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The purpose of this study is to investigate the influence of determinants of Smartphone purchasing such as A/S, brand, H/W,
switching cost, design on customer satisfaction and verify the accordance of the results of existing researches and our research
with customers’ actual experience. The study also sought to confirm if moderating effects exist between determinants of Smartphone
purchasing and customer satisfaction by age, gender. Data for this study was gathered by analyzing the results of a survey we
conducted on 252 respondents. By taking into account the results of antecedent researches, we determined A/S, brand, H/W,
switching cost, design as the 5 main factors that influence Smartphone purchasing behavior. We focused on analyzing the effect
determinants of Smartphone purchasing has on consumer satisfaction and whether there exist any moderating effects between
the determinants of Smartphone purchasing and consumer satisfaction by age and gender. As a result, we found out that design,
brand, H/W had a significant influence on consumer satisfaction in the descending order. Switching cost and A/S turned out
to have very little influence on consumer satisfaction. Also as a result of analyzing the moderating effects between determinants
of Smartphone purchasing and consumer satisfaction by age and gender, the study verified that that A/S had the most significant
influence as a moderating effect on age. And as for gender, switching cost was turned out to have a significant influence. The
result of this study indicates several academic and practical implications for customer satisfaction of Smartphone business.
Therefore, this result is expected to contribute to verifying influential factors of customer satisfaction improvement both academ-
ically and practically.
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<Figure 1> Research Model
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{Table 1> Variable Definition and Measurement Items
Variables Operational definition Measurement Items Researcher
The extent of importance prompt repairs when Quick repair Han[14]
A/S needed, reasonable price, and the accessibility Repair cost Choi[6]
of A/S centers Easy accessible Kang[20]
The extent of importance specifications that Display resolution Kang and Lee[21]
H/W determine technical traits such as display Battery capacity Han and Ahn[12]
resolution, battery capacity, CPU function CPU Function Lee[29]
i The extent of importance when you changes Switching procedure Burnham et al.[2]
Switching . .
Cost your phone and carrier, procedure, cost and Switching cost Lee[33]
time and effort Time and effort Ko[27]
. The extent of importance that appearance Appearance Han[14]
Design
and color when you choose phone Color Ko[27]
The extent of importance the preference of Influenced by reference group Lee[29]
Brand a certain brand, influenced by other persons Application Lee[33]
and using application Preferred brand Choi and Kim[5]
Satisfied
Customer After purchasing phone, how much satisfied, : - Heske'tt et al{13]
. . S Wise decision Cronin et al.[9]
satisfaction good decision or not, recommend to other people .
Recommend to oth. Shin[44]
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<Table 2> Respondent Characteristics

Frequency | Valid Percent

(252) (%)
Man 129 51.2

Gender
Female 123 48.8
Age Younger(20~39) 99 39.2
Middle aged(40~69) 153 68.2
Samsung 167 66.3
Smartphone Apple 26 10.3
brand LG 53 21.0
Others 6 24
SKT 129 51.2
Mobile phone KT 65 25.8
Carrier LG U+ 45 17.9
Economic phone 13 5.2
Below 1 year 10 4.0
Replacement 1~2 year 28 111
cycle 2~3 year 140 55.6
Over 3 year 74 294
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{Table 3> Measurement Model

Factor Analysis Reliability
Variables ltems Factor |Commu-|Eigen| % of |Cronbach’s
Loading| nality V. |Variance alpha
AS3 0.870 0.797
A/S AS2 0.860 0.810 2391 | 14.067 0.863
AS1 0.822 0.751
HWI 0.792 0.679
H/W
HW2 | 0.791 0.682 1.961 13.978 0.706
HW3 | 0684 | 0575
s3] 0783 0.646
Swgzlsltmg SCl | 0746 | 055 |1.852| 10.895 0.642
SC2 | 0704 | 0.590
‘ DSI | 0849 | 0.796
Design 1.607 | 9.455 0.723
DS2 | 0829 | 0.751
BD2 | 0778 | 0615
Brand | BDI | 0770 | 0643 |1573| 9254 0.678
BD3 | 0632 | 0572
SAl 0.867 0.778
Customer "o, 10856 | 0722|2376 | 078 0.841
Satisfaction
SA3 0.819 0.800
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<Table 5> Regression Results
Dependent | Independent | Std error B t Sig.
Constant 0.425 - 2.333 | 0.020
A/S 0.066 0.034 | 0.519 | 0.605
H/W 0.083 0.177 | 2.802 | 0.005
Customer | Switching Cost |  0.068 -0.063 | -1.022 | 0.308
Satisfaction Brand 0.077 0.195 | 2.936 | 0.004
Design 0.062 0.251 | 4.052 | 0.000

R = 0.439, R* = 0.193, Adjusted R? = 0.176
F = 11.746, p = 0.000, Durbin-Watson = 1.814

........ >

——> Significant
Insignificant

*p < 0.05 **:p < 0.01, ***: p<0.001

sl AR A3(HE 3.1.1~7H 3.1.5)= <Figure 2>9} <Figure 2> Results of Hypothesis(H3.1) Analysis
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ol el gl Aow BAloL AS, AF|§
& FoFE HelA froldh G nAA B AR 441 AFYo] IAUF | njAE 2AH &
vhebiteh AR R = 0439013 R, = 0193, 4 ddgo] nANEY vxE I B Fe AW
Ry = 0.176°]tk FFHL2 TARI(B = 0.251)¢] 7F = W <Table 6>3F o] Fojd4 2913} 5o f9 35
A BAE(B = 0.195), F=AAB = 0.177) eI (0.121)E p > 0.05 o]olojA EAH o7 FolatA &
<Table 4> Discriminant Validity
; Standard Inter-Construct Correlation

Variables Mean Deviation " > 3 2

1. A/S 4.1058 0.69482 0.724
0.386
2. HW 4.2579 0.53810 (O.OOO)W 0.574
i 0.240 038
3. Switching Cost 3.5582 0.63306 (0.000)*** (0.545) 0.555
0.233 204 283
4. Brand 4.6452 54181 (0.000)*** (0.001)“* (0.000)*** 0.533
. 0.255 207 186 315

5. Design 3.8095 0.70529 0.000) 0.001)" (0.003)™ 0.000) 0.704

Note : Diagonal godic font represents average variance extracted and off-digonal means shared variance, respectively.

P < 0.10, "P < 0.05, P < 0.01(2-tailed).



30 Joong—Bae Lee - Dong—Hyun Baek
<Table 6> Moderating Effect of Age {Table 7> Moderating effect of Gender
Unstandardized| Std Unstandardized| Std
Model t | sig |  Model Model t | sig |  Model
B |S.Error] B Summary B |S.Error] B Summary
(Constant) | 0.992 | 0.425 2333 | 0.020 (Constant) | 0.992 | 0.425 2.333 | 0.020
A/S 0.034 | 0.066 | 0.034 | 0.519 | 0.605 A/S 0.034 | 0.066 | 0.034 | 0.519 | 0.605
H/W 0.233 | 0.083 | 0.177 | 2.802 | 0.005 | R : 0439 H/W 0.233 | 0.083 | 0.177 | 2.802 | 0.005 | R : 0.439
I'| Switching R*: 0.193 I'| Switching R*: 0.193
cost 0070 | 0.068 |-0.063 |-1.022 | 0.308 |54 g - 017 cost 0,070 | 0.068 | -0.063 | -1.022 | 0.308 |54 R 0176
Brand | 0227 | 0.062 | 0.185 | 2.936 | 0.004 Brand | 0227 | 0.062 | 0.185 | 2.936 | 0.004
Design | 0.252 | 0.062 | 0.251 | 4.052 | 0.000 Design | 0.252 | 0.062 | 0.251 | 4.052 | 0.000
(Constant) | 1.102 | 0.430 2563 | 0.011 (Constant) | 1.113 | 0.443 2514 | 0.013
A/S 0.063 | 0.069 | 0.062 | 0.924 | 0.356 A/S 0.036 | 0.066 | 0.035 | 0.539 | 0.590
H/W 0.242 | 0.083 | 0.184 | 2.913 | 0.004 H/W 0.220 | 0.084 | 0.167 | 2.619 | 0.009
— — R : 0443
Switching | 074 | 0.068 |-0.066 |-1.076 | 0283 | 57 0448 o | Switching | 066 | 0,069 | -0.059 | 0967 | 0334 | R 0.196
2 cost R™: 0201 cost Adi R : 0176
Brand | 0.237 | 0.077 | 0.193 | 3.092 | 0.002 |Adi- R*: 0.181 Brand | 0229 | 0.077 | 0.187 | 2.966 | 0.003
Design | 0.233 | 0.063 | 0.233 | 3.691 | 0.000 Design | 0.259 | 0.063 | 0.258 | 4.136 | 0.000
Aii(l{‘ﬁung/ 0137 | 00ss 10005 11555 | 0121 Gender(M/F) | -0.081 | 0.083 | -0.058 | -0.983 | 0.326
iddle) (Constant) | 0.878 | 1.370 0.641 | 0.522
(Constant) | 1.596 | 1.423 1.121 | 0.263 Al 0124 | 0208 |-0122 | 0597 | 0551
A8 |-0371 | 0.214 |-0.364 |-1.737 | 0.084 HW 0.034 | 0277 | 0.026 | 0.124 | 0.902
H/W 0489 | 0.256 | 0.372 | 1.910 | 0.057 s
Switchin Sw:gi‘t‘“g 0336 | 0211 | 0.300 | 1.588 | 0.114
€ 10045 | 0239 |-0.040 |-0.187 | 0.851
cost Brand 0.087 | 0.233 | 0.071 | 0.374 | 0.709
Brand | 0320 | 0.265 | 0.262 | 1.209 | 0.228 I Design | 0465 | 0203 | 0463 | 2290 | 0.023
5| Desien | 0.183 | 0206 | 0.182 | 0887 | 0376 | 05" o 3| Gender(M/F) | 0.132 | 0.862 | 0.093 | 0.153 | 0.879 | R : 0467
Age(Young/ CR2. R™: 0218
Middle) 20472 | 0.883 |-0.327 |-0.534 | 0.594 |Adj. R" : 0.183 A/SxGender | 0.102 | 0.135 | 0.336 | 0.756 | 0.450 Adi. RY: 0182
H/WxGender| 0.126 | 0.172 | 0.393 | 0.730 | 0.466
A/SxAge | 0305 | 0.141 | 1.083 | 2.171 | 0.031 —
Switchingx
H/WxAge [-0.175 | 0.168 |-0.583 |-1.045 | 0.297 Gender -0.283 | 0.138 | -0.842 | -2.048 | 0.042
SCxAge |-0.009 | 0.142 |-0.025 |-0.061 | 0.952 BrandxGender | 0.113 | 0.161 | 0.330 | 0.700 | 0485
BrandxAge |-0.064 | 0.160 |-0.193 |-0.402 | 0.688 Desing
DesignxAge | 0.025 | 0.128 | 0.076 | 0.197 | 0.844 Gender | 0149 | 0129 | -0.486 | -1.134 1 0.250
< Zloz gelHd. wheb <7bd 333> A8HE uANS BN F
ohil, A/S 2919 PRk = 00312 THlAA 29ls w o Abs olabuth 93E vAe dEs} 2 g Aeltehe
AE ol fold JFE MAE A0 YRS ARw AR YeA e A)ZEe d4e]
wEbA <74 320> A/S Q03 IATE AAA AR AFH]Eo] F4EF DRSS grolxitial 4
vol 7k Mol AR E obd slojnt gz A AEE . Hdw, BAMCR fojvstert
v A 72 717k E Qi drol 7 Wolel mek A/S
291e WA frolg JFL vk N 57}
sl 5.4 B
4.4.2 7o) aAuEe| w|x= 24 a3 2ulEES] V)& nastE A Eet FA sl A
Aol uAWEE n X k] B3 S AvE A S st o]e R fElAe AH AT
W Ay @0yl A fo FE(p = 0326002 p>  TWMEA A T 1HEa de 807} uATES
005 o] ololq BAMOR frojaid ek Ao sl o foshA AL vAE 298 EEF ook gt} o]
Sk e, Ag 29le) prk - 0.0422 FHIEA o B AT 2nleEe] Fj2d 2909 AfS, HAE,
QA7 BAWE o]l Fod JE WX & oz 9] H/W, A&, fAle] FEHH4Rl unkse] o=
<= ATt AL JES MA=AE gofsta, FujAA aRly) 1
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