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ABSTRACT:  

Innovation has contributed significantly to improve consumers’ quality of life. Many of these new 

products have been associated with high level of acceptance while others have not. The study 

explores how consumers react differently when companies introduce new products at the market. 

The study focus on the hedonic consumption as an approach for consumer behavior. The study 

investigates the consumer characteristics that support consumer propensity to buy new products 

and the adoption process of them. The study examines the demographic and psychographic 

characteristics that illustrate consumer hedonic consumption. Age, gender, income, education and 

marital status are the demographic characteristics that the study has handled while lifestyle is the 

psychographic characteristic that it has focused on. The study employs VALS Framework as a 

technique that helps to understand consumer reaction and propensity to new products and adopts 

Roger's five steps framework to clarify consumer adoption to new products. The study has collected 

data related to theoretical background and literature review about the topic. A survey study has 

conducted to test the research hypotheses. The statistical sample consists of 420 UAE consumers 

drawn randomly from the market and universities and colleges. The results indicate that gender is 

the only demographic characteristic that has significant relationship with consumer hedonic 

consumption and new product adoption. The results also indicate that the lifestyles of innovators, 

achievers, experiencers and strivers have significant relationship with consumer hedonic 

consumption and new product adoption while the other consumer lifestyles have not. 

KEYWORDS: Consumer Innovativeness; Consumer adoption of innovation; Hedonic consumption; 

Consumer characteristics. 
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1. INTRODUCTION: 

Introducing new products and services in the market is considered as a vital source of increasing 

companies’ profits and market share. With the tremendous increase of brands and the 

dissemination of new products, services and technology, innovativeness has become an important 

research issue within the consumer behavior literature. Rogers and Shoemaker (1971)define  

innovativeness as "The degree to which an individual is relatively earlier in adopting new ideas than 

the average number of his social system.   

Roehrich (2004) highlights that the concept of innovativeness can be conceptualized from different 

perspectives. Company innovativeness or" creation of newness" that describes a company ability to 

produce and launch new products at a fast rate (Hurley and Hult, 1998). Product innovativeness or 

"possession of newness" which reflects the extent of newness of a product (Daneels and Klein-

Smith, 2001). Consumer innovativeness, or "consumption of newness" which refers to the tendency 

to buy new products more often and more quickly than others (Midgley and Dowling, 1978).Grewal 

et al (2000) underline that the success of innovation depends on consumer innovativeness because 

innovativeness introduces the innovation to the social system. 

Previous research handled consumer innovativeness from a variety of perspectives. Innate 

innovativeness considers the concept as a personality trait (Midgley and Dowling, 1978). Domain -

specific innovativeness relates the concept to a specific domain of interest (Goldsmith and Hofacker, 

1991). Vicarious innovativeness focuses on the adoption of the product concept (Hirschman, 1980). 

This study will handle innovativeness from the previous perspectives and puts more emphasis on the 

behavioral perspective of innovativeness using VALS framework (Values and Lifestyle framework) 

that deals with the act of adoption.  

As innovation is crucial for firm’s success and growth, consumers as members of the social system 

represent the tool by which firms can achieve their goals. Companies understand that consumers 

who have the tendency to buy new products should be influenced for adoption. Kotler and 

Armstrong (2012) state that new products represent the lifeblood of firms. Companies try to gain a 

solid  understanding of consumers  characteristics that help to realize the benefits of new products . 

This study tries to find out the relationship between consumer characteristics and consumer 

innovativeness and adoption to innovation. When companies launch their innovations they hit a 

consumer latent need. For effective marketing message, identifying innovators is essential for 

appropriate segmentation and market analysis. Innovators play a major role in the adoption process 
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as well as they accelerate the diffusion and penetration of innovation in the society (Rashidi and 

Bukhari, 2014).  

Hedonic consumption has been an important field of research that reflects consumer-product 

relationship (Vandecasteele and Geuens, 2008, Hagtvedt and Patrick, 2009). Due to the tremendous 

increase in brands, products and services and the changing characteristics of consumers, hedonic 

dimension of consumption has been progressively growing its importance ( Maden and Koker, 2013). 

Roehrich (1994) defines hedonic innovativeness as "the drive to adopt innovations for hedonic 

reasons, i.e, to enjoy the newness of the product.     

2. CONSUMER HEDONIC CONSUMPTION CHC:  

Today’s research on shopping motivations differs from the traditional one. This difference is based 

on the fact that instead of relying on strong assumptions of rationality and utilitarianism to 

understand consumer behavior, hedonic consumption is an alternative to understand such behavior. 

( Batra and Ahtola., 1991; Babin et al., 1994; Voss et al., 2003; Carpenter et al., 2005).Hedonic 

consumption is described as " those facets of consumer behavior that relate to the multisensory, 

fantasy, and emotion aspects of one's experience with products ( Hirschman and Holbrook, 

1982).Hedonism is a philosophy considering pleasure reflects the meaning of life. It is really 

important for marketers to understand what motivate consumers towards making their decisions to 

buy the different products and services. Hedonic behavior represents an approach of how 

consumers go through the adoption process.  

According to Babin et al (1994) many consumption activities produce both hedonic and utilitarian 

outcomes (Ozen and Kodaz, 2012).  The hedonic perspective assumes that shopping is an 

entertainment, fun, fantasy, and enjoyment acquired from the shopping process itself. According to 

kim (2006) hedonic shopping value is viewed as a positive experience where consumers enjoy an 

emotionally satisfying experience related to the shopping activity, regardless of whether or not a 

purchase is made.  

Alba and Williams (2013) state that an essential component of hedonic consumption is pleasure. 

When consumer shops and enjoys shopping, or feels happiness and excitement, this reflects 

pleasure.  When consumers shop for fun and pleasure, they consider the entertaining aspect of 

shopping. Such approach reflects the hedonic consumption of products.  

Arnold and Reynolds (2003) carry out a study that reflects the importance of entertainment in 

retailing strategies. The study determines six factors of hedonic shopping motivation: (1) Adventure 

shopping motivation which happens when consumers shop for adventure and taking risk. (2) 

Gratification shopping motivation that occurs when consumers shop to alleviate stress and remove 
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negative mood. (3) Role shopping motivation is when consumers enjoy shopping for others not for 

him. (4) Value shopping motivation that occurs when consumers consider shopping as a bargaining 

game, and always search for discounts and good deals. (5) Social shopping motivation that happens 

when consumers feel happy and shop with family and friends and deal with shopping as a social 

activity. (6) Idea shopping motivation which happens when consumers shop to keep up with the 

recent fashion trends and fads. Kusuma et al (2013). Kusuma et al (2013) prove that adventure, role, 

value, social and idea shopping motivations were positively and significantly influence buying 

decision. Gratification shopping motivation was positively but not significantly influences buying 

decision.  

Daghfous et al (1999) find out a relationship between consumer innovativeness and hedonic 

consumption. The authors further add that consumers with hedonic consumption values can adapt 

to innovations in a shorter period of time. (in Maden and Koker ,2013) 

Gardner (1985) avers that it is important to focus on the mediating role of mood states and their 

potential importance for understanding how consumers make their decisions to buy products. 

Hedonic consumption is associated with feelings, emotions, thoughts and perceptions. Cinjarevie et 

al (2011) point out that hedonic consumption behaviors have positive effects on the desire to 

purchase. The level of the hedonic behavior varies according to consumers characteristics ( Bakirtas 

and Divanoglu, 2013). According to Erkmen and Yuksel (2008) consumers who have more hedonic 

behaviors are individuals who spend more time on shopping during their free time.( in Bakirtas and 

Divanoglu, 2013). 

Previous research showed that hedonic consumption varies across gender. Bakirtas and Divanoglu 

(2013) clarify that women have more hedonic behaviors and focus more on  pleasure than men do 

with more focus on rationality (Jackson et al., 2011; Tifferet and Herstein ,2012). 

Hedonic consumption which is based on the consumer's feelings, emotions, and fantasies is 

completely different from the rational or utilitarian way of making buying decisions. The following 

table compare between hedonic and utilitarian consumption behaviors. 
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Table (1 ) The Differences Between Hedonic and Utilitarian Consumptions 

Variable 
The Utilitarian Approach of 

Making Buying Decisions 
The Hedonic Approach of Making  

Buying Decisions 

Meaning Utilitarian consumption is primarily 
instrumental and its purchases are 
motivated by functional product 
aspects. Hirschman and 
Holbrook(1982), Dhar and 
Wertenbroch (2000) 

Hedonic consumption is 
multisensory and provides for 
experiential consumption, fun, 
pleasure, and excitement. 
Hirschman and Holbrook (1982), 
Voss et al (2003). 

Associated with Functionality, Utility, Effectiveness, 
Rationality, Goal orientation, 
Achievement 

Fun, Emotional arousal, 
Multisensory, Happiness,  Fantasy 

Focus Product utility Product symbolism 

Associated 
products  

Luxurious products Necessitous products 

Reasons for 
taking an action 

Problem solving and satisfying a 
rational need 
 

To enjoy and have pleasure of 
taking an action  

Philosophy What product can do What product actually means 

Motives Functionality, Maturity, Value 
seeking 
 

Neurophysiological, Expressive, 
Experiential 

Outcomes  
 

More objective and functional 
values 

More subjective and emotional 
values  

Examples of 
consumer types 

Thinkers, Believers Innovators, Experiencers, Achievers 

 
3. CONSUMER CHARACTERISTICS: 

Research demonstrates that the adoption of innovation depends on both the innovation itself and 

on consumers who adopt or reject such an innovation (Arts et al., 2011; Holak., 1988; Rogers., 2003). 

This study describes the consumer characteristics related to the adoption of new products and 

services. Based on researchers at SRI International who create VALS framework that was designed to 

explain the dynamics of societal change and was quickly adopted as a marketing tool (Schiffman and 

Kanuk, 2007), this article  will adopt the framework to conduct the study. VALS framework helps to 

explain explicitly the consumer buying behavior and the consumer's tendency to try new products. 

Basically, the VALS framework was used to classify the American adult population into eight different 

subgroups (segments) based on consumer responses to both attitudinal and demographic questions 

(Schiffman and Kanuk, 2007).  

The study will examine consumer's lifestyle as a psychographic dimension related to his tendency to 

buy new products  and some  demographic dimensions such as education, income, age, gender and 
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marital status. Using the psychographic and demographic consumer's profile provides marketers 

with a clearer picture for understanding consumer's innovativeness and adoption to new products 

when used together. 

Reinvestigating the diagram vertically from top to bottom, it shows additional implication in terms of 

continuum of resources and innovation- that is, high resource-high innovation (on the top) to low 

resources-low innovation( on the bottom). This extent of resources/innovation from the most to the 

least reflects consumer behavior on the basis of psychographic dimensions including self-confidence, 

eagerness to buy, consumer tendency to buy new products (Schiffman and Kanuk, 2007).The 

authors further clarify that by investigating the diagram horizontally from left to right, it presents 

consumer self-orientation. The Three main motivations are as follows: 1) Motivation by ideals 

(consumers are directed by knowledge and principles), 2) Motivation by achievements (consumers 

are directed by buying the different products and services that prove success to their peers, 3) 

Motivation by self-expression ( consumers who look for social or physical activity , variety and risks). 

The framework presents the following eight segments of consumer based on consumer’s values and 

lifestyles: 1) Innovators (Inn):  They have the higher level of resources and are motivated by the 

three main motivations at different levels.  They are successful, sophisticated, and open to change 

and enjoy discovering new things. They buy luxurious products. 2) Thinkers (Thi): They are mature, 

satisfied, comfortable and reflective. They tend to be high educated and seek out information to 

make their decisions to buy the different product and service. They prefer durability, functionality, 

and seek values when buying products and services. They are motivated by ideals and have high 

resources. 3) Believers (Bel): They are strongly traditional and motivated by ideals and rules. They 

are conservative and slow to change. They prefer familiar products and don’t have high tendency to 

buy new products. They are motivated by ideals and have low resources. 4) Achievers (Ach): They 

are career-oriented and are goal-oriented. They prefer premium products that show success to their 

peers. They are not motivated by a high degree of change they are motivated by achievement and 

have high resources. 5) Experiencers (Exp): They are active, impulsive and enjoy risky experiences. 

They prefer the unconventional. They spend large part of their income on fashion, socializing and 

entertainment. . They are motivated by self-expression and have high resources. 6) Strivers (Str): 

They are trendy consumers and seek approval from their peers. They are resource –constrained and 

prefer stylish products that mimic the products of consumers with higher resources. They are 

motivated by achievement and have low resources. 7) Makers (Mak): They are practical and self-

sufficiency. They buy basic products. They prefer making rather than buying the different products 

or services. They are motivated by self-expression and have low resources. 8)  Survivors (Sur): They 



 

International Journal of Marketing and Management Research 
Vol. 8, Issue 2,   February 2017, Impact Factor; 5.108, ISSN: (2229-6883) 

                www.skirec.orgEmail Id: skirec.org@gmail.com 

 

 

 
An International Double-Blind, Peer Reviewed, Refereed Open Access Journal - Included in the International Indexing Directories 

 
Page 26 

are most concerned with meeting their basic needs and buy familiar and discounted products. They 

do not show a primary motivation and have the fewest resources. The following table summarizes 

the eight segments of consumer based on their values and lifestyles. 

Table (2) The Different Segments of VALS Framework 

Variables 
 

Time Product Behavior Psychographi
c orientation 

Level of 
resources/Innovat
ion 

Primary 
Motivation 

Innovators 
 

befor
e 
anyon
e else 
 

Items of 
luxury and 
elegance 

Deceptive 
to new 
ideas/ 
interested 
, confident  

Outgoing , 
Open to 
change,  

High 
High 

Ideals, 
Achieveme
nt Self-
expression 

Thinkers 
 

after 
peopl
e 
trying 
it 
 

Durable 
products 
that offer 
value  

Seek out 
informatio
n, 
Rational, 
Value 
order 

Reflective, 
Mature, Open 
minded  

High 
High 

Ideals 

Achievers 
 

as 
early 
as it 
could 
be 
 

Premium 
products, 
Convention
al 

Deliberate
ly gather 
informatio
n  
 

Goals 
oriented , 
Conventional 

High 
High 

Achieveme
nt 

Experience
rs 
 

befor
e 
anyon
e else 
 

Fashion 
and fads 
products 

Triggered 
and 
challenge 
of doing 
something 
never 
done 
before , 
Buying on 
impulsive  

Unconvention
al, 
Extraverted, 
Enthusiastic 
       Impulsive 

High  
High 

Self-
expression 

Believers 
 

After 
too 
long 
time 
 

Established 
and 
familiar 
products, 

Behavior 
slow to 
change, 
averse of 
technolog
y  

Traditional 
moralistic 

Low 
Low 

Ideals 

Strivers 
 
 
 

after 
many 
peopl
e 

Stylish 
products  

Emulate 
richer 
people  

Trendy, 
Approval 
seeking 

Low 
Low 

Achieveme
nt 
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 trying 
it 

 
 
 

Makers 
 
 

After 
long 
time 
 

Basic 
products 

 Practical, 
looks for 
durability 
and 
comfort 

Self sufficient, 
Committed  

Low 
Low 

Self- 
 
expression 

Survivors 
 

After 
too  
long 
time 
 

Products 
familiar 
with 

Using 
coupons 
and 
watching 
for sales 

Conservative, 
Risk averse, 
Narrowly 
focused 

Low 
Low 

Ideals, 
Achieveme
nt Self-
expression 

 
Adopted from VALS-2 Segment characteristics. Return to MKTG-4731 and VALS Framework 

(Schiffman and Kanuk, 2007) 

Sarkar (2011) states that the utilitarian perspective deals with the consumer as a logical problem 

solver. Hirschman& Holbrook (1982a) identify the utilitarian way of making buying decisions as 

critical, rational, decision effective, and goal oriented. Following this presentation, the study focus 

on the hedonic way of making buying decisions excluding the utilitarian one. Thus, the study's 

hypotheses are excluding the thinkers and believers segments of VALS framework who are 

motivated by ideals and focus on rationality and functionality when making their buying decisions. 

The study proposes the following structural model and hypotheses. 

 

Figure (1): The Study Structural Framework 

Hypothesis 1: There is no significant relationship between demographic characteristics and 

consumer hedonic consumption. 

H1a: There is no significant relationship between age and consumer hedonic consumption. 

H1b: There is no significant relationship between gender and consumer hedonic consumption. 
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H1c: There is no significant relationship between income and consumer hedonic consumption. 

H1d: There is no significant relationship between education and consumer hedonic consumption. 

H1e: There is no significant relationship between marital status and consumer hedonic consumption. 

Hypothesis 2: There is no significant relationship between lifestyle as a psychographic 

characteristic and consumer hedonic consumption. 

H2a: There is no significant relationship between innovators and consumer hedonic consumption. 

H2b: There is no significant relationship between achievers and consumer hedonic consumption. 

H3c: There is no significant relationship between experiencers and consumer hedonic consumption. 

H3d: There is no significant relationship between strivers and consumer hedonic consumption. 

H3e: There is no significant relationship between makers and consumer hedonic consumption. 

H3f: There is no significant relationship between survivors and consumer hedonic consumption.  

4. CONSUMER INNOVATIVENESS CI: 

Understanding how buyers make their decisions to buy new products is one of the most critical 

challenges marketers face. Hurt et al (1977) define innovativeness as a willingness to try new things 

(Goldsmith, 1991). Goldsmith and Foxall (2003) illustrate that "the concept of consumer 

innovativeness refers to inter individual differences that characterize people’s responses to new 

things".  

Vandecasteele and Geuens (2008) take the concept of product-consumer relationship in consumer 

innovativeness one step in advance. This concept reflects the different motivations to buy the 

innovation. The authors determined that at least four motivational measures are important for 

consumer innovativeness: (1) Functionally Motivated Consumer Innovativeness (FMCI) which 

focuses on the functional performance of innovations, (2) Hedonically Motivated Consumer 

Innovativeness (HMCI) which concentrates on the affective and sensory stimulation of innovations, 

(3)Socially Motivated Consumer Innovativeness ( SMCI) which reflects the self-assertive social need 

for differentiation, (4)Cognitively Motivated Consumer innovativeness (CMCI) which is consumer 

innovativeness motivated by stimulation of the mind.  

Karrarslan and Akdogan (2015) point out that before seventies consumer innovativeness was 

perceived as the adoption period of innovation within the diffusion of innovation process. Based on 

this perception, consumer innovativeness was considered as a behavioral variable. Afterwards, 

prestigious researches began to introduce another perception for consumer innovativeness as the 

propensity to adopt innovations. Midgley and Dowling (1978) claim that this perception reflects the 

psychographic perspective of the term that reflects consumer’s personality traits as an inherent 

innovation predisposition (Midgley and Dowling, 1978). The authors further claimed that the basic 
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advantage of considering innovativeness as a psychographic affair is helping marketers to predict 

consumer buying behavior before the supply of the innovation itself into markets which allow them 

to design the appropriate marketing strategies for such innovation.  

Four approaches related to the concept of innovativeness are employed. Innate innovativeness, 

domain specific innovativeness, vicarious innovativeness, and behavioral innovativeness. Midgley 

and Dowling (1978) have offered an excellent explanation of the concept of consumer 

innovativeness. They defined it as "innovativeness is the degree to which an individual makes 

innovation decisions independently of the communicated experience of others"(Midgley and 

Dowling (1978). Based on this definition, personality traits are considered as prerequisite of the 

willingness of innovation. Many empirical researchers consider this perspective of innovativeness as 

consumer innate innovativeness (CII). 

(Clark and Goldsmith, 2006; Hurt, Joseph and Cook, 1977). 

Gatignon and Roberston ( 1985) found that innovativeness has to be considered in a certain product 

category ( in Chao et al, 2009). Goldsmith and Hofacker (1991) defined domain specific 

innovativeness (DSI) as “the tendency to learn about and adopt innovativeness (new products) 

within a specific domain of interest”. Chao et al ( 2009) proclaim that DSI represent an essential 

component in explaining the relationship between CII and new product adoption.  

Hirschman (1980), provided the literature of innovativeness with another concept that refers to 

vicarious innovativeness (VI). It refers to the acquisition of information related to innovation which 

reflects to the adoption of the product concept not to the adoption of the product itself (Hirschman, 

1980). Im, Mason, and Houston (2007) point out that consumer may gather information through 

different ways: first, by gathering information through advertising which refers to the extent the 

consumer is exposed to advertising and articles about new products before making his decision to 

buy. The authors argue that this type of advertising vicarious innovativeness plays an essential part 

of the new product adoption behavior. Second, by word of mouth which refers to the extent to 

which the consumer talks about new products with people who buy and consume new products. 

Third, by modeling which refers to the extent the consumer observes others who own these new 

products. 

Goldsmith and Foxall (2003) aver that the behavioral view of innovativeness is characterized with 

the act of adoption. They further explained that consumers are described as innovators or not 

depending on their adoption to the innovation. Consumer decision to buy new products is the focal 

interest for this perspective. The authors added that the degree of innovativeness buyers possess is 

related to how quickly they adopt the new product after being exposed to it. The author’s state that 
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the time-based approach emphasizes the external rewards (utilitarian and symbolic) offered to 

consumers at each successive stage of the product-market life cycle. Consumer behavioral 

innovativeness BI reflects consumers' patterns of acting and interacting to the world regarding his 

AIO (Activities, Interests, and Opinions) 

The study adopts the time-based approach to explain the concept of consumer behavioral 

innovativeness or actualized innovativeness that reflects the time of adoption. From the perspective 

that shopping represents a psychological phenomenon more than an economic one, consumers are 

following the hedonic way of consumption when making their buying decisions.  Based on this 

presentation, the study proposes the following hypothesis. 

Hypothesis 3: There is no relationship between consumer hedonic consumption and consumer 

innovativeness. 

5. CONSUMER ADOPTION OF INNOVATION CAI: 

Kotler and Armstrong (2012) point out those buyers may pass quickly or slowly through the stages of 

the adoption process. Bearden et al (1989) consider the adoption decision as a function of product 

interest, individual situation, personal characteristics and the network of interpersonal influence. 

Dobre et al (2009) point out that there are two research approaches related to market penetration, 

the first refers to the diffusion process as a macroeconomic concept and the second refers to the 

adoption process as a microeconomic concept. They further illustrate that the diffusion process 

refers to the spread of an innovation on the market by communication. This spread may happen by 

mass media, sales assistants, opinion leaders or other members of a market segment within a 

specific period of time. Rogers (1995) adds that diffusion as a communication process transmits 

innovation and its benefits to consumers in the social system. There are four main elements in the 

process of diffusion of innovation: the innovation itself, the communication channels through which 

the new ideas are communicated, time and members of a social system. Rogers, (2003). The 

adoption process refers to the stages the consumer passes through before deciding to buy the new 

products The author further clarifies that adopter categories are the classifications of individuals on 

the basis of their innovativeness( relative time of adoption) these classifications are innovators 2.5% 

, early adopters 13.5%, early majority 34%, late majority 34%, Laggards 16%. 

This study focuses on the second approach of research that deals with the adoption process on the 

microeconomic level. Kotler and Armstrong (2012) define the adoption process as” the mental 

process through which an individual passes from first learning about an innovation to final 

adoption”. The authors clarifies that the adoption is the decision by an individual to become a 

regular user of the product (Rogers, 2003). According to Rogers five stages of the decision-
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innovation process, (Rogers, 2003), consumers go through the five following steps: 1) Knowledge 

that explains to what extent a person is aware of a new product and to what extent he has 

information of how it works. 2) Persuasion that reflects if a person shape a favorable or unfavorable 

attitudes towards the new product. 3) Decision that indicates the activities a person may engage in 

and lead to accept or reject the new product. 4) Implementation which refers to the action a person 

take to buy the new product.5) Confirmation that clarify a person evaluation of results of trying a 

new product and decide to become a regular consumer of it. 

Rogers (2003) identifies five characteristics of an innovation and how they may influence the 

adoption of innovation. These five characteristics are: 1) Relative advantage which refers to the 

benefits and advantages of adopting a specific innovation that demonstrate excellence over 

something already exists. The author avers that consumers are more willing to adopt new products 

when they find advantages and benefits better than the existing ones. 2) Compatibility which refers 

to the extent that the innovation suits a consumer’s characteristics, needs, usage patterns and 

lifestyle. He pointed out that the more compatible the innovation is with the consumer’s lifestyle 

and characteristics, the more likely and easily the consumer will adopt it. 3) Complexity which refers 

to the level of difficulty associated with the innovation. He concluded that the more difficult or 

complicated the innovation is, the less likely it will be adopted, and the less rapid the diffusion will 

be.4) Triability which refers to the possibility to try the innovation out and make the adoption easier 

and the rate of adoption faster. 5) Observebility which refers to the ability of others to observe the 

benefits and advantages of the innovation. Rogers claims that the easier it is to see the advantages 

of an innovation, the faster it will diffuse throughout the society. Rogers further concludes that 

relative advantage, compatibility, observebility, triability, are positively related to the rate of 

adoption while complexity is the only attribute of innovation that is negatively related to this rate.  

Rogers (2003) defines the rate of adoption as “the relative speed with which an innovation is 

adopted by members of a social system (Rogers, 2003). He clarifies that this rate is measured by the 

number of people who adopt a new idea in a specific period of time. The author further ascertains 

that this rate is a numerical indicator of the steepness of the adoption curve for an innovation 

(Rogers, 2003).  Moreover, the author ascertains that at a certain level in the diffusion process for 

any innovation, the adoption rate of innovation starts to increase rapidly at an excessive rate. This 

take -off in the rate of adoption creates the S-curve of diffusion." Rogers (2004) crystallizes the idea 

into what he named as critical mass and defines it as "the point at which enough individuals have 

adopted an innovation that the innovation's further rate of adoption becomes self-sustaining".  

Based on this presentation, the study proposes the following hypothesis. 
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Hypothesis 4: There is no relationship between consumer innovativeness and consumer adoption 

of innovation. 

6. LIMITATIONS AND SCOPE: 

The study is considering fashion innovation. 

SHOPPING ORIENTATION: 

Stone (1954) stated that shopping has become one of the most leisure activities in the world today. 

This study will focus on shopping as an activity and fashion as an interest. Consumers have many 

reasons to go shopping. Buttner et al (2013) differentiate between two different approaches to 

explain how consumers go shopping: an experiential and task-focused shopping orientation. When 

consumer selects the experiential way, they seek fun and pleasure, while when they shop as a task 

to be completed; they view the goal to finish it as efficiently as possible. (Babin et al., 1994; katcheva 

and Weitz, 2006). The study focus on the experiential shopping orientation that aligns with the 

hedonic consumption. 

SHOPPING INVOLVEMENT: 

Following the AIO as a measurement methodology to demonstrate how shopping as an activity is 

influenced by the hedonic perspective of consumer behavior. Fashion involvement reflects the 

degree of interests of consumers’ behavior to buy new clothes.Tiger et al (1976) state that the 

"index of fashion involvement " developed in their study was validated with an independent AIO 

measurement methodology and was used to demonstrate that the highly fashion involved consumer 

is also the heavy clothes fashion buyer. 

7. RESEARCH PROBLEM: 

Marketers realize that it is not necessary to rely on strong assumptions of rationality to understand 

consumer behavior. They direct their attention to the emotional aspects of shopping that reflect the 

hedonic approach of consumption.  They understand the importance of hedonism on consumer's 

buying decisions. Marketers need to identify the potential adopters of innovation. They need to 

understand better how consumers actually react when companies introduce new products and wait 

for a response from the social system (Elborsaly, 2017). Marketers have to identify the segments 

that present the potential for adopting innovation. Consumer’s lifestyle as a psychographic 

characteristic reflects consumer’s behaviors and the whole pattern of acting and interacting in the 

market along with the demographic characteristics that have great influence on consumer 

innovativeness and the adoption of innovation. Marketers need to identify the behavioral measure 

of innovativeness that reflects the different types of consumers related to the buying decision 

process. 
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8. RESEARCH QUESTIONS: 

1. Do demographic characteristics affect consumer innovativeness and consumer adoption of 

innovation? 

2. Does lifestyle as a psychographic characteristic affect consumer innovativeness and consumer 

adoption of innovation? 

3. Does hedonic consumption affect consumer innovativeness and consumer adoption of 

innovation? 

 

9. METHODOLOGY: 

This study measures five constructs: 1) Consumer demographic characteristics, 2) Lifestyle as a 

consumer psychographic characteristics, 3) consumer hedonic consumption, 4) consumer 

innovativeness, 5) Consumer adoption of innovation.  :All items were operationalized using a five-

point-Likert-type scale. Two tools were used to gather the information. An internet survey from 

26/11/2016 to 31/1/2017 to allow visitors to fill out the survey. A written survey was distributed 

among Male and Female students for colleges and universities in UAE. Taking into consideration that 

consumer innovativeness can be seen from different perspectives; a multi-dimensional consumer 

innovativeness scale was used. The reason to use such scale is to better understanding of the 

process of consumer adoption of innovation and the reasons associated with the process and to 

develop a more comprehensive measure for consumer innovativeness and the adoption innovation 

process. 

In order to fulfill the work and meet the goals of the study an analysis of secondary resources has 

been carried out that helped to understand the theoretical points related to the topic. Moreover, a 

primary survey has been conducted to achieve and test the objectives and hypotheses as well as to 

find answers for the developed research questions. A survey study was undertaken and the data are 

collected by using simple structured questionnaire. The response format is rating from completely 

disagree to completely agree. 

DeVellis (2003) states that "In general, the larger the item pool, the better". Taking into 

consideration this concept, the study posits a pool of possible items (n=65) for the MCI scale. These 

items a pool of possible items (n=65) for the MCI scale. These items are distributed as follows: (1-12) 

to measure consumer innovativeness and (13-18) to measure consumer adoption of innovation as 

dependent variables. Items (19-30) measure consumer hedonic consumption as a mediating 

variable. Items (31-60) measure consumer psychographic characteristics.. The items that measure 

consumer psychographic characteristics are distributed as follows: (31-35) for innovators, (36-39) for 
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achievers (40-44) for experiencers,(45-48) for strivers (49-52) for makers (53-56) for survivors. These 

items represent the Independent variables. Items (45,57,58). For thinkers, and items (53,56 59,60) 

for believers which are not included in the study hypotheses and are not related to hedonic 

consumption . In addition to five more items that measure the demographic characteristics (age, 

gender, income, education, marital status). Considering the calculated sample size and the problem 

of non-response, 450 questionnaires were randomly distributed among population members. The 

researcher receives responses from 420 respondents and questionnaire return rate was about 

93.3%.  

10. DATA ANALYSIS AND DISCUSSION: 

Based on VALS Framework that explains consumers' tendency to innovation and Roger's five steps of 

consumer adoption of innovation, the study was conducted.  Coefficient of reliability (Cronbach's 

alpha) was used to measure the internal consistency of the items used in the questionnaire .Table 

(3) shows the results of reliability that range from 0.68 to 0.88. By reviewing the values of reliability 

coefficients of internal consistency; it shows that all the values are statistically acceptable and reflect 

consistency in a good degree which reflects the stability of the study. 

Table (3)Results of Reliability Analysis 

Variables 

 

CI CAI CHC Consumer Psychographic Characteristics 

Cronbach
’s alpha 

Inn Thi Ach Exp Bel Str Mak Sur 

0.84
6 

081
8 

0.88
3 

0.79
1 

0.69
3 

0.67
9 

0.82
5 

0.70
5 

0.80
5 

0.72
4 

0.71
5 

 
The following table shows the detailed demographic characteristics against the hedonic 

consumption.  

Table (4) Hedonic Consumption and The Detailed Demographic Characteristics 

Hedonic Consumption against Demographic characteristics (Frequencies and 

Percentages) 

 
Age 

20-29 244 58.1%  
420 
100% 

30-39 122 29% 

40-49 36 8.6% 

More than 50 18 4.3% 

 
Gender 

Male 180 42.9% 420 
100% Female 240 57.1% 

 
Income 

Less than 10000 120 28.6% 420 
100% 10000-20000 102 24.3% 
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20000-30000 102 24.3% 

30000-40000 58 13.8% 

More than 40000 38 9% 

 
Education 

High School 70 16.7% 420 
100% College- University 274 65.2% 

Master 36 8.6% 

PhD 40 9.5% 

 
Marital 
Status 

Single 230 54.8% 420 
100%  Married With no Children 64 15.2% 

Married with Children 122 29% 

Other 4 1% 
 
The table above shows the following results. First, 58.1%, 29%, 8.6%,and 4.3% were from the age 

elements 20-29, 30-39, 40-49, more than 50 respectively . Second, 42.9% were male and 57.1% were 

female. Third, 28.6%,24.3%, 24.3%,13.8% and 9% were from income elements ranging from less 

than 10000, 10000-20000, 20000-30000, 30000-40000, and more than 40000 respectively. Fourth,  

16.7 %, 65.2%, 8.6% and 9.5% were from high schools, college and universities, Master and PhDs 

respectively. Fifth, 54.8%, 15.2%, 29%, and 1% were single, married with no children, married with 

children and others respectively.  

The Coefficient of determination R square is used to explain how much variation in each variable of 

the demographic and psychographic variables are directly related to or accounted for the variation 

in the hedonic consumption. The following table represents the results of R and R square for the 

demographic characteristics as follows: 

Table (5) R and R Square Results of Demographic Characteristics 

Independent variable R R square 

Age 0.071 0.005 

Gender 0.158 0.025 

Income 0.032 0.001 

Education 0.110 0.012 

Marital Status 0.045 0.002 

 
Table (5) shows that age explains 0.5% of the variance of the hedonic Consumption. Gender explains 

2.5%, income explains 0.1%, education explains 1.2%, while marital status explains 0.2%. This means 

that there are many other factors that affect hedonic consumption. This means that demographic 

characteristic seems to be unrelated to hedonic consumption. This indicates that demographic 

characteristic is not an important factor in predicting hedonic consumption.  
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Regression analysis was used to determine the significance of the relationship between demographic 

characteristics and hedonic consumption. The following table shows the level of significance of the 

relationship between each demographic characteristic (Independent variables) and hedonic 

consumption (dependent variable).  Gender is the only demographic characteristic that has a 

significant relationship with consumer hedonic consumption at level p<0.05. 

 

 

 

 
Table (6): Regression Analysis for Demographic Characteristics 

Demographic  

Variables 

Hedonic 

Consumption 

(P value) 

Hedonic 

Consumption 

(t value) 

Coefficients 

Age 0.290 -1.060 -0.063 

Gender 0.021* 2.328 0.227 

Income 0.636 0.474 0.018 

Education 0.112 -1.597 -0.099 

Marital 
Status 

0.517 -0.649 -0.035 

                     * P<0.05 

  According to the regression analysis results, the study accept the null hypotheses H1a, H1c, H1d, 

H1e, denoting that" there are no significant relationships between age, income, education, marital 

status and hedonic consumption". The study don't accept  H1b and accept the alternative one 

which states" that gender as the only demographic characteristic of the study  which has 

significant relationship with consumer  hedonic consumption at level p  0.05 . (p value) =0.021. 

 The following table represents the results of the mean and standard deviation of the consumer’s 

lifestyles as follows: 

Table (7): Results of Descriptive Factor Analysis of Consumer Different Lifestyles 

 Variables Mean Std 
Deviation 

 Innovators 

Q31 I love buying new products before anyone else 2.86 1.285 

Q32 I direct myself when buying new products 3.43 0.990 

Q33 I feel very confident when buying new products 3.43 1.020 

Q34 I am interested of buying items of luxury and elegance 3.60 0.993 

Q35 I am very curious to try different things ( products, services, 3.55 0.928 
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activities....) 

 Achievers 

Q36 I am attracted to buy premium products that demonstrate 
success to my peers. 

3.46 0.987 

Q37 I excel buying new products as early as I can 3.06 1.110 

Q38 I buy new products after asking others (friends, relatives) 3.42 1.027 

Q39 I am willing to put time and efforts to buy what I want 3.63 0.956 

 Experiencers 

Q40 I get triggered to buy new products before anyone else 3.34 1.063 

Q41 If I like a product I buy it immediately 3.33 1.083 

Q42 I like the challenge of doing something I have never done 
before. 

3.58 0.985 

Q43 I follow the latest trend of fashion and fads 3.06 1.093 

Q44 I spend high portion of my income on fashion, socializing and 
entertainment  

3.05 1.129 

 Strivers 

Q45 I prefer buying new products after many people have tried it. 3.12 1.186 

Q46 I prefer stylish products 3.36 1.151 

Q47 I love buying the products that emulate the purchase of 
people richer than me 

2.93 1.140 

Q48 I like talking with people I wish to be to get their approval  
about new products 

2.99 1.205 

 Makers 

Q49 I take long  time  to buy new products 3.00 1.254 

Q50 I buy basic products 3.16 1.254 

Q51 I would rather make something than buying  it. 3.00 1.169 

Q52 I love buying products that are practical and self-sufficient. 3.75 1.051 

 Survivors 

Q53 I prefer buying the products I am familiar with 3.63 1.124 

Q54 I use coupons and watch for sales 3.30 1.212 

Q55 I do not like to take risk to try new products 3.13 1.219 

Q56 I take too long time before buying new products 2.99 1.312 
 
The following table represents the results of exploratory factor analysis of consumer hedonic 

consumption 

    Table (8): Results of Exploratory Factor Analysis of  Consumer Hedonic Consumption 

 Variables Mean  Std 
Deviation 

Q19 I feel very happy when buying new products 3.84 0.899 

Q20 I enjoy spending time and efforts when buying new products with others 3.52 1.035 

Q21 I feel excited when going through the windows and see the display of new 
products 

3.46 1.128 

Q22 It gives me pleasure to buy new products for others  3.55 1.011 

Q23 I buy new products to feel happy 3.35 1.097 
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Q24 I love learning from my experience when buying new products to get good 
deals 

3.86 0.973 

Q25 I get impressed with ads for new products 3.39 0.979 

Q26 I get impressed with promotional rewards marketers offer for new products 3.50 0.986 

Q27 I enjoy watching the shops windows even if I didn't buy 3.40 1.183 

Q28 I enjoy the challenge of trying new products to keep with the latest trends of 
fashion 

3.45 1.080 

Q29 I enjoy taking risk when buying new products 3.24 1.170 

Q30 I buy the  new products without any former planning for the excitement of it 2.84 1.216 

 Consumer Hedonic Consumption 3.45 0.052 

The table above demonstrates that the study handles the hedonic consumption from its different 

shopping motivations. Adventure shopping (Q19,Q21, Q25, Q26, Q27, Q29, Q30), gratification (Q23), 

role shopping (Q22),value shopping (Q24),social ( Q20) and idea shopping (Q28).The mean  and 

standard deviation of adventure shopping motivation were3.38 and 0.722 respectively.   

The following table represents the results of R and R square for the consumer’s lifestyles as follows: 

 

Table (9): R and R Square Results Consumers Lifestyles 

Independent variable 
 

R R square 

Innovators 0.737 0.544 

Achievers 0.589 0.347 

Experiencers 0.700 0.532 

Strivers 0.399 0.159 

Makers 0.125 0.016 

Survivors 0.066 0.004 
Table (9) shows that innovators, experiencers, achievers and strivers are related to hedonic 

consumption. Innovators explain 54.4% of the variance of the hedonic consumption (dependent 

variable), experiencers explain 53.2%, achievers explain 34.7% and strivers explain only 15.9% of the 

variance of hedonic consumption. Makers and survivors are seems to be unrelated to hedonic 

consumption.  

Table (10). Regression Analysis for Consumers Lifestyles 

Psychographic 

Characteristics 

Hedonic Consumption 

(P value) 

Hedonic Consumption 

 (t value) 
Coefficients 

Innovators 0.000* 15.742 0.680 

Achievers 0.000* 10.504 0.572 

Experiencers 0.000* 15.392 0.642 

Strivers 0.000* 6.272 0.303 

Makers 0.070 1.823 0.101 

Survivors 0.342 0.953 0.052 
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                          * P<0.05 

Table (10) shows that the effects of innovators, experiencers, achievers and strivers are significant 

and their coefficients are positive indicating that the greater the person to be innovators, 

experiencers, achievers and strivers, the greater the hedonic consumption. 

Regardless of their motivations, the three first groups of consumers share the same advantage of 

having high resources that helps them to be more willing and confident to risk buying new products 

or services that may or may not satisfy their needs and wants. Innovators are motivated by high 

degree of change and enjoy discovering new things. Achievers are career and goal oriented and is 

motivated by achievement. Experiencers are risk takers and love the unconventional and are 

motivated by self-expression. Regardless of having low resources, strivers who are motivated by 

achievement and emulate the purchases of consumers with higher income, are hedonic consumers. 

According to the regression analysis results, the study don't accept the null hypotheses H2a, H2b, 

H2c, H2d denoting that there are no significant relationship between innovators, achievers, 

experiencers, and strivers and hedonic consumption and accept the alternative hypotheses denoting 

that "There are significant relationship between innovators, achievers, experiencers, and strivers 

and hedonic consumption". The study accept the null hypotheses H2e, H2f denoting that" There are 

no significant relationship between makers and survivors and hedonic consumption". 

The following table represents the results of different types of consumer innovativeness. 

Table (11): Results of Descriptive Factor Analysis for Consumer Innovativeness 

 Variables Mean StdDev
iation 

 Consumer Innate Innovativeness ( CII) 3.07 0.835 

Q2 Buying new products reflects my personality 3.48 1.068 

Q3 I am confident to buy  new products without communicating with others' previous purchasing 
experience 

2.91 1.147 

Q8 I am aware enough of the new products available in the market. 3.33 1.013 

Q9 I would rather buy new products than do other things (travelling, saving money...) 2.71 1.226 

Q10 I am motivated to work more and gain more money to buy new products 3.16 1.189 

Q12 I am aware of taking risk when buying new products 3.48 1.097 

 Domain Specific Innovativeness(DSI) 3.77 0.669 

Q1 I am really interested in buying new fashion items 3.86 0.860 

Q4 I am really interested in learning about new fashion items I am interested in. 4.01 0.937 

Q5 I am really interested in buying  new fashion items I am interested in. 4.10 0.788 

Q7 I am really interested in buying different fashion items I did not use to buy. 3.13 1.062 

 Vicarious Innovativeness( VI) 3.54 0.794 

Q6 I am interested in gathering information about new products by talking with people  3.80 0.963 

Q11 I am really interested in watching and comparing new products people use 3.48 1.050 

The table above demonstrates consumers innate characteristics of confidence (Q3), assertiveness 

(Q9, Q10), and awareness of newness (Q8),and the willingness of taking risks when buying new 

products. The (Q1, Q7, Q4, Q5) clarify the specific domain of interest consumers are interested in 

which is fashion. The (Q6, Q11) reflects the adoption of the product concept.  
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By calculating R square value, it was o.514 which implies that there is a strong relationship between 

hedonic consumption and consumer innovativeness. This relationship is significant at level P<0.01. 

The hedonic consumption explains 51.4% of the variance of consumer innovativeness. Therefore 

there are still many variables which affect the consumer innovativeness. The following table 

represents the results of regression analysis of consumer innovativeness  

Table (12) Regression Analysis of Consumer Innovativeness 

Variables 
consumer innovativeness 

(P value) 

consumer innovativeness 

 (t value) 
Coefficients 

Hedonic Consumption 0.000* 14.826 0.632 

 *P<0.01 

According to the result of (P value) = 0.000P<0.01 , the study don't accept the null hypothesis that 

denotes that there is no significant relationship between hedonic consumption and consumer 

innovativeness and accept the alternative hypothesis that denotes that: " There is a significant 

relationship between hedonic consumption and consumer innovativeness." 

The following table represents the results of consumer behavioral innovativeness that reflects 

consumer adoption to innovation. It also called actualized innovativeness to reflect the action taken 

to buy new products. 

Table (13): Results of Descriptive Factor Analysis for Consumer Adoption of Innovation 

 Variables Mean Std 

Deviation 

 Behavioral innovativeness 3.31 2.226 

Q13 I am really using many new products 3.34 1.094 

Q14 I buy the new products because they are really better 3.31 1.107 

Q15 People often ask me to give my opinion about new the products 
or new services 

3.51 1.058 

Q16 I don’t think a lot when buying new products because it suits me 2.87 1.198 

Q17 I excel buying new products when I make my decision to buy 
because it suits me 

3.35 1.005 

Q18 I feel confident after buying new products because it suits me 3.46 1.070 
 

The study adopts Roger's five stages of adoption of innovation (Knowledge, Persuasion, Decision, 

Implementation, and Confirmation). Q8,Q12 reflect the knowledge stage, Q4,Q5,Q6,Q7,Q10,Q11 

reflect the persuasion stage, Q9, Q10 reflects the decision stage, Q13,Q14,Q15,Q16,Q17 reflect the 

implementation stage that clarifies the actual action of purchasing the innovation. Q18 reflects the 
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post purchasing stage. The following table represents the results of Roger's five step of consumer 

adoption to innovation as follows: 

Table (14): Results of Descriptive Factor Analysis for Roger's Five stages of 

Consumer Adoption of   Innovation 

Stage Knowledge Persuasion Decision Implementation Confirmation 

Mean 3.40 3.65 2.93 3.27 3.46 

Std Deviation 0.872 0.649 1.055 0.812 1.069 
 
According to Roger's five characteristics of innovation, the study adopted three characteristics of 

them. Q 14 refers to the relative advantage characteristic by clarifying that the new product was 

better and provide excellence over the existing one. Q15 refers to the observability characteristic 

that explains how others observe the new product. Q16, Q17, Q18 refers to the compatibility 

characteristic and how the new product suits the consumer's needs, usage patterns and lifestyle. The 

following table represents the three characteristics that helped to influence the adoption process 

Table (15):Results of Descriptive Factor Analysis for Roger's Five characteristics  of consumer 

adoption of innovation 

Characteristics Relative advantage Observability Compatability 

Mean 3.31 3.51 3.23 

Std Deviation 1.107 1.058 0.851 
 
By calculating R square value, it was o.545 which implies that there is a strong relationship between 

consumer innovativeness and consumer adoption of innovation This relationship is significant at 

level P<0.01. The consumer innovativeness explains 54.5% of the variance of consumer adoption of 

innovation. Therefore there are still many variables which affect the consumer adoption to 

innovation. The following table represents the results of regression analysis of consumer adoption of 

innovation.  

Table (16 ) Regression Analysis of Consumer Adoption of Innovation 

Variables 

Consumer adoption to 

innovation 

(P value) 

Consumer adoption to 

innovation 

(t value) 

Coefficients 

consumer 
innovativeness 

0.000* 15.771 0.932 

 *P<0.01 

According to the result of (P value) = 0.000P<0.01 , the study don't accept the null hypothesis that 

denotes that there is no significant relationship between consumer innovativeness and consumer 
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adoption of innovation and accept the alternative hypothesis that denotes that: " There is a 

significant relationship between  consumer innovativeness and consumer adoption of innovation". 

According to Rogers  rate of adoption that refers to the relative speed by which an innovation is 

adopted and the number of people who adopt it within specific period of time( Rogers 2003), 

Q31,Q37,Q40,Q45,Q49,Q56 demonstrate the relative speed of consumers adoption of innovation. 

The following table represents consumer’s relative speed of adopting innovation based on their 

lifestyles. 

Table (17): Consumers Relative Speed of Adopting Innovation 

Q 

number 

Item Consumer 

Lifestyle 

Percentage 

% 

Q31 I love buying new products before anyone 
else 

Innovators 15% 

Q37 I excel buying new products as early as I 
can 

Achievers 15% 

Q40 I get triggered to buy new products before 
anyone else 

Experiencers 18% 

Q45 I prefer buying new products after many 
people have tried it. 

Thinkers, Strivers 18% 

Q49 I take long  time  to buy new products Makers 15% 

Q56 I take too long time before buying new 
products 

Believers, 
Survivors 

19% 

 
Based on the study's findings, the following two figures are presented. The first figure represents the 

distribution of consumers according to their lifestyles focusing on their propensity to innovation and 

the products purchased. The second figure represents the distribution of consumer lifestyles within 

the normal curve taking into consideration the concept of critical mass mentioned by Rogers for the 

diffusion of innovation (Rogers 2004). 
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Figure (2): The distribution of consumers' lifestyles 

 

Figure (3): The three bulks of the adoption process. 

The figure above illustrates the three bulks of the diffusion process of innovation. The first bulk 

represents innovators and experiencers which are very important for the diffusion process because 

of their impact on the other consumer’s lifestyles. Achievers, thinkers, and strivers represent the 

second bulk that contributes to form the critical mass mentioned by Rogers (2004) to consist the 

sufficient bulk for organizations growth and profits. 

11. CONCLUSION: 

The study adopts an approach of consumer behavior that relies on emotional responses and tries to 

explain how consumers react differently when exposed to inovation. As the study highlights the 

effects of consumer characteristics on hedonic consumption, the latter has proved its effects on 

consumer innovativeness and consumer adoption of innovation. The results indicate that gender is 

the only demographic characteristic that has significant relationship with consumer hedonic 

consumption and new product adoption. The results also indicate that the lifestyles of innovators, 

achievers, experiencers and strivers have significant relationship with consumer hedonic 

consumption and new product adoption while the other consumer lifestyles have not. The study is 

giving insights to marketers to distribute consumers according to their propensity to innovate and 

according to the products bought. The study is also giving insights to marketers to categorize 

consumers into the three main bulks mentioned by Rogers (2000). 

 
12. LIMITATIONS AND FUTURE SUGGESTIONS: 
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The study has several limitations. First, It was conducted in one country which limits the 

representativeness and generalization of the results. Second, it focused on only one psychographic 

dimension which is lifestyle. Future research can consider other psychographic dimension like the 

consumer personality or social class. Third, the study focused only on fashion products and future 

research can be expanded to different product categories. Forth, the study approaches the 

consumer hedonic consumption; future research could approach the utilitarian approach of 

consumer behavior and investigates its effects on consumer innovativeness and adoption of 

innovation. Finally, the study can be extended to include other variables such as social identity or 

self-esteem as important drivers of consumption and examine their effects on consumer adoption of 

innovation. 
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