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A summary of new contributions both in terms of academic and practical aspects 

of the dissertation is as follows: 

1. Academic contribution  

First, the research gap is the necessity to shed light on the measurement method of the 

consumption value in the context of new products.  

Although previous studies confirmed that the concept of consumer value is complex 

and should be measured as a high-order multi-dimensional concept, few studies argue about 

how to form the concept and measure it in the context of the new product research. 

Therefore, this is a theoretical gap that will be filled in this study. Result of study identified 

that consumption value was taken as a second-order multi-dimensions construct with five 

components, namely functional value, epistemic value, economic value, unique value, and 

emotional value.  

Second, discover the role of product-specific innovativeness in predicting new product 

adoption behavior.  

This research adds to the body of knowledge on the theoretical clarification in defining 
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consumer innovativeness. The study demonstrates that consumer innate innovativeness is 

not the best predictor of new consumer electronic product adoption behavior. The research 

found the importance of product-specific innovativeness (PSI) in new product adoption. In 

other words, PSI is a better and stronger predictor of new product adoption behavior than 

consumer innate innovativeness. Product-specific innovativeness is found to fully mediate 

relationship between consumer innate innovativeness and toward new product adoption 

behavior. The literature review revealed a lack of research within the field of consumer 

innovativeness in the Asian context, as the majority of the studies were conducted in the 

developed countries' market (Chao et al., 2012). Further research must emphasize the 

development of new scales with key constructs that can be a good and strong predictor of 

new product adoption in Asian emerging markets. 

Third, this research measures two stages of new product adoption including adoption 

intention and adoption behavior, instead of measuring behavior per se such as buying 

intention.  

There is a gap in studies evaluating the relationship between to intention adopt new 

products and behavior to adopt new products. Previous studies also only focused on a single 

factor such as new product adoption intention or adoption behavior, very few studies 

clarified the relationship between these two concepts (Art et al., 2011), so there is a 

theoretical gap to clarify the results of the empirical impact of adoption intention on new 

product adoption behavior (Kaushik and Rahman, 2014). 

Fourth, new point of simultaneously test on the relationship among research 

constructs. 

There is a theoretical gap about the lack of studies that simultaneously evaluate the 

direct and indirect effects of consumption value, consumer innovativeness on new product 

adoption behavior. A number of previous studies tried to discover the relationship between 

consumption value, consumer innovativeness and new product adoption however, the results 

of this relationship as well as among levels of consumer innovativeness lack a degree of 

clarity and consensus. To date no academic research appears to have considered 

consumption value, consumer innate innovativeness, product specific innovativeness 

together. Consumption value was found to have a positive relationship with both consumer 

innate innovativeness and product-specific innovativeness. The result also confirm that 

consumption value has a positive effect on both new product adoption intention and both 
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new product adoption behavior This study goes a further step to confirm mediation roles of 

product-specific innovativeness between consumption value and new product adoption 

behavior.  

2. Practical contributions 

This study investigates the effect of consumption value and consumer innovativeness 

on consumer adoption of new personal technology devices. The study showed consumption 

value and consumer innovativeness are important predictors in new product adoption. 

Thereby, the managerial implications of improving marketing activities to increase new 

product adoption of target market when launching a new product. 

First, to provide/create correctly and increase consumption value for new products, 

businesses need to rely on the components that create/contribute to consumption value. 

According to the research results, the component with the strongest contribution is the 

functional value (β = 0.402); next is epistemic value (β = 0.332); unique value (β = 0.315), 

economic value (β = 0.314) and emotional value (β = 0.227).  

Second, firms should try to identify innovators at a time when launching new 

products. Marketers should use product-specific innovativeness to best predict consumers’ 

adoption behavior in a specific product. After identifying innovators, during the new product 

launching, marketing managers can proactively invite innovators to participate in 

communicative activities.  

Third, the results of the multi-group analysis show that marketers should focus on the 

group of high-income men to create and communicate the consumption value of new 

products because this group tends to adopt the new products sooner if the perception of the 

consumption value is higher. It can be seen that in fact, men are often more knowledgeable 

and knowledgeable about technology and are more willing to spend money on technology 

products than women. However, it is also necessary to pay attention to the female group 

because this is a potential customer group when they are ready to become innovators when 

evaluating the overall consumption value of new products, thereby leading to new product 

adoption behavior. 
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