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| . INTRODUCTION

Airport passenger behavior trends, airport
passenger demand, and service properties are
all gradually subdivided in response to rapid
changes in the market environment. As a result
of serviceization, a comprehensive product and
service offering is required in order to deliver
value during use and to create mutual benefits
(Neely, 2008).

Creating excellent consumer value in an in-
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creasingly competitive environment is one of
the most significant basic factors (Day, 1990).
There is, however, a lack of clarity regarding
the benefits that airport passengers seek. There
is a need to examine the value of airport pa-
ssenger products. As a consequence, it is nece-
ssary to accurately understand the relationship
between passenger convenience benefits and
innovation acceptance, as well as to develop
an effective market segmentation strategy.
Meanwhile, innovative solutions are necessary
to reflect the needs and wants of airport
passengers (Fu, Richards, Hughes, and Jones,
2010). Airport passengers must know which
properties they are pursuing and which pro-
perties they value in order to pinpoint the
accuracy of the product in the product pro-
perties space. Previous studies have examined
the role of internal motivation stimulation and
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individual characteristics of choice behavior
(Lin and Lu, 2000; Lu, Yao, and Yu, 2005).
When developing brand-new products, what
attributes will be emphasized? When marketing
an existing product, what is the attribute of the
airport passenger that most accurately describes
the product? The answers to such questions are
key strategic decisions for most marketers.
Therefore, it is necessary to evaluate the inno-
vation acceptance process from the perspective
of airport passengers. It is essential to grasp
the core concept of attracting airport passengers
to purchase products with updated service
patterns, as well as efforts to achieve on-site
marketing communication, in order to achieve
effective marketing results. Prior studies had
some limitations with respect to describing
airport passengers choice patterns.

This study suggests two things. One is a
literature review related to marketing strategies
and consumption behaviors for newly introduced
products. The other involves an analysis of
consumer behavior, a framework for evaluating
new products, and the type of benefits that
consumers seek. The results of this study are
expected to have both academic and practical
implications. As a result of the above process,
this paper presents a comprehensive market
analysis that integrates airport passenger pursuit
benefits (PB), perceived innovativeness (PI), and
intention of adoption (IA). Furthermore, since
the personal need for structure (PNS) has been
noted as a dispositional variable for revealing
unique differences between individuals (Thomp-
son, Naccarato, Parker, and Moskowitz, 2001),
we examine the moderating effects of PNS on
PB and PI. According to the research model,
perceived innovation and passengers' pursuit of
benefits influence airport passengers' purcha-
sing and consumption behaviors. In addition, it
includes airport passenger perceptions, satis-
faction expectations, and individual needs for
airport passenger structures. Finally, we discuss
the limitations of our paper with respect to our

analysis of consumer behavior on a theoretical
basis and in the real world. Moreover, we make
future

some recommendations regarding

research on consumption behavior.

[I. THEORETICAL BACKGROUND,
HYPOTHESES AND CONCEPTUAL
MODEL

2.1 Airport Passenger Pursuit Benefits (PB)

According to (Day, 1990: Peter and Olson,
1996), a product can be defined from the
consumer's perspective as a package of
benefits and values. Therefore, "people are less
concerned with the technical characteristics of
a product or service than with the benefits that
are gained from buying, using or consuming it"
(Hooley and Sanders, 1993). As a result, con-
sumers have inevitably different consumption
intentions (Dogan and Erdogan, 2020). Increa-
singly, marketers realized that airport passen-
gers were purchasing a set of benefits in
addition to the items they purchased. Both
quality of service and facility investment for
airport passengers are important (Park, 2017).
In this regard, efforts to subdivide the market
into the benefits desired by airport passengers
are underway. Market segmentation based on
the pursuit of benefits requires that airport
passengers pursue benefits in specific product
categories. For those seeking benefits, there
are several attributes that they should look for.
Continuously maintain customer relationships
and loyal customers are important. Therefore,
positive sensitivity of customers is required
(Kim et al., 2020).

A benefit is defined by Park (2018) as a
specific outcome that meets a consumer's
needs. Airport passengers are expected to
benefit from a variety of outcomes, including
functional, psychological, and social benefits.
Thus, airport passenger pursuit benefits may

influence actual selection (Park, Jaworski, and
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Maclnnis, 1986). The product, on the other
hand, comes with a number of benefits. A
study by Sheth, Newman, and Gross (1991)
categorizes the five factors influencing
consumer choice behavior: functional benefit,
social benefit, emotional benefit, cognitive
benefit, and conditional benefit. In contrast,
the listed benefits seem too general, potential,
and not specific enough for individual use.
More comprehensive than a package of five
product benefits, Lai (1994) shows a typology
of product benefits that might be generated
from the possession or consumption of con-
sumers. Our classification of airport passenger
benefits was based on Park (2018): where, 1)
Functional benefit is associated with consumption-
related motives for finding products that
address functional problems; 2) Symbolic benefit
refers to an internal desire generated by a
defined group, role, or ego image; and, 3)
Experiential benefit refers to the desire for
provide pleasure,

products that sensuous

diversity, and cognitive stimulation.

2.2 Airport Passenger Perceived Innova-
tiveness (Pl)

The latest products in a competitive market
always provide features, services, styles, and
other attributes in addition to their basic
benefits. Among the strategies used by airport
marketers to attract passengers is to design
products with combinations of certain con-
sumption values. Innovation can be described
as the willingness to use technology, as
described by Roger (1995). It reflects the
willingness of a firm to receive a new concept
or an innovative product. In the meantime,
perceived innovativeness is also a critical
factor that influences adoption behavior,
especially for new technologies (Agarwal and
Prasad, 1998). Airport passengers interest in
innovative models and technologies is very
analyze product

cautious. Approach and

advertisements (Jan et al., 2019; Scarpi, 2021).
Airport passengers’ perceived innovativeness
refers to the tendency of individuals to embrace
innovations in the social system before other
members. An innovator is an airport passenger
who is open to new experiences and new
stimuli.

Among the core elements of Rogers' 1995
theory of innovation diffusion are consumer
perceptions of innovativeness, relative advantage,
suitability, and practicality to facilitate accep-
tance of innovation, and complexity to reduce
the rate of acceptance (Rogers and Shoemaker,
1971). Based on this study and previous studies
(Ali, Krapfel, and LaBahn, 1995; Veryzer, 1998a,
1998b; Robertson, 1967; Waarts, Van Ever-
dingen, and Van Hillegersberg, 2002), we can
summarize the sources of innovation into three
categories, which include relative advantage,
technology capability, and consumption patterns
change request. First of all, relative advantage
refers to innovation acceptance in terms of
passenger perceptions and experiences (Ali et
al., 1995; Veryzer, 1998a). Secondly, technology
capability means improving the extent of the
limitations of the original product through new
technologies (Veryzer, 1998b). Thirdly, the request
for a change in consumption patterns is that
the innovation of products should be influ-
enced by consumers’ thoughts and actions
(Robertson, 1967; Waarts et al., 2002). Passengers
at highly innovative airports will seek new
experiences in purchasing products in order to
maximize their experience benefits. They can
expect to see a large degree of diversity in
their pursuit of diversity. Agarwal and Prasad
(1998) explain how perceived innovativeness
influences perceptions in the decision to adopt
a behavior. Hence, higher perceived innovative-
ness leads to a heightened sense of diversity,
experience, symbolism, and the pursuit of
practicality. Thus we suggest that the higher
these three angles of airport passenger per-
ception of innovativeness (PI) are, the stronger
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the positive relationship between airport
passenger pursuit benefits (PB) and intention of

adoption (IA).

2.3 Intention of Adoption (IA)

An individual's behavioral intention is a
subjective perception of a specific behavior.
And it is actually a determining factor of usage
behavior (Yi, Jackson, Park, and Probst, 2006).
Understanding airport passengers behavioral
intention to embrace innovation has become a
key issue. Through the decisions made and the
resulting personal judgment, airport passengers
are encouraged to adopt innovation. In the
study, the effect on the behavioral intention of
airline passengers was identified. Information
demand, trust, and attitude were analyzed (Kim
et al., 2017). Due to airport passengers posi-
tive evaluation of benefits, marketers must
realize that airport passengers' innovation
acceptance intention will be affected by the
collection of pursuit benefits (Levitt, 2004). In
order to determine how airport passengers
view upcoming products, it looks at the process
and structure of how airport passengers value
the product. Thus, it is very relevant to reflect
on the perception of innovativeness, provide
airport passengers with expected benefits and
study the relationship between airport passen-
ger benefits and adoption intentions. It is
imperative to incorporate airport passengers'
perceived benefits and intentions for adoption
into the assessment of their perceived inno-
vativeness. Based on consumption behavior
analysis, we propose a framework for the effect
of airport passenger pursuits on the intention
of adoption with the mediating role of
perceived innovativeness. Airport passenger
perception of innovation will certainly affect
the relationship between pursuit benefits and
adoption intention among airport passengers.
Therefore, we develop hypotheses 1, and 2 as
follows:

H1: Airport passenger pursuit benefits (PB)
are positively correlated with adoption
intentions (IA).

H2: Airport passenger perceived innovative-
ness (PI) mediates the effect of airport
passenger pursuit benefits (PB) on the
intention of adoption (IA); the greater
the PI, the stronger the positive relation-
ship between PB and IA.

2.4 Personal Need for Structure (PNS)

Personal need for structure (PNS) is initially
described as a situationally induced tendency
(Kruglanski, 1989, 2004). PNS is a dispositional
variable that captures chronic differences
between individuals. The PNS scale was created
specifically in an attempt to capture, as a
chronic individual motive, several aspects of
the desire for simple structure (Thompson et
al., 2001).

In accordance with (Thompson et al., 2001),
the stress associated with encountering new
and ill-defined situations is likely to be
stronger for those who have a strong PNS. A
high PNS limits the flexibility of thinking and
creative performance. The reason is the
heuristic approach’s decision-making process,
which freezes what has already been decided.
Thus, higher PNS is associated with a tendency
to organize information in simple ways, stereo-
typing, and a relatively large tendency to form
spontaneous trait inferences (Neuberg and
Newsom, 1993). The ability to engage in creative
behavior is an effective way to respond to the
environment before it has been structured.
Therefore, individuals who reject the environ-
ment before it is structured are less likely to
react creatively. Creativity is influenced by
perceived innovativeness and personal mo-
tivation. Thus, individuals with high PNS
characteristics do not like unclear developments.
Therefore, there is a lack of motivation to
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solve the situation and problem before it is
structured.

Previous research has suggested that PNS is
negatively related to creative performance
(Neuberg and Newsom, 1993; Rietzschel, De
Dreu, and Nijstad, 2007). Following Rietzschel
et al. (2007), people who have a high need for
structure are less flexible in their thinking.
They are, however, more perseverant, more
focused, produce more (a higher level of
fluency), and ultimately generate more original
ideas than those with low structure require-
ments. Based on previous empirical evidence,
we argue that a higher personal need for
structure (PNS) is related to lower levels of
airport passenger perceived innovativeness,
that is, PNS has a negative effect on PB and PL
Thus, we develop hypothesis 3 as follows:

H3: Personal need for structure (PNS) moderates
the effect of airport passenger pursuit
benefits (PB) on airport passenger per-
ceived innovativeness (PI); the positive
effect of PB on PI strengthens as PNS
becomes lower.

To sum up, we aim to empirically test the
relationship between PB, PI, and IA and further
explore the moderating role of personal need
for structure between these relationships.
According to the integration of the above
hypothesis, this study can be described by the
following research model (see Fig. 1):

PNS PI
(H/L)

PB » IA
H1

Fig. 1. Research model

. METHODOLOGY

3.1 Data Collection and Analysis

A questionnaire survey method was adopted
to test the above hypotheses. We selected test
subjects with experience using innovative
facilities at Incheon International Airport, which
has representation and advancement and
provides sufficient convenience for airport
passengers. Samples are collected mainly from
young people around the age of 20-30, as they
have a higher awareness of accepting new
objects.

Through the use of an online survey platform
(wjx.cn), all respondents are selected using
non-probability sampling. The data collection
period is from July 5 to 29, 2022. The final
sample comprises 330 participants, and 31
incomplete responses were removed. Therefore,
at least 299 responses were used for analysis.
Demographic characteristics are analyzed using
SPSS statistical analysis of the sample (see
Table 1) as follows:

Table 1. Statistical analysis of the sample (n=299)

Division Standgn_iized %
coefficient
Gender Male 121 40.5
Female 178 59.5
20 2 0.7
20-29 221 73.9
Age 30-39 59 19.7
40-49 13 4.3
>50 4 13
Student
Employee 223 74.6
Public 47 15.7
Job Offfml 1 17 5.7
Professiona
official 9 5.0
Private 5 1.0
business
Total 299 100
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3.2 Certification and Validation Process

In order to compile measurement items, we
reviewed the available literature to compile
measurement items. The Airport Passenger
Pursuit Benefits (PB) is comprised of 12 items
based on Park et al. (1986) such as practicality,
convenience, usability; differentiation, superiority,
confidence; divertissement, fun, and diversity.
Airport passenger perceived innovativeness (PI)
is composed of 12 elements developed by Ali et
al. (1995) and Waarts et al. (2002). These ele-
ments include relative needs, better performance,
distinctive characteristics; use of professional
technology, latest technology, know-how about
technology: using the same techniques in the
same situation; usual habits, and appropriate
level. The intention of adoption (IA) is mea-
sured by 4 items created by Robertson (1967)
and Waarts et al. (2002), including acceptance
of innovation intent, purchase intent, the first
consideration, and intention of publicity sur-
rounding it. Personal need for structure (PNS)
is formed by 12 items developed by Neuberg
and Newsom (1993). All constructs were mea-
sured by the average of the responses, on a
5-point Likert scale (1-“strongly disagree”) and
(5-“strongly agree”) for each self-determination

need.

IV. ANALYSIS AND RESULTS

4.1 Measurement Model

The descriptive statistics in Table 2 show basic
information on each factor and correlations
among these factors.

Analysis of AMOS is subjected to factor
analysis and reliability analysis to verify the
validity and reliability of the measurement
items. As shown in Table 3, the reliability of all
reflective measures indicates the scales are
internally reliable (Nunnally, 1978). As a result,
Cronbach's @ is above 0.80 in the measurements

Table 2. Descriptive statistics and correlations

Variable| Mean| SD 1 2 3 4

PB  |3.616| 0.548 1

Pl |3.822] 0.603 [0.686"| 1

PNS [3.634] 0.608 |0.8647|0.6677| 1

IA  |3.812|0.688 [0.6757(0.638|0.744"| 1

"p<0.05, “p<0.01, " p<0.001.

Table 3. Reliability, confirmatory factor analysis

Factor | Cronbach's CR | AVE

Construct loading alpha

0.764

Functio_nal 0.784 0.894 0.807 | 0.582
benefits 0.809

Svenbol 0.801
ymbolic
PB benefits 0.897 0.870 0.842 ] 0.641
0.719
Experiential 0.733
benefits 0.813 0.865 0.8170.598
0.792
0.750
Relative » 0.860 |0.719|0.561
advantage | 0.746
0.795
Technology | 0.890
PI capability | 0.862 0.859 0.907| 0.764
0.758
Consumption| (.720 4 5
pattern 0.738 0.89 0.819] 0.601
0.771
0.737
0.744
0.776
0.771
Personal 0.786
PNS| need for 7 0.854  ]0.948]| 0.605
structure | 0-811
0.721
0.712
0.716
0.758
0.717
0.774

Intention of | 0.817
1A | adoption. | 0744 | 0863 [0.850( 0.587

0.723

x%=1,645.244 (p=0.00,d=499),
RMR=0.045, GFI=0.856,
AGFI=0.833, PGFI=0.851,
CFI=0.902, RMSEA=0.043

Model fit index
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of the parameters, indicating good internal
consistency and reliability. The results show
high internal consistency and a high level of
reliability. We also employ the validity test for
convergent validity and discriminatory validity.
The SFL (standardized factor loading) of all
reflective measures is above the 0.70 level and
the CR (constructive reliability) is above the
0.70 level. All reflective measures have high
AVEs (average variance extracted >0.50). Based
on the results of the confirmatory factor
analysis, x’=1,645.244 (p=0.00, d£499), RMR=
0.045, GFI=0.856, AGFI=0.833, PGFI=0.851,
CFI=0.902, RMSEA=0.043. The model fit criteria
used in this study were all found to be
acceptable (Hair et al., 20006).

4.2 Measure Validation

Hypothesis testing is carried out by reg-
ression analysis to determine the factors that
influence the dependent variable.

The main effect results are listed as shown in
Table 4. In order to validate hypothesis 1, we
run the first model that taps the first-order
airport passenger pursuit benefits (PB) including
functional, symbolic, and experiential benefits.
R%=0.486, =94.863, sig=0.000, which indicates
that the model fits sufficiently well. Functional
benefits (8=0.103", p<0.05), symbolic benefits
(8=0.329"", p<0.001), and experiential benefits
(B=0.409"", p<0.001) are all positively related to
the intention of adoption (IA) which supports
H1. Among the results, experiential benefits have
the greatest positive effect on the intention of

Table 4. Verification results of H1

Table 5. Verification results of H2

DV v S.E B t Sig.

1A PB 0.054 0.848 | 15.756 | 0.000
PI PB 0.047 0.755 | 16.228 | 0.000
1A PI 0.051 0.638 | 14.270 | 0.000

PB 0.070 | 0.563 8.045 0.000

1A
PI 0.064 0.377 5.934 0.000
Bootstrap for indirect effect :
Indirect LL95% | UL95%
effect Boot SE CI CI
Effect 0.285 0.056 0.187 0.406

DV v B SE | 8 t | sig

(Constant)| 0.919 | 0.201 4.575 10.000

PB_F |0.107 | 0.044 | 0.103 | 2.418 |0.016

1A PB_S |0.276|0.046 | 0.329 | 6.029 |0.000

PB_E |0.414|0.055 | 0.409 | 7.495 |0.000

R?=0.486; F=94.863; Sig=0.000

adoption (IA) (Table 5).

Mediation test: To verify hypothesis 2, we
assessed the proposed mediation effect in
structural modeling analysis. We ran the analy-
sis and found that through airport passenger
perceived innovativeness (PI), airport passenger
pursuit benefits (PB) were significantly associated
with intention of adoption (IA). We used the
bootstrap procedure analysis by Hayes (2013)
as PROCESS Model 4. This method indicates
that the indirect effects of the parameter are
significant when 0 is positioned outside the
confidence interval of 95% of the confidence
interval extracted by the bootstrap procedure
analysis. Indirect effect=0.285, Boot SE=0.056,
LL95% CI=0.187, UL95% CI=0.406. Thus, we
conclude that PI indirectly affects the relation-
ship between PB and IA which supports H2.

Moderating effect: To test the proposed mo-
derating effects of personal need for structure
(PNS) hypothesis 3, we also used bootstrap
procedure analysis by Hayes (2013) as PROCESS
Model 7. First, we tested the interaction effect of
PB multiplied by PNS, which is related to the PI
(8=0.056"", p<0.001). Next, we examined the
moderating effect of PNS. Table 6 shows that
the result of low group PNS (0.187) is higher
than high group PNS (0.172), which indicates
that the positive effect of PB on PI strengthens

as PNS becomes lower.
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Table 6. Verification results of H3

DV v S.E B t Sig.
PB 0.475] 0.091 | 5.224 | 0.000
PI PNS [0.289| 0.082 | 3.511 | 0.001

PB*PNS |0.553| 0.056 | 9.821 | 0.000

PB 0.563| 0.070 | 8.045 | 0.000

1A
PI 0.377| 0.064 | 5.934 | 0.000
Bootstrap for moderating effect :
Indirect Boot | Boot
effect | POOUSE | qrar | uiar
PNS 0.187 0.058 | 0.094 | 0.338
(low)
PNS
(high) 0.172 0.047 0.094 | 0.281

V. CONCLUSION

This study adopts a consumption behavior
view and examines the mediating effect of
airport passenger perceived innovativeness (PI)
between the effect of airport passenger pursuit
benefits (PB) and intention of adoption (A).
Furthermore, we examined the moderating
effect of personal need for structure (PNS) on
the relation between airport passenger pursuit
of benefits (PB) and airport passenger perceived
innovativeness (PI). Our findings are as follows:
Firstly, airport passenger pursuit of benefits
which include functional, symbolic, and expe-
riential benefits has a positive effect on the
intention of adoption, and the more benefits
airport passengers perceive, the higher inno-
vation accepting intention they will generate.

Therefore, firms need to provide airport
passengers with value-added services to achieve
sustained growth. Secondly, the result suggests
that airport passengers perception of innova-
tiveness increases the positive effect of airport
passenger pursuit benefits on the intention of
adoption. This result suggests that, in the
meantime, the formation of attitudes toward a

new product is dependent on how innovative
the product is judged to be in meeting airport
Thirdly,
consistency related to prediction, a high PNS

passenger needs. looking at the
level did not have a positive effect on perceived
innovativeness. It can be interpreted that a low
PNS level improves people’s activity and creati-
vity, and has a positive effect on perceived
innovativeness.

The purpose of this study is to identify
innovative service patterns and frameworks for
airport passengers evaluation of innovative
facilities at airports. Innovative airport services
and the four main concepts of this study are
very closely related. First, innovation based on
technological development can satisfy the various
needs of airport passengers. Innovation is a
concept that can flexibly respond to rapidly
changing airport passenger needs. Second, the
interests pursued by airport passengers have a
virtuous circle relationship with the develop-
ment of technology. As a result, airport passen-
gers evaluations of newly introduced products
interact with the development of innovative
service patterns. Third, airport passengers compare
with other services in terms of expectations for
innovative services, use of value, and airport
passenger benefits.

After all, the competitiveness of innovative
services depends on whether they can provide
high value for airport passengers.

The academic implications of this research
show that firstly, from the airport passenger's
perspective, the degree of airport services has
a positive impact on the intention of adoption.
Secondly, the psychological processes of the
formation of perceived innovation features in-
fluence airport passenger attitudes and intention
of adoption. This suggests that it is imperative
to take psychological variables meaningful.
Thirdly, this study imports the PNS concepts in
previous studies and combines concepts mainly
used in airport passenger behavior research

and innovation acceptance. Furthermore, we
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expand the range of basic research into expla-
natory power through empirical analysis.

This research should have practical implica-
tions for management. The fact that airport
passengers are increasingly developing their own
personalities means that product attributes are
becoming more and more sophisticated in order
to satisfy their needs. An exact understanding
of the relationship between product properties
and product attributes, based on airport pa-
ssengers’ personal characteristics, is essential
to establishing an effective product strategy. As
a result of differences in the importance of
benefits sought by the airport passenger, the
firm would be able to develop a new product
development strategy that targets airport pa-
ssengers with specific innovative characteristics.

During the pandemic, innovative services
made our lives a lot more convenient. After the
post-pandemic, airport passengers accustomed
to using omnichannel services will find more
innovative services. Retailers are already taking
their omnichannel strategy very seriously. Airport
innovative services require a rethinking of
marketing strategy. This study has implications
for establishing a more effective marketing
strategy.

Finally, this research model fails to consider
some factors (e.g. characteristics of airport pa-
ssengers attributes or the market environment).
The model can be applied to other consumer
groups in the future. In addition, additional
consideration can be given to the uniqueness
of the market segment in order to make it
more general. The concept of acceptance and
diffusion of innovation should be included in
comparison research.
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