIT HE $8 U $8 F @S| Bat o7

(B 1) Z=9 ¢

FEAEE S

2995 | Aras (s [ Fe) | 239% | Avgs [ERem) [ 7%
i 151 52.8 107l o] 3 34 8.8
uE o2} 135 47.2 10§§>U@:3 126 32.6
GESE
307Hlo] 4~ 5

A 286 100 ORIz 164 42.4

20415 5 1.75 50k¢lo] 2 63 16.3

20~ 244 94 32.87 A 286 100

ol 25~294 82 28.67 444 49 17.13

304 ~344] 71 24.83 ERER 14 4.90

354 ~40A] 23 8.04 2] n] ] o] 58 20.28

41401 % 11 3.85 =ukd A9l 31 10.84

A 286 100 A7l | lZeAelA 71 24.83

gk () A 106 37.06 ylH) Al o] A 15 5.24

CRE 103 36.01 e 5 27 9.44

| A1 4]

44 A9 2 769 . il a4

A2 34 11.89 SKT 98 34.27

k] 3 1.05 224} KT 139 48.60

71 18 6.29 LGT 49 17.13

7 286 100 A 286 100
o }FEFdA (convergent validity)o] vtz & A dA|2 453 2oz Jepdt}. v Chi-square
T vk wEbA BE A dPdTe] d#7] ol F55A] Fta 9oy, Chi-square &2 Al
2] (Bagozzi and Yi, 1988)5 A3l ol # Z37)9 AF By EAA qzteA wkesl=

ZErA ol e, w3 wdlo] AAQ A& Ao] ] Wi e 4¥E NFES WA 1
S5 B8 B A, 8 d Pl w3 wea 2lsto] 2ol A& H7klof shal(Bagozzi and
A¥EE x?=137.232, (p=.000, d.f.=83), GFI  Yi, 1988), CFI, NFI GFI7} 0.9 RMSEA
=940, AGFI=.913, NFI=.918, CFI=.965,  ©°| 0.08¢]ato|¥ w22l At & & ot
RMSEA= 04824 tiA=Z ¥3d Aoz vephd  (o]8fvl, 2003). w}aw HeEd/gdo] 9A] gry]
. $8 F A% BR AFTY AYE ] x= AEE FAT 5 ATk BFE AMOS 7.0% o83

193.640, (p=.000, d.f.=93), GFI=.925, AGFI
=.890 NFI=.907 CFI=.948 RMSEA=.062%
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o] Cronbach’s Alpha ©]99] F7}7¢l AP =
Z21Q B3 A A (composit reliability) @} Hit
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Factors Influencing Adoption and Post-Adoption Behaviors
of High-Tech Product: Focused on Smart Phone

Jae Hyun You* - Cheol Park**

Abstract

High-tech industry is innovative and has a higher global market share than other industries,
and therefore every nation has been intensively cultivating High-tech industry. The uncertainty
of business success in High-tech IT industry is much higher than in traditional consumer goods
industries, its products exert great effects on other industries once developed successfully. For
this reason developed countries put emphasis on High-tech industry. High-tech industry is
also attracting interests of enterprises as a new growth power. Apple corporation had been in a
slump in 1990s: but the launching of iPhone and App Store resulted in hot responses from
consumers, eventually bringing about a rapid growth, and its total market value has overtaken
that of Microsoft corporation.

As High-tech industry has been showing such a rapid growth, acting as a new growth power
of enterprises, there have been many research reports concerning consumers behaviors to explain
the process of their adoption of High-tech products or services. The researches about how
consumers accept new High-tech products have been based on social psychological theories,
which deal with conviction, behavior intention and behavior. Representative theories in this
field include TRA of Fishbein and Ajzen (1975), TPB of Ajzen (1985) and TAM of Davis (1989).
These researches have been recognized as providing good models that are simple yet have high
explanatory power for understanding consumers” adoption of High-tech products and their use
behaviors, and they are providing theoretical grounds for extended researches.

However, such researches have the following limitations: First, existing theories and previous

researches about the adoption of High-tech products have been placing emphasis only on the
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initial adoption of High-tech products. Second, the adoption factors suggested by existing theories
are based on intra-organizational status of accepting information systems, and therefore may
not be applicable to High-tech products. Third, most of the researches about the adoption of
High-tech employed cross-sectional analysis of initial adoption only. And fourth, most of the
existing researches suggested and empirically proved the adoption factors that considered only
reasonable and rational aspects.

Therefore, this research aimed to develop a comprehensive model for consumers” adoption of
High-tech products and their behaviors after adoption. For this purpose, a multi-dimensional
approach was attempted, considering both the initial adoption stage of High-tech products and
the stage after adoption. Affecting factors were first deduced based on literature review and
in-depth interviews, and based on the deduced factors, a comprehensive hypothetical adoption
mode] was established for consumers” adoption of High-tech products and their behaviors after
adoption. As the factors affecting the initial adoption of High-tech products, this research
suggested Telative advantage, which is a reasonable and rational variable; ‘aesthetics,” which
takes emotional aspect in consideration; and ‘social image, which takes social aspect in consideration.
Whereas, as the factors affecting the continuous adoption of High-tech products, the author
suggested Trelationship investment, ‘switching cost, and ‘emotional attachment, in an effort to
analyze consumers’ continuous adoption behaviors.

In this empirical research a survey was conducted using an organized questionnaire, involving
consumers in their 20s and 30s who were accepting smart phones, which could be taken as the
most advanced High-tech products. A longitudinal survey was carried out from March 2010 to
May 2010 in order to analyze consumers  behaviors before and after adoption. The first survey
(before adoption) secured 628 valid responses: however, the second survey secured 286 valid
responses. Therefore, the questionnaire sets of the 286 consumers who responded to both the
first and second surveys were subjected to coding for empirical analysis.

The results of the empirical research were as follows. First, relative advantage, aesthetics
and social image are positively related to adoptive intention of high-tech product. Second,
adoptive intention of high-tech product is positively related to adoption of high-tech product.
Third, adoption of high-tech product is positively related to relationship investment. fourth,
relationship investment is positively related to switching cost and emotional attachment. fifth,
switching cost is positively related to continued adoptive intention. sixth, emotional attachment

is positively related to switching cost and continued adoptive intention.
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The results of the research provide the following suggestive points: First, in order to have
consumers more promptly accept High-tech products, there must be an initial marketing strategy
that considers relative advantage, aesthetics and social image. The reason is that, unlike in
the case of existing traditional products, the adoption of High-tech products is substantially
affected by relative advantage, aesthetics and social image. Second, in order to have consumers
to continuously accept High-tech products, there must be a marketing strategy that considers
relationship investment, switching cost and emotional attachment. This means that a suitable
marketing strategy is required for High-tech products, in whose case relationship investment
is made immediately after adoption and continuous adoption depends on switching cost and
emotional attachment. Third, there must be a comprehensive strategic management that encompasses
the strategy for initial adoption as well as the one for continuous adoption. The results of this
research showed that in the case of High-tech products, the factors affecting initial adoption
were different from those affecting continuous adoption. Therefore it would be necessary to establish
differentiated marketing strategies. That is, in the initial adoption stage, a marketing strategy
that can make consumers better perceive relative advantage, aesthetics and social image would
be necessary: whereas in the continuous adoption stage, a strategy that can positively develop

such factors as relationship investment, switching cost and emotional attachment.

Key words: High-tech product, TAM, smart phone, relative advantage, aesthetics, social image,

relationship investment, switching cost, emotional attachment, continued use
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