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IMPACT OF CONSUMER
INNOVATIVENESS ON RISK
AND NEW PRODUCT
ADOPTION: A MODERATING
ROLE OF INDONESIA'S
DEMOGRAPHIC FACTORS

Abstract
o er iy slinen cin @ an it dlriver ol vomamic progremand o sty
podilan in ghabal < BT sty siwe b0 saning fhe moderating effect of

demagraphibe factins of hdoneiien comansrs. oo the depacn of cansunser innevstive.
nemk on perecivad nak and new pralse adopaioe. The type of nasanck chosenodra
cansad comparaise staly by asing nnline aid offine sirvey methods. Date werz ob-
mainal frors & sanpie of 10 conanpers from 31 povisces e roults dwwed tha
e depsyraphiic vailabk breane o oualecaing var bk v b gt af sorseaner
Innwatvenes on new product sdepiien, bat dd nm & e A e (aflience of
ciEmes Innovadivenes on credi-puinchise rish percepoom. Wil regard so the inflo-
sncnal T nens on cnalit-purchase risk wgriom, umby socizl chos
i & =gnlficem effeci as & misderating variible, As br the af cnnsnmer innova-
ErvERess o i sew ook koo, She varidhlesof mariil s, oooupalon, oo,
aned sl chass harve sipmificant effects. Thie social ciass variable consisicaily booones
i middenating oee In both squaicnn. The resdss of this dudy are ssdvl for maoketers
By lcus o specibically oo their lagol makes, epedally on the Gilsios of new
prodoct innorations kased o demograghic charectristes.

Kepwords demugraphy, oo innavasweness, risk adopion
it s, parchase
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INTRODUCTION

Devekprent of the ghobsal market sl rapkl applivation of wchodogy
CTA markieters 0 contine: o inmevate aid Fay raoes aUnion [0
CAbn sliim eF ||||ka|g£.'. wilh ew ]1h|-|]|||.I acceplance (Jain & halal, X051
Compenics need to uederstand. how the diffusion of new product inae-
vatirs can successtully penetrate specific population sagments (Hussain
el al, 20k

Recent studies tend to link consumer inmovativeness with demogmphic
ks -I'T]nnhr: et al, R The impact af rl-mngrn'phi_' Fatnrs o oo
suumer innovakiven ess, especially nslggnd new procduct adoption, has been
dehated (Baricls & Reinders, X101, Demographic warishles and atfitde
oward Eechiniogy compliment sach other as predictons of he e
tian o embrace ad we echmobog y-iased prodaces and services {Kijas-
bldmnber & Paracuraman; JE15).

Demographis Factore e consadesed b be the casses of this disersiy, n

several st i, demographic Bictors are directly associated with saving
behavior and credi constraints (Blasc et al, 2005 coodit camd obiects
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(Hong et al, 2006; Athivaman & Subramaniarm, 2008 Da Siva et al, 2002 Kiarie ot al, 20034 onkne pur-
chase (M et al, 2009] and insumnce pmducts -!'lhl.“ el al., HW1S), Sawvage (19933 Inked them with risk
amdd far of harards, bot Iﬂ.ul vt associale teem with comsemer Enpovaliveriess anil new Fﬂh‘! lﬂq‘.ll.ll:-n.
Ilwhansen (20100, Blanc et ol [2005) and Chesah and Mo B0 examined the impact l:l'dcmrgmphu
[t sian perceptions ufjﬂinlﬁ_u.ﬁdlr}u:uhﬁm il Lisked ﬂmmmﬂwm
sdopeion Howser, yry Hithe 8 knowa shoue the sdstianabdp batwoes congemor perceived rdk and pur
chastng an eredin (Goyal 20i8)

Mecording to demographic facters, Indonesia is a large ond podential new product market, By 2020, half of the
tetal popalation of 20 milken are young people (under 30 54% will be nullennials, 1t s predicied that in
2025 Geperathon £ will doeninaee the [sdoiesian nallkenisial makst (Alvara Stiategic Rescarch, 2019

Creneration 2 i Indonesds bas o consumptive mature, spontineous to spemnding movey, and shopping anling
|.5|I]H|I.IH||I.I1:|IH1H.:“]H:| aad iJH.‘:!.':i bl [lLI'.'IEIHl.I.IHj.L‘i.Il d.ﬂl:luﬂ (Salin et al. 2009 This Eé:l.u':lb.:l.l.h abet a
creative amd comecid peneraton, matke by the: character of inpovalise consumens, which B charcteriz s
b e addisthon, uwking smariphones i thin wallets'crslibess money (Alvira Straegic Research, J0E90,
Cards are the domivam parmert method when shepping online, and debitcard vsage tends 1o docline, e
Placed by digital wallst (E-commerce payments trends Tndonesia, Ji19),

In Indoneds, comsumen can chooss 1 buy comsumer producs for cashoor on credit. Some examples of prod-
ety commonly purchaied om credit inclisde imvestment prosdscts aed even ofker consumer goads. SOF1A
(Swrvey vel Fismnclal Induson disd Access) research in 2007 showed hatmore tan 607% of respondents bor-
royed anrnqrand.l'n:l' Are cu'.rm‘rl:r h:|.l."i.|1.3 loamsen the last 12 mosths, with 71% borrowed from antsede the
financial syswesm The consumer credit markeet m Indonesia Trqﬂn‘l h.‘ B 8% hillion 1'|.||1.:]1 im thee Tast 161
years, from 2000-2020 (Ghobal Econsivy, 2020), Financial risk 15 an inporta Gcior that afects perceived
risk {Putebtami, 2009, asd [ndomesan comsuimnens who are intsresied in buying prodsces oncred it Fave a risk
mker characteristic {Adivanto et al, 2017 However, st many link the Indonesion consunver credit markst
with the adoption ol new products and consumer | nnanvstiveness
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Riveral Imdorests rewenpcluwrs mmimﬂ# mpmct of demagraphic Getors on the dsk iolerance in the o
Bzt anf v s et bt Dy Moaita et ol {2020}, and Levds and Angle{2009). [ addition, Rtimangyah
[2H16) hew shawn Consimer vt venes and Erandal rd okrace sipnificantly influence consint
er’s imlention i adopt 8 payment cGard. Howsser, they did mol examing the effscl of consnmer innovative-
mess 0n perosption on credit- purchase riskgmnd new product sdoption oo dif et ndate i m the mle af
dernegraphic fackers. Here it b bogpoctant 10 exnniine the relstiemsship betwam conamer inkosvativeme:
ail perceivend risk of cred il porchase becavise the willingness to lake vk is o characberinie of coisisme
InrWabyeness

T s mpertand for comipnies b rely on the sicoess of mew' product diffuskon ad sievbval ba feecely conr
petilbve emvirvmuniend [Fain lal 20050, Fur busdess people, it s very onporiant ks kaow how cosomes
= innontive hebavior; owing ahout innoations, accepting an innovatim, brving innoevations, andd
ding new areas off nse fora prduct are the diflerent kevels of innoaitie hehavior (Karaarslan & Akidofan,
Ml5) Innovstars have an influmce on the success and faihare of new prodects rebated 1o the ditfusion level of
their inmovation (Dabee et 6., 2005

1' LITERATU HE HE“EW al, 20049y The defieition of :m'l.il.u Innovatihve

AND HYPOTHESES ness ampong reecardhers leads to o predisposibon
off comsymars (o new podacts, sirdier than other

Copmimer fnnevativenes: i a peronal charc-  comuimge. Midgler and Dowling [B978) believe
teristic as reflécted in buman behavior (Dobre el that the of scceptance towand inpovativeness
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is the way individuals take pew viewpoints and
make innovative decisicns withoul referring to
wther peaple’s experience.

Comsmies  dnmovabivenss b Behaviod that s
i ant e birth and & constant (Hynes 8 La,
Hoa1, Roehreich (2004 amd Lobanzelo (2077 de-
fine comsumer nmalvenes 44 consumplxn of
mewness, which is sssociaed with motives for in-
navatkon, mamely desire for exciiement, need for
mrvelty, ingdepemdent 1o other psople’s experince,
and necesiiaes forunigueness, Tellis ¢ al. (200%9),
Lan et al. (20017, and Races (2005) define i more
chsely with individisl claricteristios aml have
different Hfestyles, nomely imdividuals willisg-
twds i change, inclinaboen 10 purchase new prod-
e ts, preference tor mowe] and unique experionce,
tenid bo be influencer in making purchaze deci-
sinns, and leaders in theiv peer proups, The more
the comsamer i innovative, the more willing he!
she B o acoepl and purchase amd =e pew prad-
wors {Abseel & Joudaki, 20181 Consumer Eanoa-
tiveness is alao 2 heavy user and maore frequenily
3 METRON LSS TIEW PTmiur:Is [l & Som, 20O1LT) amd
technologhes (Fllovi, 005} These explanationg
showw Tl conswmer innaval eness 5 oa behavior
and is reflected in conmemer behevior,

1.1. Consumer mnovativeness —
risk perception
of credit purchasze

In scome situsations, reailers offer prochects that
wan b purchassd an credi, Th encourags oansac-
thna, the seller creates n nmrket ing srategy in th
form of imsrallmenl crafil (Holmes & Share, 19532).
Decision making carries the eftects of risk. Thus,
the risk perception of credit purchase is actualhe
a Flsk that comsurrers eealize in pelatbon 10 cred-
it purchases. Flowesen, consuimers wam W oeo-
age these risks (Kopaml & Cald, 2004) because
they canmnt foreses the impact of these decisions
[Goyal, 2008

Percetved risk i purchasing decsions i defined
as unceridinty i decsion making aml the con-
sequences of thee decsdons. Pervelved rhsk refen
fo e degre of risk that consumers perocive wisl
thasr oy toderance For Fisk taking, which are fae-
tesrs that infkience theis pischass steaeghes (Goyal,
H0H). Macieiewski {20011 ‘states that consomer
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risk isa possible consequence of decision making
and this is an importact aspect in the level of con-
SLLTET pHTCe e,

Muany aspects of conmnwes bslget heitations
are rulated to condumir prefesonose fne high-reck
peoadcts and high- sk loans (foegensen, 20011 In
particalae, fsancial risk i purchasing o credit
shows the probability of fnancial loss that con-
smess mms manage (Ckcke, S5 The higher
the level of perscived sk, the weaker the desire
o s o Clypose credit purchase degisons amd wse
credin cards (Clalval et al., 240

Conpsimer  Inmwaliveness  olsa corelates W
rizk-taking behavicrs; high-level innovators ar
also risk takers (Chib, 20080 As & group, they
are motivated .'nnl.' stimslation,  need, and nowel
ty (Roerich, 2004}, Thekur and Srivastave {2014}
frund that consumer innovativensss negatively ai-
Bected buying-perceivid risk. Commonly stadies
uze risk-rking a5 an indicator of consimer inoe-
vatbvencss (kim, 2008, Lyo ol al, 20048 Howewer,
the percetved ride level in consumers s varied fiar
the cotepory af innovater Sharnw & Das, 2008),

nsurmer innovativensss —
new product adoption

1.4

peimer innovatvensds B oan Innate lendency
Lo e det ractid o the wnbgue gqualites of bnbeten
propensily to desire o sdopt mmovations (Morton
et al. 20045) New product adoption 15 the pre-
cess ol A mental sei ol consumen paing throeugh,
boginning with first becoming aware of the nee
provefine1's existence and enling with the dedisian
to adopt the product for continued and regular
ise (Rgirwn, HR4L Consumer adoption behavinr
Aaelf is dnfluienced by pereelved group siee moder-
ated by meed for asimiation ard oed for distine
tiveness {Timmer & Kotz Navan, 2008),
Consumer innovativeness is related to the adop-
tion of mew products (Sharma & Das, J016), New
products are called refated o pew product adop-
thon belavior (Nansiben & Asio, 20125 Alost
stulles suggest that innorvatbve consumers tend o
adopl nevw producty corlice thsan consuimers who
are lees [newvatbes (Ameark, 2014: Cowart of al,
2007; Telie eral, 2009; Savag 2007; Morton et al,
2006 Roerich, MWk Keckel & Boeing, M7 Lee

El.lﬂd.ll.ﬂlwu.ﬂﬂﬂl TR R =




& Bom, 2HT AlFJundi Shubdiber, & Aupastine,
M0149], Less. mnovative copsumers tend s consid-
er many aspects of product attributes before buy-
O & W FI‘I:d'LI'.Tt |r-a5u.:m & e Mereses, 20038},
Lew and Saun {2007 ), Filowd (2005 and Comart etal.
(007 wate et innovarcre drme the faeea sdop-
ferd of new products and lend toboy and explore
mew prodicts voluggerily, Shi (200) emphasiz-
e this, sating that imnovative consumers have a

ni sense of inmovation, tend o have a positive
attitiede fo pew thimgs, and they are cager for oew
erperieisoes,

1.3. Demographic aspects
as a moderating variable

In several studies, commumer mnvativencss is re-
lated to consamer demogrophics, but these stud-
ies are still debatable, For example, Bojas-Mender
and Pargsuramnan (2015) sate that age is the most
constitent predictor of imention 1o wse new lech-
@i y-Lesed products, Franket & {2005 fusd chat
age negatively afects consimer innovativeness in
Baliviz, bt ned in the [Fa 1nd.-}n;|;|n.n. Hizssain
el Al (2004 show ihat age and income have mie
mcilerating ¢t on nnevatan kevel, whike edu-
cation and hawve no effect at all. Comsumer
IO e reas a P:ﬂiw'm:hlhl with in-
oo, sdusation, and marital satee (Akdegon of
al.. 2008).

In mawy stisdies, denmogeaphic factoss are nsed w
profibe consumer innovotors (A nsark 20040 Dokre
et al, (208 shake Lhat demographic fadors rdats
and difforentiate conasmer innovolivaes, con
schousiiesa ol finamchal ris amd adoption of (sl
innovatian. Telliz e al (P05 =iete tha conaam-
ers’ interest in mew products varies substantiol.
by depevbisgg on deicgraphics. Sulalman (30012
states Chat categarical chapges in demogsaphic fac-
tors determine changes in risk toleTance, Midgley
and nnwlir:g {1978 rase confingmoy -
el of inpovativeness in which predispesitions in-
teract with socio-demographic variables. Tellis o
al. (2008) say that demograpaic tacioss are belp-
Ful in CIEmUri Y, COmMITer nnovaiivesss, amd
consumers’ eficlency for sew proeducts vares sub

stantially by product cate gy and demographic,

The research aims b mamine the moedersting ef-
fect of demwgmphic fBoiors on the impadt of

Fridee i Al srptoum L e el 413830 05
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corsumer innovativensss on the pereeived risk
of credit parchase and new product adoption of

Incksnestan consamers.
Based o ileese a Funients, thie ]I:. |.'-|:|I.'h-=.=u are:
Hal:

Cnrisuener frmenvaliveneds dfecis risk pur-
e i of credil pairchiase,

Hal: Consumer minmatheness affects new prod-
i1 A b,

Had: Demopraphic varaldes (gender, ape, marital
itedii s the role ke the J'ilmi.llg.'; driciowies, fovel
of edicarbian, fyes of works socin dlass, and
crhmicitel affir the influeree of awmes
imnovativeness o risk perceprion of credit
prechinss,

Had: Demographic warialies (pender, age, marital
stadus, the role we ke famidy, wooeme, fewel
of ecuacattion, tyjres of work, seciil class, gy
dIlm:lz_'_p} r!I,I"rrI: the i.':_frumm:' q"mluau?.':r -
ruriieress o pew product adopdinn,

2. METHOD

The type of eesearch usod dn this sty ds a pur
vey to look for caueal relaibonships betwean var-
kabiles. The variables Lo this sudy were consiei-
er innovstbvendss, perceived risk of credin pue-
chase, and rew prodwct adoption, Indicators of
the three varlables are developed by rescarchers
thamaches beconesr indicabor measurement of
the three variables has many versions and lacks
consensus {Chih et al, 200 Tellis et al, 2008
Roerich, 2004). In relation 1o demngraphic as
pects. Tellis et al (RO show that five of the
en demnographic varialldes fage, income, malil-
iy, education, gn:.n.der, and I':|.r::i|.'|l size) are re-
lated b0 consumer innovativensss. Savas (17
added household size and femily life cycle In
this study, the cemographic variables used were
gerstee, age, marital siatus, family role, ethnic
Ly, education, LEoxne, vCC Ak, and seckal
class. Table § shows the indicators of the three
vaivables

This enedy conducted among 100 consus-
ers in Indonesia, The selected respondents were
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Table 1. Indicatars of variables

Wariabley

Indicatary

Coadumyir imnovetiveness

Ietemply enented grod i depend e of the ronm of the beionging group [Dobre = ol 0

.l:l:,-r'l:l riew kfeme prd chanpes Mabreecpl , 005 Tel | ol | 7005 Sh 2058

s vdnpneficiDnhre of ol 3007w ket B Sarwey [958 dkaban A Brmor;, FITRNT

Thieklugnaly el LiLe y CRd e sk & Fedufan, 20470

+ Pt e (O R ATsES (el DU

T e O L AL e ] rln...n..r-n Py by b |.'\.'\.-|.r-‘_ AR e e i)

| a7

Cinmemet Bhoepsr, relacossher aipsitoe of el and ienesstion |Sharma 8 Oa,

wal

. elingnac o g BACe, § ezl b Oy and B s oery F liva Airi5)

Pz o v eS0T, ROSTAIEL S i, e Wbty [lelis st S00D)

Lie bl pf fieedom, Betuetn

winrelel Yeles frei

Buing npen o nputs
idoresipn kocalbrand; edherece

LR LR T s = e

lagicd sl raammas

Pemitive thizkirg
Eakie O fening Ia rrares
T, pvralibl, ot ity

cwrehel in menaging maney|

Brcdigeon i i RRCin L penchasis

| Knfdem fife
_.H:ar:pd-.::unr --J.uun.-l

Pacanioe fhaeking

Prreehved sish of credit grsrchase

Tolsrond fromk [Ninkoe =i @l | 008 Telle e gl 3000 Bnahiigh, 200 Sowrme & N, K

T kel a, A

e i, il et B fr Al Fe R e T o &, JOCR) 50 SO0 Dl 6 Wil 4, 2009
Aknidare & Kurmrer, 23301

Willing in fakie rxhs

| Domn g ofers of ook

Lo Pl |01 i i, 1700 i)
rarcmwabyEy Benp e asy to adapi

New product adopton

Enjmng nosel by Rorbothhedmic sed ool rea som Karsarden B fkdogan, T05; Tajise:

Ao et ch, 20041

L | Manety seedng (Tells et d 2000 Masphinn § Ayt M1

3 Oppnpn sl er s (alkoar &, 3009 Saves, S007) L & 550 2017 e aral, Jod

Hav-arit] ol | AT i BT bl T e e | W st o o AATL 2012 Lo B

' Fean 2017

ol 0% Mo B A rrem, A0 Lee & Soe, LT Lebkarmehn, JEET Hitcaen ar al, J0ie

*  Ehop e mulbiplé Eores fora
s lpol producrs
- Bl for s ess oo oo B
10 L dW EL R
ER L e e ETE LR i Tl T 1
| bes lorod | twbu someling res

= the frel o by e Drodociy

Indomestan comumess over 17 years ol froin 31
provieces fout of 34 provinces) asd 12 shnicibies,
Respomdents from the largest hng groups in
Inddomesia are those from [ave, Biak, Sundangse,
Ml urese, Chinese, Bugivese, amd Balingse, Most
of the respandents are ol Javanese dthnicity aml
ltwe on the idand of Java. 60% of the Indonesian
papulation lives in Jom ond 50% i of Jovanese
ethaaicity.

Samples were foken wsing the netword method
or snowhall sampling Resesrchers took a sam-
plo from & network of researchers throughaout
Indonesia, Cuestionnaires were distriboted in
Zodd, Before the Covbd-19 pandenk. DRl were
collected by surveys distrbowed both enloe amd
wdlline In hard copy wih the help of a netward of
fescarcleeis, The seevey contabied closed ques-
tina The scale of meiswoement sses o 3-polnl
Likert ecale. The data anaslysis method was maod-
erating regressian analpsis

52

3. RESULTS

Before the analysis, the data was franshormed into
cernessd duta on the Independent aml mederiing
varisbles b oqualize the scale between the varks.
bles Chssical ase i lekts were e condhicted,
nomely the normality, nukicollinearity; ond heter-
oscedasticoty tests. The autocorrelation test was ol
carried oot bevame the dats vied were Hime series
All the prerequisites for the asempion of U ner-
mality lest, mouicollinesrity, and heteroscedasticiey
are ful filled

Validity and reliability ests were carvied out 1o en-
slre Thal e instrmens used ace valid 2] eetishe.
Thevalidity vest ol the insirumuen) was the Spearman
Brown Cordobbon, which cormelates ihe fems wiith
the total per wvariable. Yalafity and rellabdlity tests
sl thaat all Herne are sgnificant ot the leel of a =
005, The Alpia Croetsch relesbility test ghowied tha
all items were peliable ata = (.05 level,

Ep-;'.'d.l.dl].amuml;mm.'u:lm.m




3.1. Descriptive data

19

This stusdy fwnd that 5'I.E'-H| ol the respondents
were male and (1A% werefemale. |he group with
the largest wge range b young people 1735 yeai
=1 sl 12 57 and aged =38 yean ag much s
4%, Based on the marital statud of the respand-
eibs, i was foand that 579% were married, 29.4%
were hushands, 27, %% were wives and 39.6% were
children. As many a5 &8.9% of Tesparsdnts had a
higher education backgroand above the diploma
and the rest had an educatian Fom ehamenbary
fo senbor high schoal. Based on the etlnic arign,
G9% ane Llise from the Bvanes ethoie gL

Based on sockal class and inoome aspecte, 30.2%
are those swith income = T 2 400,000 - TIHL
7200400, and the remaining 19.5% have incame
= [DR 7,200,000, This is in line with the respond-
ent’s social class where 56.8% are the lower social
chass, 407% the mibddle sozial class and saly 2.1'%
the uppersocial class, Based on the spect of woek,
TLA% are thosc whi work as d.ui::," workers lech-
nmiciams, aperators, sl ndenis, and hosewives.

Data, amalysks  dsed  Moderating  Regresalon
Analysis B EA) First, cormpare the three Bgjea-
thsns, n:|.|'r|.-r|.1l.': equathons b snd C. qu:ml:l.vnn i
teata the effect of the consumner bainovstivends
sartabile on perceived risk of ceedit porchase or
il prodoct adoptisy BEquation b examiines the
effect of copsamier bnnovativeness and demo-
graphic variabks on perceivat risk of credit pur-
chise or mew prodect adoption. Equatkon ¢ exum-
imea The effiecr of the intesction of demoegmaphic
variables.

afivn . Consnmer inrsvativensss on the per-

cedvenl pisk of credif prarchase

Equation lir: Before the interaction.

Y= 2,290 ¢ 1301 Consumer inmovatirenss
K=1451

R = irdm

F=689734

Sigg = 001,

Fridee i Al srptoum L e el 413830 05
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Equation 1k Betore the interaction with tonsner
dmrovativeness and demograplng fctors as mide-
pemdent varille.

Percelved shk of credit puchuse = 184675 4
0. 20071 34K S * b2 age —{L334 mariesl
statws —166 Family stabis + 0.052 oo pathon® +
095 education® -2 income + O 705 tribe™ +
0376 sockal class

R = (e8Y
B'= 0475
F = 462
Sig = {1000,

Equation Mo Afer the mferdoiion of rarsamer ix-
movativeness with demooraphic varinbles.

Percetved risk of cedic purchase = 18.673 +
028500 0L 553 5ot —00 4 age —0.53% marital
sl —0L087 fmily statous & (048 oCCEpainn
0,098 education™ —L0I7 lscome + 0,755 (ke 4
0,394 social class™ o G Sex® O =hOED apeLl
v (OG0 markal stans I+ Q005 family statos™
C o hops 1||:i:r.r[ﬁmn't':] —{LIHg edEcarion’ C] «
0,003 Tneome®CT 0,003 rrabe* G+ €L049Y% social
clages]=

R = (hE95
Ri= 0483
F=4275]
Sig = {000,

Basedd oo the nesuks of the taeee elEions {be-
fore and after the moderating variable internction],
comsumer innovativeness has a sgnificant effect
on perocived risk of ¢ purchase, Thus, k-
pothesis Hal is acoepied, Based on the results of
the Fit moddel, i B known thal before the e
tbom (lal, afizr :llJ.L"LH tlue ﬂemnrsraplib: variables
(1Y wnd afier ithe danwﬂ_rtphn: varlobles Livieract
with corsumer lpovetiveness as & modesating
varable fled the existmer of demopraphle v
bales elighily | ased the valises of B, B2 and F
It can be said that the demographic varable isa

53




1
IPiPaceca s W bt iy, WoRnmEsd, isUE S, 2020

slightly moderating variable o1 the effect of con-
sumer mnevativencss on percedved sk of credit
purchase. Thus, hypothesis Had is oot accepled.
Based an the EI-:lrtr.z'I test resaks, the varmables that
lsave a significant dirext efect are comunies lnao-
i v Fe i, H,ir!ulul £, acdsipation, adiscarion, athisle-
by, il eoctal clage After the demographie varia-
biir s included as a muadesatiog varkable, oaby 1l
socinl class variable has a significant effect.

Equabion 2, Congunier dndvalivesess o8 Hew

product adoption

Equativm 2a: Before e interic tion.
F=0450 + 19 Consimer innayalse ness
R (2040

R = 024

F=85.60

."':nIE = [LEHIIE

Equation 2b: Before consimier Wamwiiveness dn-
feracts with demographic werriables.

Mew praduct adeprion = 2510 o 030 O
~(L105 Rex 0330 age -0.207 marital @ato: +
09 famlly states -0075 octapativg = (372 ed-
seabion® —0Hd income + LESD Trbe™ + (L574
social class™®

R=0.378
Re= 0143
F=14.p81
Sig = U001

Equation Je: Affer comsumer insovativencss mber-
arty with demaographic varimhiss,

e J.'I'\'I.IIJIJI.'IZ aduplluu. = 86T + d.226 CI
A6 Sex —IL3IT A 0.2 maorlkal steius o
1% faiakly statios —(LHES ocoupation « OL2HG od-
wcalfon®® 0058 income «~ 1334 Teibe™ + 0549
secial vlass®® —0 06 Sex® C1 0002 age*C1-(h202
marigal status L1 DS familystams* O 4 001G
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occupaticn* ClL * —(LI25 educition®CL 4 Q026 in-
commet CIF -+ 09 tobe 1+ 6091 social ¢lasst )=

H = pAR
B = 145
F=0114
Sig = (L0,

Based on the reuls ol the three equations (be

aru aind after the modesating varlable interaction),

cotdtieer innovativeness has @ dgnificant effeq
om peieived visk of @Epli puchas, Thas, ivpoth-
eqie Hind 8 adcepied Based on the resaliz of the Fi
mindel it is known (Hat bedore the interactisn (2a)
and after adding demographic variahles [Lh), the
cxistence of demoegraphic variables increases the
vithuzs of B, B2 and E After the demographic var-
wables interact with consumer inmovaliveness as a
mderating variable (12, deere are diferendes n
the increase in the values of B, R2 and T, s it can
he said that the dﬂm&a_r.i]'lhur variahle miEy hiave
a part 1n the moddrating rode of the lnfleence af
consumer innovativensss in nesw  prasduct adop-
tiin, This means that these varisbles significantly
affect the level of influence of the consumear inno-
virtiyvindgse varioble on the new prodwer sdogrion,
Thing, hy pothesis Hed 15 accepied

4. DISCUSSION

Based on the initial test posalis, itoan be cxplaiined
thiit the variables thadt divectly aml significantly al-
tect the infhuence of consumer innovativeness an
percemvad risk of credit purchase ore consumer in-
arvativeness, gender, socupation, education, ¢th-
nicity, aenl suckal class. Consemer innoyativeness
has o positive and significant direct effect, so this
means That the higher the consumer innovative-
ness level, the higher © i on credit-pur-
chase risk. This result is in Tine with Dobee o al
(2009} but diterent from Sharma aad Das (2061
The wariables ol ape, miariial st I.'unu]:--ru'ln:
status, and lncome did noi allec ihe M]h‘ll.ul:ﬁl‘l.rp'
betwien coimsuiner Ly aiveness aind perceived
rlak of credil purclase. This result B elightly diF
ferent from 1hse pesearch of Mosita ev al (2020,
which showed that maritalstabas, income, and ed-

El.lﬂd.ll.ﬂlwu.ﬂﬂﬂl TR R =




wcation hed 8 signifcant effoct, while paider and
ape had mo significant effect on risk indernnee

The second best results sthow that the varizbles that
shgabfcantly affect the mew pioduct adoptian vari-
sble bafior the moderating variable interaction ass
consumer innavattvensis, age, educatbon, ethide-
iy, and socml el Aceording o Rojs-Ménde
and Parssuraman (33}, demographic fctors ane
very important related o willingness (6 sdopt few
trchiology, Tella st al, {10015 swated that deino-
graphics influenced individual adopion hebite,

Adier te interaction of the dum.l;l'a.phk maderat-

varkbles, social class s the anly varkalsk: that

a sipnificans bmpact on the effect of comsim-
or immiveativeneas boward perceived risk of credik
parchate. Meanwhile, after the moderofing vario-
bie inkeraction., the demaopraphic moderating vari-
ables that have a significant efecton the inflsence
of consumer innovativenss owand new prodoct
adoption are warinl stares, scouparon, income,
and sockl class.

Seciol ¢lass hos & postive amd slgnlfcant efect,
beath directly amd &5 a moodeating varable, This
mezns that the kower the sodal dass, the higher
the Level of percetved sk of credin puschase and
mew prondiact adoption, These resulis appear
confirem the ressarch of Rlane o 2l (2015 amd
Savage (1993, which stae that the soca] class
components, such & e lower dass, income, Tev-
el ol education, and unenplered hsehold, have
high aredit comstratimnis, This resule dilfers from
the sudy by Mosit o al (20300 In the coniexi
ol rhsk olerice for Tndonesian coRsumens aml
Athivaman and Sebramaniam {231E) in the con-
bext af credit card opplications.

Thee age variable, before and after the imeraction,
has o negative and significane effect. This means
that younger comsumers tend to prefer new prod-
wot adeption. However, as & moderating variable,
age docy mot have a significant «ffect. This is in
lene wiith hWoeton e al [2006), Savas {20007 ), amd
J-hlll.n-l'-'[éu.du ard Parasuraman (200%) thai age
affects the adoption of new product Inesvitions,
Vi@ Codsmmer groujs are sprnlficantly maore wo-
sially matbvaled to by lmavat lons and different
prodicts than older pespordents Vandevastede &
Ceeens, 26H: Thomas et al., 2008
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Furthermore, of the consumer inmovativeness,
gender, occupation, education, eihnicity, and =
cial class variables tha directly affect perceived
risk im cmdrl.-'pl.l.rd:lau.nn]f E;tr.nil:r hins & regative
and signticant affect. This neans that male con-
ke Basa a I"lIH:"uh' pateeptinn an :m‘llr-gu:u
chase risk ikam women, These results are in Hne
with Chavall and Mohanraj (2006), although on
a different object, which is investment, Kiarie e
al, (LR A stare 1hat wamen are mase risk averse,
Fronk cial (2615} sate that male consumers wid
o Bave more innate witlingness 10 pay for Do
tbon congarel 1o female consumers.

Besides, the marital status varksble plays & mgs
v and significant modesaning sols and the i
married statns has o greater influenee onthe effect
ol consumer innovativeness on the mew prodict
adoption. In Savas {20170 and Morton et al {30165,
marital status is nota varishle that influences new
prodict adoption and there i no difference in in-
novarban based e sranral stans.

The three components of social class show ioter-
esting resules The eccupatbon varlzhle becomes o

awslerating variable that signtficantly afects the
influznce of consumer innavativeness oo the new
product sdoption. Thb messs thal non-manage
wlal work offects the infleence of comsamer e
vatbvensess om the e produce adopiion. The ed-
ucatbon vartable has a sostive aid significant di-
rect effect on new product adoption, bul it & nol
signilicant @5 o maderating variable. This means
than g lower the cliucation, the higher the pref
erence for new prodist adoption, Rojes-Mésdez
atidl Farasuraman (20150 staled that les educated
people preter the adeption of new praducts more
because of the company’s interpersonn] way wf
communkiion The ncome varable becomes o
msderating vaciable, which is positive and signilF
Ecamt. This means that the lower the income, the
|'|'i11J'u.-r the ielinence of consumer inmmvabivenss
on the new product adoption. Savas (2017] shows
the same thing, wiile Lee and Son's (2017) re-
pearch ghows Chat inceme B ol celaled w0 coi-
HLEITET Innovaliveress.

Parker and Sarvaiy (19960 ad Tellks et al. (2005
also state that diffivences o matiomality and cul
tural differerces wil lowd o varving levels of coi-
swimer innovativeness, in this stedy, the ditferenc-
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o5 between the Tavanese and non-Tavancse hiave 2
pastiive and significan direct effect on new prod-
et :.d.-:l:lljn.n. The mon-Javarese tend o have 2
miore level of mew 'Fn:ldu-:l. ndu]:lum. Fornever, 1hse
duflerence ln ethadaty is not anpostant s o mod-
ararkng warkihle

In general, the resulis of this study indicate char
the demopggghic varishle becomes 5 misderating
varsable of the effect of consumer Innevatversss
a0 aew product sdeption, Lot doss oot play a mols
e perceived rigk of credit parchase, The resulis of
this spudy are in lkoe with Sharma and Das (2i0b5),
i wiell as Elsharses (20103, bul dre bn coatiast Lo
Chub {20185 that highly nssvstive consimers ans
less semetive 1o purclaee risk or fisk taker. The
resuks of this sty do net sspport the research
resuks of Cowart o al (2007, Tellis ot al. {2085
and Hopas-Ménder end Parasaraman  (2HS)
which state that innovation 5 more inclined to-
wards individuals who adopt sew products earlier.

Azgdemics and pradibionces have paid a lot ol atten-
Hom i consnmers’ sdoption of new prodoces (Kim,
2008 Lo prectical termes, thks research liyplies that

wlenfifying inneraiors is sssmtlal for proper seg-
mentation and market analysis o make it more
campetitive 0 the marke: {Hossakin et al, J),
Firr osamplie, thiee in o larpe gapr hetwasn m il kmni
sl amd mon-millenrdal peneratome of Tndonesia re-
babend toccomsumner knnovitiveness in adapling pew
products due o percelved fgd aspects. Currently
in Imdonesia, the millennisl market i the kcomo-
tive of ihe markst, amd Femak cmseEmers ar 1he
firat |ocemotive for technology-aifilined produges
(1PS0S Flair Callectkan, 20191 Tellis et al. (20HR)
stated that the relationship between demngraphics
and consumer innovativeness can help marketers
fiscus e an thelr trgel market

Apart from individual consumer reasons, omm

PNy SLECeEs i5 alsn determined J'r!." COMSEIMer re-
sponae b products, whid i@ motivated by con-

CONCLUSION

sumer adoption (Tomaseti e al, 2004) Racela
(203} states that consumer decision making will
become. increasingly complex when corsumers
are faced with innovabive produects Marketers
aeed fo bplanent e shght drategy bosed oo the
Fn:duﬂ life u:r-d-r thit i1 <uh targel in bl § rarass-
o segmient, offering disconnis 1o sarly adopie rd ai
prodict buich, adeguate aformation, and goali-
ty products (Al-hendi et al, 20091

Beseanch on cotsuner ianovativencss and new
product adoption has several Implications for fus-
ther studies. Chne of the emerging bopics i the
differences between individuals and categoriie
thon of peeple’s respommes 10 new thiag |Absar
& Jovubaki, 20080 il paychographic (Savas, 1017),
Diobre ot al. (2009 mipgest that consumer imnova-
tiveness research can be linked to the prodasct lite
cvicte @ the introduction and innovation levels

Consumer innovativenzes alae needs ta be lnked
o différences b culiure aed stionality, forexam-
|_:|[r: with Holstede's nationality { [ain & Dalal, 20151
Ta r:r:'mnd rescarch in Indonesta, consumer moe-
vatlveness can be explored more deeply In variows
cthandc giosps la Indeocssa in order 1o describe
the divemity of charackeristics of Indenesion con
sumers, The differerce betwesn the thres variables
with sy ethnicities requines furthar stady

This sty hus several Hositatlons lndenesls b oa
very liege and Ieterogeneons multiculiural cour-
try. The shudy porfrays only consmers in gener-
al and toa lsser extent reflicts the diemographic
aapocts of all cosswmens from hundreds of ethnic
gronnjis i fegions in Tndoiesia, il ot Tav aeess
versies mon- jevamess. This research i3 also part
of a large maltiyear shudy related % social cass
segEnentatbon, culiure, and cossamer declsion
ook siyle, so the fcus wm varkbls neelds w
be further explored. Futwre research, especially
in Indomnesia, is suggested 10 Al the limimiions of
thiz research

Insowative comsiners beooane compaities’ capital vaheable for introdoe iag iew prodiscts, as they can somead
pnmavallod (Covart of al, 2007 Fageeroa & Do Menesss, 20030 When testing the direct ofect, consismer
oty etess, oo g tion, education, ethiakelty, and social ches B a poaithe and significant effect, wikile
pemder has o nepstive eflect on pereption ansred#-parchese risk, Amorg all these wariablks, onby the social
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chss variable acts 853 moderating muiach:rtI‘rﬁ'ocld'mM' ‘an the perception &
credis-purchase tisk, The mext test results show that the demegraphic sariables that have 3 sipnificant direc
etlict o mew Fu.'ndm:l a.an'linn hefisre :n:nl:r.ﬂ:i.ng ireric ks are age, | cinkion, l'l.‘hl:iﬂl.‘:.‘. arxd sucial clams.
Afier thie tnteraction. the vwrables of mankal stabos, accupatian, mcomme, aed snceal class have a !.'lﬁnﬁn:unl
effect

In penéral i lis of fhis stady badicaie that the demog rghile variable becomes o moderatbng variable
ia pelatbon o the effect of consiener insovativenes oo sew peoduct 2doption comparad o the perception of
credis-purchase tisk. These ire new findings for consame— studies in which demagraphic diferences conerib-
e to the level of npovativenes of [ndonesan consumers. This leads o 3 wilingness (0 adopt new prodacts
o parsl to perceived sk, Tl s the Taats that the diffusion of new product Dnmoyatins has great potcutkal,

Based an testing the muderating role, cnly the soctal class vartshle bas a signbficant eflect, axa modesating
wariabde, oo thee Eflluence of Cor=iamer tnnavilivendss oo ]'I'EI'L'!E[."{hIIL u-l'-:_ruli'l-[.ll.l:dhw ik soaf new 'I:I'I'l.IdLI.'l
wlopthen Difersnces bn sockal chass of consnmers their somipsinents, namely edigation, Income, ansd
work, shekild be of comcern o marketers, ae i rebnes Bothe charicterstio. Gf consumes misativenes, adap-
tion afnew products and riks.
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