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A Study on the Importance and Satisfaction of Purchase
Decision Factor of Smart Phone : Focusing on Chinese Consumers

Lihua Han® - Jongchang Ahn**

B Abstract &

The purpose of this study is to verify the difference between the importance level and the satisfaction level of
each purchase decision factor of smart phone. Through review of literatures about purchase decision factors, we have
derived about attributes of 6 factors. T-test, importance performance analysis (IPA), and regression analysis were
conducted to identify priorities among the details of the importance and satisfaction and to analyze the effect
relationship between satisfaction of each factor and overall satisfaction. Looking at a few high-priority order, battery
capacity, memory capacity, fast and accurate repair, the adequacy of the repair cost, and processor in the top five
factors were shown to be an important factor when purchasing smart phones. The results of this study can provide
the marketing strategies for smart phone suppliers. In addition, these results imply what factors of smart phones
should be more considered before launching into chinese smart phone market.

Keyword : Smart Phone, Attributes, Purchase Decision Factor, Consumer Satisfaction,
Importance-Satisfaction Analysis, IPA
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(Table 1> Top Five Smartphone 0S, 4Q2013

(O 4Q13 M/S 4Q12 M/S
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i0s 17.6% 20.9%
Windows Phone 3.0% 2.6%
BlackBerry 0.6% 3.2%
Others 0.7% 2.9%
Total 100.0% 100.0%

Note) Smartphone OS market share(IDC).

(Table 2> The Interest Degree of Smartphone
Market OS in China

(O 4Q13 M/S 4Q12 M/S
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Others 0.6% 21%
Total 100.0% 100.0%
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{Figure 1> Smartphone quantity in China(2010~
2017)
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{Figure 2> The Interest Index of Brand in Chinese
Smartphone Market(Jan. in 2014)
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{Figure 3> The Interest Index of Price Level in
Chinese Smartphone Market(Jan. in
2014)
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{Figure 4> The Interest Index of OS in Chinese
Smartphone Market(Jan. in 2014)
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{Figure 5 The Market Quantity of Chinese
Smartphone Market(2012~2017)
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(Table 3) The Previous Researches of Smartphone Purchase Decision Factors

Research subjects Factors and attributes Researchers
A study on the preference rank among smartphone | network effects, switching costs, features,
. o . . Gho(2010)
purchasing decision factors by the consumers design, brand, A/S, and price
A study on the influencing factors for smartphone | network, switching costs, features, designs,
. - . Lee(2011)
purchasing decision and repurchase brands, A/S, and price
A quea and Chma comparison study on the features and attributes, security, applications, .
perceived selection behaviors related to consumer . O Seo(2011)
perceived cost, and social impact
smartphone acceptance
A study on th_e factors mﬂuenqn S §ma1’tphoge perceived cost, social impact, application, and
users satisfaction and repurchasing intention : functional oromerties Chun(2010)
focus on the Chinese smartphone market Prope
A study on th? Chmese CONSUMELS 5. phone function, application, design, brand, fashion Yang(2013)
purchasing decision factors
A study on the satisfaction, and repurchasing . o ] . . Choi and
intention by Chinese smartphone attributes price, A S, fashion, brand, and fuctions Kim(2012)
A Study on the importance of the functional platform, contents, design and interface, and .
: Choi(2010)
properties of smartphone hardware
design(screen, appearance, etc.), performance
and functionality, UI/OS(smart phones menu
A study on the differentiation strategy for system and operating system), the App Store
smartphone competitive power enhancing by /applications, smart phone manufacturer/ Jeong(2011)
manufacturer perspective model (models), brands, distribution €
networks, smartphones purchased condition,
charge/plan, service quality, and brand image
and customer center
A study on the effect of the importance and
satisfaction degree of mobile convergence product | networks and hardware performance, Lee(2013)
attributes influencing consumer loyalty : focus on | function, design, brand, and A/S
smartphone purchasing decision factors
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(Table 4) The Previous Researches of Importance-Satisfaction Degree Using IPA

Researchers Research subjects
The importance-satisfaction analysis(IPA) on the environment-friendly automobile by automobile
Song(2013) .
product attributes
The effects of the importance-satisfaction(IPA) of duty-free shop selection attributes influencing
Ryu(2012)
consumer loyalty
A study on the importance and satisfaction degree of coffee-specialized shop attributes by brand
Kang(2011) | %,
difference
A study on the performance of coffee education by the importance-satisfaction degree for the
Oh(2011) . . .
selection attribute of coffee education
The importance-satisfaction analysis of selection attributes by the behavioral attributes of the
Lee(2011) . . .
Chinese tourists visiting Korea
Lee(2014) A study on the importance and satisfaction degree of airline company’s plane food and beverage
services
Cho(2013) | A study on the importance-performance of general buffet restaurant selection attributes
Lee(2013) A study on the effect of the importance and satisfaction degree of mobile convergence product
attributes influencing consumer loyalty : focus on smartphone purchasing decision factors
Park(2005) A study on the importance and satisfacion degree of fastfood selection attribute : focus on the
fastfood Company M and Company L located at Daegu region
A study on the importance and satisfaction degree in the selection attribute of airline
Ryu(2009) . . . . =
company : focus on the Chinese international airline passengers
Cho(2012) An analysis on the service quality importance-performance of companies and people participated
Chinese exhibition fair : focus on the Shanghai exhibition fair
. A study on the importance and satisfaction degree on a side menu selection of coffee-specialized
Kim(2012)
shop
Jeong(2012) | A study on the importance-performance for family restaurant employees’s job selection motivation
The Importance of Smartphone The Satisfaction of
Purchase Decision Factors Hi Smartphone H2
Network effects Network effects
Function <:::> Function <:> Overall
Design Design Satisfaction
Advertisement Advertisement
Service Service
H/W Performance H/W Performance
<Figure 7> Research Model
F7FE 7 ASs WATh S nEE & FaTt Qi oleld Faragle] ~
@M (Kwon, V1D BFol thal 242 B vhEE PoAoE F8 WRE 83eA o
L5 7R v e w3t dis 2w o olR A 2 AT B MR Fleldn
43508 grsta oleteds 448 M BAS 991 A ol fE Tt ek B
St FART Tene T 79 AEEe  d 97K AnE 7o A b s aqe
WSS st @wed U el 94 5o Hasdan @ 4 Ak 72 AFei 85 2
Y A4S g FRAFS TAE A AIE RelHT F oL “HAE Aus el B
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<Table 5> Smartphone Purchase Decision Factors through Previous Studies
facttor NO Measurement g')'legs g(f; (2%}?20)’ <2(6}118§’ %gg;
P1 | The smartphone has high awareness v v v
P2 | Variety of applications(contents) currently in effect v v v v
NETWORK P3| Prospects for future applications(contents) v v v
P4 Th<? .general?ty .ar1<‘il awareness of smartphone OS J J J
(OS : Android, i0S, Windowmobile)
P5 | High compatibility with the PC or other device v v
P6 | GPS and a variety of traffic information services v v
P7 | Near Field Communication(NFC)
FUNCTION | P8 | Video call v v
P9 | Multimedia(music, video) quality v
P10 | WiFi quality v
P11 | Color of smartphone v v v v
P12 | Screen size of smartphone v v v
DESIGN P13 | The weight of smartphone v
P14 i?:rfff; design(menu, layout, Ul etc.) and ease of J J
P15 | Materials of smartphone
P16 | Advertising model image
P17 | Information availahility of advertising v
ADVERTISE P18 | Creative advertising of smartphone v
P19 Various types of smartphone ads(TV ads, shopping,
portals, etc.)
P20 | Benefits provided when purchasing
P21 | Fast and accurate service N v v
P22 | Adequacy of the repair costs v v v
SERVICE | P23 | Ease of use of A/S center(easy to find and close) v N4 v
P24 | Product knowledge of sales stuff
P25 | Sales staff friendliness
P26 | Excellent performance processor(CPU, RAM, etc.) v VA VA
P27 | Smartphone battery capacity N4 v v
H/W P28 | Smartphone battery charge rate
P29 | Smartphone camera pixel v
P30 | Large memory capacity v

Note) [datal Researcher’s recomposition through previous researches.
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(Table 6y The structure of the questionnaire

Information Sub-concept question Theory Measure
The Importance of Network effects/Function/ % Lee(2012), Lee(2013), Likert
smartphone Purchase Design/Advertisement/ Questions Gho(2012), Choi(2010), 5 oot scale
Decision Factors Service/H/W Performance Lee(2009) o
. . Network effects/Function/ Lee(2012), Lee(2013), .
Thesifﬁfi%izn of Design/Advertisement/ Que?s’(t)ions Gho(2012), Choi(2010), 5 I;)lil;?tsc Ao
D Service/H/W Performance Lee(2009) b
Overall B 6 Likert
Satisfaction Questions Lee(2013) 5-point scale
General requirements Gender, age, education level, 5 . . .
for survey smartphone brand, period of use | Questions author configuration nominal scale

Note) [Data] Researcher’s recomposition through previous researches.
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(Table 7> Respondents’ Demographic Characteristics

Division Freq. % Division Freq. %
Male 65 38.46 Nokia 1 0.59
Gender Female 104 61.54 HUAWEI 7 414
Total 169 100 Motorola 2 1.18
~20 1 0.59 Xiaomi 12 7.10
21~25 22 13.02 Brand HTC 4 2.37
26~30 90 53.25 Samsung 65 38.46
Ae 31~40 54 31.9 Apple 58 34.32
40~ 2 1.18 etc 20 11.83
Total 169 100 Total 169 100
High school or less 6 3.55 Less than 1 year 23 11.83
College 19 11.24 lyear~less than 2Zyears 43 25.44
Highest level University 98 57.99 Period | 2vears~less than 3years 46 21.22
of education Masters 40 2367 | of use | 3years~less than dyears | 25 1479
Dr. 6 3.5 More than 4years 3P 20.71
Total 169 100 Total 169 100
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2013; Lee, 2011; Choi, 2010). ¥ <ol Al -l Al
2~

AR 2AE71A)e] FREE AUEE Foj A4
1YY 2rtEE] 2zt 29l W AE2] &4
o ald =7 4 ALE Aosta, o= g
AE 54 He2 =2As9r)

&
B 7}o] (<Table 6> F=x). 2
T wol| #ele] FAE HH =R A }

A370] 10478 (61.54%) ot} A5 10 7} 19(
20t 7F 1127 (66.27%) 01 2., “30th’ 7} 54Ué
(31.95%), ‘40t o]4Fo] 29(1.18%) 2 A= At
Qolow 37 Fol7]d X“‘%Pq %= Pl P2,
P10 &< AHAlstlon, 89 ﬁxﬁil 7} 0.5 Ul‘i
o % EYET7 "olA = P2
(Yang, 1998) ®lg]9 > 2 ws|dS& E‘M%M 6§
W BAS Bl 67 8l FESA 1 4

IE <Table 8> LEFATE

< r
Hm
ot

> l-rI
>
>
2
gL

o

4.2.1 AR eRle] A=Y g Eld4
TuiAF8S Tk FEE a9l +
KMO(Kaiser-Meyer—-Olkin) ate] 0.831 2]
tlette] T84 A4 ghol 246920013 9] %
o] 0.0000.2 e & A7R9] A dolE7) &
QA4S sh7lel ARk Ao ® JErdTh

ojs} o] F=H oA Ao 892 AE HA

(Table 8> The Factor Analysis on the Importance
of Product Attributes

Question Hactor Commonness
1 2 3 4 5 6

P27 0.842 0.817
P29 0.824 0.734
P26 0.814 0.763
P30 0.79% 0.713
P28 0.763 0.717
P23 0.834 0.798
P24 0.831 0.749
P25 0.769 0.647
P22 0.746 0.716
P21 0.658 0.709
P19 0.862 0.787
P18 0.859 0.768
P17 0.827 0.734
P16 0.826 0.742
P13 0.811 0.720
P12 0.739 0.602
P11 0.731 0.704
P14 0.59% 0.463
P15 0.568 0471
P8 0.806 0.667
p7 0.737 0.604
P9 0.725 0625
P6 0.69% 0.647
P3 0.726 0.648
P5 0.638 0.59%
P4 0.574 0.550

Elgenvalue TAIT 323712391 | 2.021 | 1.629 | 0.994

% Variance |28526|12.451]9.195 | 7.773 | 6.265 | 3.822

% Qumulation |28.526|40.976|50.171|57.944|64.209|68.032|

KMO = .831, Bartlette’s spheridity test = 2469.294(P = .000)
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A A H2EQ Bartlett 784 HANAME
2469.205(p- ZH0.000) ZH 23k Z oz LEhdT)

<Table 9> A Hi=n}9} 7o) AnfEZ Luj4d
4o Fard gk Az g SAHgE
T UENZET 29 HA AHEE 0686, 7152
1] A 212 2= 0795, T’JX}L [9le] A Al
FE=E 0781, F18Rle] WA A EE 0872, A
Hl2 9lo] AAl AlF == 0.8%9, t=slo] 4%
2919 AA ANHEE 09I3E YEton ol =
g il

AYEE NS} ks AL o] B

S 2 Cronbach &3 A+ 06 ol/dold 7]
ZZE35to] AEA e AR E Wyt =

HYrta ZrHAndrew et al,, 1980).

o FN

o, m1o iy

4.22 A& ¥ Exe] A=A A

AE 54 R el 891 w4 A} KMO
Zrol 0.878 18] il Bartlett® 784 AR kol
2719.151(p- %k 0.000) 0.2 R} Bl Al

o
it
Mo

inj

(Table 10> The Factor Analysis of Satisfaction
Degree After Use

iahili i Factor
(Table 97 The Reliability Analysis on the Importance Question r Commonness
Degree of Purchase Decision Factor 123 4]5]6
I the P27 0.810 0.792
question P29 0.778 0.734
. _ | standard Overall
factor | Question | AVE | 4oiction | 9eted | egiapiity p6 0778 0775
Cronbach
Alphs P30 0.734 0.718
P3| 380 | 103 0875 P28 0.704 0.709
Network P4 | 3780 | 1016 075 0686 P23 0.761 0717
effects
P5 | 4010 | 0967 0.875 P24 0.754 0.686
P6 | 3930 | 102 0.874 P25 0.746 0.766
P7 | 3530 | 1108 0.878 P22 0.652 0665
Function 0.795
P8 | 3670 | 1.050 0.878 P21 0.640 0638
P9 | 4100 | 0924 0.874 P19 0.845 0.775
P11 | 4040 | 0.801 0.877 P18 0.840 0.783
P12 | 4150 | 0732 0.877 P17 0816 0.724
Design P13 | 4030 | 0848 0.878 0.781 P16 0.793 0.767
P14 | 4240 | 0.776 0.876 P13 0815 0.778
P15 | 4170 | 0772 0.877 P12 0.756 0.665
P16 | 3000 | 1.102 0.883 P11 0.732 0659
P17 | 3410 | 1.021 0.877 P14 0.608 0680
Advertisement 0.872
P18 | 3460 | 0982 0.879 P15 0579 0672
P19 | 3180 | 1065 0.881 P8 0.7% 0.752
P21 | 4410 | 0744 0.874 p7 0.756 0685
P22 | 4330 | 0.747 0.873 P9 0.741 0655
Service P23 | 4260 | 0.79 0.874 0.889 P6 0526 0549
P24 | 4250 | 084 0.874 P3 0781 0679
P25 | 4340 | 0780 0875 P5 0.743| 0650
P26 | 4370 | 0722 0.873 P4 0673| 0564
P27 | 4530 | 0690 0.874 Elgenvalue | 9833|2398 | 1.852| 1.768 | 1.252| 1133
P H/W P28 | 4270 | 0.807 0.873 0913 9%Variance  [37.819] 9223 | 7.123 | 6799 | 4817 | 4.358
erformance
P29 | 4330 | 0721 0875 9 Qumulation|37.819|47.042|54.16560.964|66.781 | 70.14

930 4430 | 0679 0.875

KMO = 878, Bartlette’s spheridity test = 2719.161(P = .000)
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olEi7h 29l wAS sp7lel A Ao ek (Table 11 The Reliability Analysis Result on the
HYang, 1998). Satisfaction Degree After Use
29107 A Holy]o] Hdex| &= S1, S2, If the
5O AlglE o Qo] A ) o}k . Standard question Overall
S10--8= _,Xﬂ O]'M—‘Eq, il —,ZHX] 7]’ 05 ]L Factor Question | AVE devisti deleted Jiabili
= . } B levistion Cronbach reliability
02 gYrrl "Wojxe S0 EILE A% & Alphs
(Yang, 199Q) wlg]® 2 Aus|dS HAAste] 63 S3 | 3650 | 0881 | 091
MR HAS Ea 62 90S 23 91 1 memvorc | s |30 | osst | 01 | omp
7‘:1‘1’]_5 <Table 10>0ﬂ L]’H‘ T;]— S.’) 3.700 0.918 0.932
= 3 s6 | 3700 | 08w | 091
olst el & A Aol 28lE AS & u S7 | 3430 | 080 | 0930
L AA 9 70.140%E AHshs Ao ek Function s 340 | oz | oo | 7
o} @91EAe] ou= KMO ol 19 7MWk S9 [ 3770 | 0809 | 0929
2 om o] gto] 08 o|atolH $58 Aoz T SI1 | 3970 | o7l | 0931
g, KMO 2571 087801 B2 $-4:3 Ao S12_ | 3%0 | 0667 | 0929

Design SI3 3740 | 0.79% 0.929 0.854
S14 3760 | 0.820 0.928

Z YElgtl mik 90l8A mdoa] A

2EQ] Bardett T84 HAAAME 2719.151(p-% SI5 | 370 | 08B | 098
0000024 gt Aoz YelgtYang, 1993). S16 | 330 | 0812 | 0930
<Table 11>0] 4] Biu}le} o] ~nfEZ ALg & Advertisameng S| 320 [ 078 [ om0 |

Wz d AHE Z4YE F vEdaw) e e B
S19 3310 | 0830 0.929

291 A Al ez 0705, 71safle] A Al== so1 | 3500 | 087 | 0928
= 0.798, tAkel 919 AA A EE 0781, FaL s» | 3210 | 1019 | o098

¢

8R]le]l Az AFEE 0894, AHl2 2919 A Service S23 | 3280 | 0927 | 0927 | 0906
AFEE 0906, sH=go] A% Qole] AA AFw S | 3460 | 0859 | 0927
082% UEton] ot ZA4aE S| A% S5 | 3440 | 0918 | 0927

$%6 | 3720 | 0811 | 09
s27 | 3420 | 09 | o097
W S8 | 363 | 08% | 098 | 082

4 9474 Performance
43 71 A& 1} s29 | 3660 | 0859 | 0927
S0 | 3540 | 0957 | 09

7t 2o AL oueti(Andrew et al., 1980).
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ol ©]3t th 3]984S AASIATH Yang, 1998). ESTE USRI oA e 0 et e
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(Table 12> Regression Analysis of Importance and Satisfaction Degree of Smartphone Purchase Decision

Factors

Unstandardized Unstandardized Collinearity

Factor coefficients coefficients t p-value Statistios
B std. error Beta Tolerance V/F

(Constant) 1.466 0.325 4505 0.000
Network effects 0.051 0.057 0.078 0.894 0.373 0.590 1.696
Function 0.117 0.053 0.183 2.202 0.029° 0.644 1.554
Design 0.130 0.069 0.145 1.897 0.060 0.758 1.319
Advertisement 0.200 0.040 0.344 4911 0.000"" 0.928 1.078
Service 0.003 0.065 0.004 0.048 0.962 0.666 1.503
H/W Performance 0.059 0.070 0.071 0.844 0.400 0.621 1.609
Note) “ p < .05, ™ p < .001.
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(Table 13> The Result of Paired Sample t-Test of Importance and Satisfaction Degree of Smartphone

Purchase Decision Factors

. Importance Satisfaction GAP
Factor Question - - - T p-value
AVE | Ranking AVE | Ranking AVE | Ranking
P3 3.830 19 3.651 1 0.178 19 2.405 0.017"
Network effects P4 3.780 20 3.633 12 0.142 21 2144 0.033"
P5 4.010 17 3.698 9 0.308 14 4.205 0.000™
P6 3.930 18 3.704 8 0.278 16 3400 0.001™
Function p7 3.530 22 3.426 19 0.101 22 1.201 0.23%
P8 3.670 21 3.491 16 0.183 18 2.189 0.030
P9 4.100 14 3.769 3 0.331 13 4728 0.000""
P11 4.040 15 3970 1 0.065 23 0.94 0.342
P12 4150 13 3959 2 0.19% 17 3.101 0.002""
Design P13 4.030 16 3.740 6 0.290 15 3.853 0.000""
P14 4.240 1 3757 4 0.48 11 6.541 0.000""
P15 4.170 12 3746 5 0.426 12 5.391 0.000™"
P16 3.000 26 3.320 22 -0.320 26 -4.247 | 0000
) P17 3410 24 3.243 25 0.172 20 2.461 0.015"
Advertisement
P18 3.460 23 3408 21 0.063 24 0.861 0.390
P19 3.180 25 3.308 23 -0.130 25 -1.961 0.052
P21 4410 3 3503 15 0911 4 11.149 | 0.000"™"
P22 4.380 4 3213 26 1.166 1 1219 | 0.000™
Service P23 4.260 9 3284 24 0976 3 10534 | 0.000™
P24 4.250 10 3.456 17 0.799 7 10.000 | 0.000"
P25 4.340 6 3438 18 0.905 5 10465 | 0.000"
P26 4.370 5 3.716 7 0.657 9 8747 0.000""
P27 4530 1 3420 20 1.112 2 12128 | 0.000"
H/W Performance | P28 4.270 8 3.627 13 0.645 10 8.222 0.000™"
P29 4.330 7 3.657 10 067 8 8.639 0.000""
930 4.330 2 3544 14 0.838 6 9.759 0.000""
Note) “p < .05, ™ p < .0l, ™ p < .00L.
A WEEe] 9P MAE R ey & Zom tehgr
= UAelagln sedlolasle] felst sow
et stesdle] Al wiek BEErkB = 44 ELF HETO PA B4
257) EETE AWARl W7} oW, Tzt
glo] gk WEE(B = 28D)7F =555 ARk 2tEE Al £A40 FaEgt vt g
ntEL 7} molx]= Ao g UEyit) E3l 5] HEHEE t-testE AT 23S [PA WEZ 22
o] A% WER(B = 259)7} TRl WEEB = vebliE <Figure 9>9F 231 W49] W82 <Ta-
24D HTH ARAQ BERe] o Be e 7 ble 15>k Atk
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(Table 14) The Analysis Result of Effect Influencing on the Overall Satisfaction Degree of Satisfaction
Degree of Smartphone Purchase Decision Factors

Unstandardized Unstandardized Collinearity

coefficients coefficients t p-value Statistios
B std. error Beta Tolerance V/F

(Constant) 0.965 0.332 2.908 0.004

Network effects 0.031 0.073 0.030 0.422 0.673 0.745 1.342
Function 0.125 0.083 0.116 1.507 0.134 0.629 1.590
Design 0.281 0.095 0.241 2.955 0.004™ 0.558 1.792
Advertisement -0.024 0.073 -0.023 -0.321 0.749 0.703 1.423
Service 0.142 0.079 0.152 1.792 0.075 0516 1.937
H/W Performance 0.257 0.092 0.259 1.793 0.006™ 0.430 2.324

Note) R = 0.400, adjusted R® = 0.378, F = 18020, P = 0.000, ™ p < .0L

..-—_____‘—‘--.._\_.
..--—"___"‘-u\.._\_.
H/W Performance sor] 1 )
T T T T T

1o,
=

Overall
Satifaction

0.24]++
(2.955)

320 340 350 380 400

Note) ™ p < 0.01, The value in parenthesis is t-value. wEe

<Figure 8> The Result of Multiple-Regression <Figure 9) IPA Matrix Analysis

(Table 15) The Contents of IPA Matrix Analysis variable

Quadrant The variable of importance-satisfaction degree of product attribute
I 23. Battery capacity, 21. friendliness of sales stuff 17. Fast and accurate service 18. Adequacy of
Focus areas for | the repair costs 19. Ease of use of A/S center, 20. sales stuff's knowledge of product 26. Memory
improvement Capacity
il 25. Camera pixel, 24. Battery charging speed, 22. Processor, 11. Interface design and ease of
Maintenance operation 12. Material, 3. High compatibility, 4. GPS and a variety of traffic information services
Area 10. Phone Weight, 7. Multimedia (music, video) quality, 8. Phone colors, 9. Phone screen size
I]]IE[[l rovement 6. Video call feature 5. NFC, 15. smartphone advertising creativity 16. Various types of
Arga smartphone ads 14. Usability of smartphone advertising information 13. Advertising model images
\Y% .
Over-investment 1. Next cqntent diversity
Area 2. Generality and awareness of the smartphone OS
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