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Abstract

In this paper, we present the theoretical aspects and practical implications in terms of the following:
First, the consumption value of the consumer is validated against the effects of the smart phone.
Second, the consumption values by brand has its purpose is to verify the differences by navigating to
the impact of repurchase. The data was collected in a self—administered survey 210 undergraduate
students, using smartphone between september 9th—30th, 2014. A total of 152 questionnaires were
collected and used for the data analysis.
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<Table 8> Gap analysis of the consumption value
between samsung brand and apple brand

Non—stand, | Yad
factor i
t P
Stand Vele
B . Beta
error

Func | ms | .414 135 .380 G .005
tiona ung

value | APP | 979 | 0ge | .268 | 524 | 003

le 1
Sa .
Soi | ms | 141 | 105 | 136 | Mgt | 191
al un
value
Abp | 114 | 065 | 138 | 17O | 093
Sa .
Bmog | ms | -309 | 108 | 317 | 287 | 008
ional un
value
APP | 494 | 008 | 497 | >9* | 000

Bpist | ms | 191 | 107 | .160 | 18 | 086
emic | YN8

al

AR 072 | 076 | 085 | 953 | 350
Sa

Cond | ms | .190 | .086 | .194 | %20 | 038

1tion ung

al

value | APP | o571 | g9 | 242 | 283 | o009

5. 4 &

51 @72 2

[

B A3 27tEE AH7EA 7 AT Qe ofu
3 e Fix] Yol A} sty olest EAHS
B o AYATFE vl O =2 Sheth, et
al.(199D) ¢ 57K &HPHAE &8l SsiusR
Abgalgon EEmss A ovE Ak
o= E3 ;(]71—Q-‘:_ ZB7ER) 7} AT Q) Ee]] w)X|=
oJeko| Fy} oJRE FAslmAl stk
B Ao BHE gAs] et A AvlEES
st gl 2oq1 %Lﬂ%— trdem 27171814
ANEIT) EAEA v
i]-/\-bﬂ et A=

1y
)
=
>24‘_|(
=
5o
=
N
X
N
2
Y
=
lo
F
o
i)
>
-
o%

Wig AT %ﬁm—rf Mg AAsn B,

d&o] Bl=d] u}

l~> r
T
N
N
N
N
By
-4
=)
Lo
m
57
oy J
O

2 e b 2K AFs Aol olu

A sAEAe AN

Qe Az 2uBgh AT o] )X
L 9P ATHow PSR BAS Fu dvs

Ak B Aol AAE FAIFQ AFEA ] JMEAHE
e AR v 2t (KTable 9>#%).

i ¥

<Table 9> Hypothesis verification results

Research hypothesis Resut

Hypothesis 1.. Consumption value will affect
repurchase intentions..

Functional value will affect repurchase | Selec

intentions. tion

1-9 Social value will affect repurchase | Selec
intentions. tion

1-3 Emotional value will affect repurchase | Selec
“| intentions. tion
1-4 Epistemic value will affect repurchase | Selec
intentions. tion

1-5 Conditional value will affect repurchase | Selec

intentions. tion

Hypothesis2. The effect consumption value on
repurchase intention will vary according to brand.

The Samsung brand will have a higher
2-1| impact on functional intention than the
Apple brand on repurchase intentions.

Selec
ton

The Samsung brand will have a higher
2-2| impact on social intention than the | Hold
Apple brand on repurchase intentions.

The Samsung brand will have a higher

2-3| impact on conditional intention than the ?SISS;?
Apple brand on repurchase intentions.
The Samsung brand will have a higher Selec
2-4| impact on emotional intention than the ton

Apple brand on repurchase intentions.

The Samsung brand will have a higher
2-5| impact on epistemic intention than the | Hold
Apple brand on repurchase intentions.
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