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Andysis of the Heuristic Theory and the Prospect Theory for Smartphones:
Focusing on Framing, Endowment Effect and Regulatory Focus Theory
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Abstract

Purpose - In the present study, it has become the most important necessity in our daily lives that consumers’ psychological
factors affect the use of smartphones, and it has been analyzed through behavioral economic approaches. In this respect,
the present study is intended to apply the heuristic theory and the prospect theory among behavioral economics theories to
examine how psychological factors affect consumers’ product selection.

Research design, data, and methodology - In the present study, using smartphone repurchase as a dependent variable,
whether regulatory focus effects have interaction effects on behavioral economic theories and behavioral economic effects
such as possession (ownership) effects, framing effects, and brand recollection. As an analysis method, questionnaire
surveys conducted with university students in Incheon were examined through Two-Way ANOVAs using the SPSS23
package.

Results - The analysis from the results are as follows. Using smartphone repurchase as a dependent variable, the main
effects and interaction effects on two variables; satisfaction difference with product functions and positive framing variable
were statistically significant. Using repurchase as a dependent variable was statistically significant, there was no interaction
effect between the two variables; satisfaction difference with product functions and the difference of brands in possession.
Using smartphone repurchase as a dependent variable, interaction effects on two variables; satisfaction difference with
product functions and the lengths of product possession periods were not statistically significant. The results from the
analyses of interaction effects of brand recollection and brands type were statistically significant in possession using
repurchase as a dependent variable. The results from the analyses of the main effect of the brands type were statistically
significant in possession using repurchase as a dependent variable.

Conclusions - The implication of the present study is that it suggests the factors that became important for customers’
smartphone purchase following the change in the meaning of smartphones from practical products in the past to hedonic
products. Limitations of the present study are first, the study subjects are limited to students and the number of copies in
questionnaires is only approximately 130, which is insufficient, so that the present study is not sufficient as a study for
entire smartphone users.
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g2 O|X|= X| Lot X} oict

ZEAWHE 0|2 30| AHXIZ9| Hekof M2} AH|X; e
O Eatd = UCh= ZHEXHE O|EX UCL XF XFO|E0|
2t AH|XISO0| AE ME! Al ™ oo CHot ek zket
OlZ2E2AM, AHIZEO0| HF T Al E&ZF(promotion

SY oM 0
k18 A rjr o

i

T |T for

o =1

aad

0!

=
=
2
=

i)

_

r

focus)ut HtO{Zx=M(prevention focus), &= 7IX| dE [He=
Lbs 4 QICh 84 AW 480l AZSS 0|5 £70| B4S
ZHe BHB, WOIEY Mol MFES Y 2mo| BAS o
ZECHe O|20ICh B GTOME 2 SUC B2 AuR
ggkof M2t 2R5te e AOFEE X F Q=0 Xto|7t
UA=X| 245l 27|2 oio)

2. Moim
21, TE2ATE O|20n =gjo|d Z 1}

o2 AHE O|2(Prospect Theory)O|2F OJAFATHO| HIEA]
SrE|Fel 20| ofLzt ME[H Qflo= ZPECH:E O|ECE
Yo st E9 &1t 50| QUCH
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7t 3-E OAIX|Of H|gi HOEcE 2 ALE LIEHHoH,
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DHEEol 1A Xojet 37 ZEo|Y B 70| Jd=HEn
W7t Y= A= LIEHRIC

<Table 1> Results of Functions * Positive Framing ANOVA Analysis

Source Type Df | Mean Square | F-value | Sig.
Model 12 125.446 123.457 | .000
Functions 4 4193 4127 | .004
Positive Framing | 2 5.411 5.326 | .006
Re-
purchase Functions _Posmve 5 2431 2392 | 043
Framing
Error 102 1.016
Sum 114
O| & 424 (Two-Way ANOVA) Zit #28 zitt
Che e £ 209 & uits A3 S0z 2t Ftio| ¥
o @t S0 X0|7t QUCh= AOICE M2t <H 1>9| &M ZAu}
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87| LIEtHThS 242 ojnjsict.

UsrEoE ADEEO| THadh AS EO| OfLIZ A,
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<Table 2> Results of Functions * Owned Brands ANOVA Analysis

Source Type Df | Mean Square | F-value | Sig.
Model 23 68.108 69.195 | .000
Functions 4 4,781 4858 | .001
Owned 5 2,884 2.930 | .017

R Brand goods

e_

urchase ions*

p Functions*Owned 13 1.311 1.331 209
Brands
Error 94 .984
Sum 117
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<Table 3> Results of Functions * Holding period ANOVA Analysis

Source type Df [Mean Square | F-value | Sig.
Model 13 118.848 108.443 | .000
Functions 2 .886 7.034 |.000
Holding period 4 7.709 .809 | .448
Re-
purchase functlons. Holding 6 1.310 119 | 315
period
Error 104 1.069
Sum 117

<Table 3-0l= X TYUS BLHLE HE J|SUE 25
folet B 7|2t £ 18 s
ST} <H 31> SMZANE 28 HE 29 J|2e| oo o

448, MSE2 FZI} F=1.196, p-value=.3152 EA XMooz Q
OSHX| 2 AeZE LIEFgen, <H 3>1t <H 3-1>2 SAH
o2 R QO[61X| UL Z{o2 LIEfRLLC

5, AOlE E 20| Jls SiEEol Koot B8stn 9
L ADlE E sRCo| B Yt ATt ZE NOEE B
He RolotA| e Ho= EMEC

<Table 4> Results of Brand Recall * Holding Brand ANOVA Analysis

Source Type Df | Mean Square | F-value | Sig
Model 13 118.562 104.766 | .000

Brand Recall 2 2.083 3.128 |.048

Holding Brand 5 4.158 3.674 |.004

Re-
urchase | Brand Recall*
P Holding Brand 5 2.836 2.506 | .035

Error 104 1.132

Sum 117

<Table 4>0fAE EQ AOEE HHE ZROL A
ot M2 oy HAMEO Oef AOEE X 71 o|&0f

Xto|7t Q= X EMBIALE.
SMAD ASASHI U F Bl SMZNE B, A0
EE BQ BUC Mol B4 HAUCHS 7 NSEBHTHE
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F=2.506, p-value=.0352 <H 4>= EAMo=z {Qo|3t Aoz
LIEFGCE <H 4>0f CHo BERHE 3|y Bipep AMR HHME H
& 20 F 2ah, A4TEE w1 BE SHHoR {93 Ao
2 L}EFSCE
NS Halel ADIEE i He2E S|4 Hac
Of WX HYID Y ADEE SMCoL M2 MSHE B
A7F LHEHHCHE A2 WSEHEM =2k e Z2A
HE O|22| veRAl HIO|0|A0t F2[AE O[2Q HAME 3|
0| M2 4558 2u7t Afts A2 28 =1 ULk
<Table 5> Results of Holding Brand * Prevention focus ANOVA
Analysis
Source Type Df | Mean Square | F-value | Sig.
Model 17 88.151 77.426 | .000
Holding Brand 5 4.783 4.202 | .002
prevention focus | 22 5.191 4.559 | .013
Re-
purchase | Holding Brand ™ g 1.136 998 | 447
Prevention focus
Error 97 1.139
Sum 114

<Table 5>0|M&= Ef AOIEE HHE ZFL O|H =
HXF deo| met ERsta e AOEE I 7 o=
OXl= F&O| Xto[7t U= X| SMSIQUCL 24 Zit M2
2 ZTIKHF=0.998, p-value=.447)= Q= A Z LIEtLL <H 5>
of MBI BIE SHXOE QOSHR S HOE Bk

L S, ADIEE wQ H2C #2 xE A 02 5 A
T Al EEES O :ests £ XM 02D 2R
DIEE S 38 9 4SXE it Qo6
2 LiEpict
Agatel EAHE |oldo| 7|4x0 EFSn
i ol CHet 2oj™ &= Zat Ztof] F= BIE &
41 F=4.559, p-value=.013 © 2 <H 51>9| £ Til= &
AMSZ [Fo|gh At LIEIRCE F 29| 90| AH|XIE
o WoiH =F He0| MEtM ADEE I 7Y Of9 4

A

62 K

rlo ¥° o 32
|>

.l

|]'|t| 0x S\ rlr
> 100

AI $0
axrr

X

rok =
i

£ WS HSlR 4XE Tl
4>0| Zoo|ar BSHTsto| A | S0z
ot H2lo| YoiFCE 5, HE Jls BEE Kolet To|d
SE B 710 2getn 9
S HE N 7Y O=0) OXlE IS M2 XS Fupt
+20| Kol B8
of, 2HIxte| A
H2 ADIEE X 7Y OO F Tl Ys HOR 2N
QACH
PN .

Ol2=, EIUE it Hrznt A =0/ =upof CHsy
Two-Way ANOVA =4 RS AldsILt 24 Zits Cf3
1t ZCt

=4 g FelotE o = <
4>9| 0| BSFZHe| 28 27t SANHRE R
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Z0|Y =, BME 9|t 2/ HIME B ZH0) XZ A
T OXl= g2 M2 4258 27t Abks 20| F
SEIULE ®MEF 7ls UEZ DKM AO|, Ef EHME X0,
HHUE |J0j| mIE HIME X0, AH|XS| JHEZ ADIEE
o FdlE F 20 EXStE A2 LT

=4 2 AME2 428 2L JE <H 1>9] F2
EZ9| 7|5 UFEE #F2 XO|2t AOIEES| SHZLY
ol X0 w2t ME A ol AO[7F ATHE A2 L
Hoz Y NI ot #0f o= =784 =20[Yo|

=78 5§, 20EEC| 42 f8stn E7488 F& A
2FE MHE 7S UEE 50| 2245 d5210E €2
A N el 2020| & IA HEHHCR = 5 RACH

Lot 3l BEHES HRsI UYes HHME 70| MoE}
27t SAH2Z Feldttte A2 AOKEEO| 7R U
BHES] EHE LIEW F& AL2RM ADEZES HAME O
OIX|7F 2BIASOIA ZRIE0 A3, ApA0] Efot HEHEO|
CHS Of%fo] k= Hi HIE XNFOo| oiet i 719 2=
7t O B5HA Lttt As 20431 QU

ME 2f7I1Zte] ZEOf WE N +¢ Xo] o0 CHet H
= 8 F ziet A8 2| gt SAH2Z FlSH|
B2 Aoz EME Zils ADEE ER7[Ze] uH|7(ZHo|
20te] 342 Ex 18 270Ez MUNE 82 E52= WA
20| BOMK|= FM=Z Ef 7|20] ZCtd ADE E2 X 7
Ydts A2 OfLEts ALz diMsf = 4= ULh /7| O
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ojo] =EHE O[O|X|7} AH|RZS HE[of 2folx|of ADERE
ofH Hi2 [Me2s= jeX 2EHESO0| X2(0jdste ULt of
2ot 2aksS YANME *'._ 2-85t0{0F oLt tEoh AH|X
=2 AS0| ERet 2HME0 oot L Helgs “A &
71| EfE HEMER HASHASHA| § O“‘ ETrRJ-f P ASE 9“"
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