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The competition to acquire customers with repurchase intention is getting more and more intense in the saturated smartphone
market. That is why the aim of this study is to investigate the difference in purchasing determinants between various age groups
and gender. Furthermore we aimed to analyze which of the purchasing determinants influence repurchase intention. In order
to gather information we conducted a survey on 252 respondents. We selected 5 purchasing determinants (A/S, H/W, switching
cost, network effect and design) by conducting factor analysis and validity analysis. Then we analyzed how respondents of different
age groups and gender perceived different purchasing determinants and analyzed the influence purchasing determinants have on
repurchase intention. As for analyzing the difference of purchasing determinants throughout various age groups, the H/W, A/S,
network effect showed a notable difference. The older respondents tended to consider H/W, A/S , network effect more importantly
than younger respondents. When it came to comparing the results depending on the gender, male respondents tended to consider
H/W factor more importantly compared to female respondents and the opposite was true for other factors such as A/S, switching
cost, design, and network effect but there weren’t any significant differences. Finally, out of various determinant factors, network
effect and design turned out to have a considerable influence on repurchase intention. That is why it would be highly appropriate
to say that if a company intends to boost repurchase intention, enhancing network effect and developing an effective design
would be crucial. This study differs from other existing researches in that we analyzed respondents from different age groups
and gender separately. Also unlike other researches we directly analyzed the influence purchasing determinants have on repurchase
intention not customer satisfaction. This study is expected to serve as basic information that can be used to establish strategies
both in an academic and practical level, allowing companies to boost the repurchase intention of the smartphone market.
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{Table 1> Respondent Demographic Characteristics

Frequency | Valid percent
Male 129 512
Gender
Female 123 48.8
. Single 83 329
Marriage -
Married 169 67.1
20~29 48 19.0
30~39 51 20.2
Age 40~49 53 21.0
50~59 51 20.2
60~69 49 19.4
Samsung 167 66.3
Smartphone LG 53 21.0
Brand Apple 26 10.3
Others 6 2.4
High school |, 56 222
. College student 21 8.3
Education
Bachelor degree 153 60.7
Master degree | 22 8.7

<Table 2> Operational Definition of Variables and Descriptive

Statistic
Dimensions Survey ltems Mean| S.D.
Design Appearance Al |3.960 | 0.780
Color A2 | 3.660 | 0.814
CPU function A3 | 4210 | 0.718
H/W Memory capacity A4 | 4290 | 0.725
Battery capacity AS | 4.480 | 0.640
Number of same phone A6 3210 | 0907
brand
Network Reference group’s
Indep?ndent Effect recommend A7 | 3.310 | 0.844
Variable Operating application | A8 | 3.780 | 0.744
| Switching procedures | A09 | 3.390 | 0.838
Swgzgtmg Switching cost A103.770 | 0.795
Searching time and exert| A1l | 3.510 | 0.854
Prompt repair Al12 | 4210 | 0.761
AS Repair cost Al13 | 4.020 | 0.803
Accessibility of A/S Al4 | 4.090 | 0789
center
Repurchase intention in Lot | 3540 | 0916
future
Dep gndent Rep urchase Recommend to others |LO2 | 3.390 | 0.911
Variable | Intention
Subsequent model L03 | 3550 | 0.958
repurchase
Sol At wee] §3, W5 89, A% A/, CPU A
S8 531 Fasl Adae ds Ao e
TEAFA AT = A AR Bl g A
ol 9415, e P R, AEA L e Bale ¥
snd Fuogor PR Tt Bretdn
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It EAZ3k(Average Variance Extracted : AVE)2
891 AAAE Algsto] Pt o= 05 o)deld B
Ao] gl Aoz uolSelxm Qr25]. IHElGA L
FawrEgka 24 v AuAsE Al gt v
wake] AT Aol FHEFAAFEFET oW
H Aol de o' FA4sta, Eow wEErd Aol
Ne= Aoz FAGA FUrH42]. <Table 4>9 o] BE
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<Table 3> Measurement Model

Factor analysis Reliability
Variable | Factor loading Communality Eigen value | % of Variance AVE Cronbach’s Alpha
AS1 0.860 0.792
A/S AS2 0.836 0.790 2.402 13.347 0.701 0.863
AS3 0.816 0.7471
HW1 0.755 0.638
H/W HW2 0.741 0.627 2371 13.170 0.537 0.746
HW3 0.701 0.582
o SW1 0.765 0.646
Swgf;i‘tmg SW2 0.746 0.644 1.809 10.049 0.551 0.642
SW3 0.715 0.551
NW1 0.745 0.639
Network NW3 0.671 0.607 1761 9.783 0.505 0.651
Effect
NW2 0.715 0.578
DS2 0.849 0.786
Design 1.572 8.735 0.729 0.723
DS1 0.859 0.789
Lol 0.862 0.682
Repurchase L02 0.843 0780 229 12.735 0.693 0822
Intention
LO3 0.790 0.762
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{Table 4> Discriminant Validity

(Inter-Construct Correlation
Factors Mean Std Dev.
1 2 3 4 5
1. A/S 4.106 0.696 0.701
0.409
2. HW 4325 0.549 (0.000)** 0.537
Lo 0.240 071
3. Switching cost 3.558 0.633 (0'000)** (0.259) 0.551
0.269 125 303
4. Network effect 3.491 0.6331 (0.000)** (0.048)* (0.000)“ 0.505
. 0.255 195 186 .296
5. Design 3.810 0.705 (0.000)” (0.002)“ (0.003)’“ (04000)** 0.729

Note : Diagonal godic font represents AVE and off-digonal means shared variance, respectively.
P < 0.05 P < 0.01"(2-tailed).

<Table 5> Different Analysis of Purchasing Determinants by Age

In?/zpﬁ?ar:)?:nt Age Mean [?;3 Levene( p?tatlstlc F/p-value Po_?_te SI-tloc
20(a) 4.3264 57320
30(b) 4.1046 67162 4079
H/W 40(c) 43711 40647 (0.023) (%68283“) b<e
50(d) 44118 50591 (Dunnett)
60(c) 44150 51609
20(a) 3.7431 88122
30(b) 3.9608 66549 2834
A8 40(c) 4.1761 54146 (0.025) (6_6906(;‘) ab<e
50(d) 42745 65559 (Dunnett)
60(c) 4.3605 53071
20(a) 3.4444 67489
o 30(b) 3.6209 60376 0.826
Swgz};t‘“g 40(c) 3.6415 56933 (0.510) (giZié) ;
50(d) 3.5882 60951
60(c) 3.4830 70731
20(a) 40521 70891
30(b) 3.7255 73698 1368
Design 40(c) 3.8208 55552 (0.246) ((1):333) -
50(d) 3.7549 79607
60(c) 3.7041 68403
20(a) 33125 68211
30(b) 3.0484 67608 0.456
N:;f“;‘c’trk 40(c) 3.4528 53945 (.768) 2692603) ;
50(d) 3.5752 63972
60(c) 3.5918 61337
4.4 HEH xj0|2Y HW %53+ A/SS] 271 52 p-value 0.05 ©]3h2 54
7o) A7 o] 71ZbE LA Y A] &S A 17
AR S AAIsH7] Aol EA ok SEAF A28 o] EIF AT <Table 5>9F o] A AAE F52
S AAEte] TEAE o Ko wpel B S AAstolob  Scheffed] AFFHALS B88la, SEAN] HAEA G
aoh41]. ol A 52910 Levened TAHS &9 A3, 2918 Dunnett AFEHAAS AHE &8sto] A5
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<Table 6> Male & Female Different Analysis of Purchasing Determinants

Mean Std Deviation { 0
Male(129) Female(123) Male Female
H/W 43747 42637 0.5154 0.57899 1.4640 0.1450
A/S 4.0982 4.1138 0.7198 0.6705 -0.1780 0.8590
Switching cost 3.5039 3.6152 0.6563 0.6051 -1.3980 0.1630
Design 3.7326 3.8902 0.7017 0.7029 -1.7820 0.0760
Network effect 34315 3.4417 0.6633 0.6192 -0.1260 0.9000
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<Table 7> Purchasing Determinants & Purchasing Intention Relationship

Dependent Variable Independent Variable Std error B t Probability
Constant 478 - 1.548 0.123
A/S 077 0.057 0.843 0.400
H/W .093 0.068 1.066 0.288
anﬁ;‘;:i]:f;e Switching cost 078 0.046 0.745 0.457
Network effect .081 0.274 4272 0.000
Design 071 0.148 2.357 0.019
R = 0.409, R® = 0.167 Adjusted R’ = 0.150, F = 9.858, p = 0.000, Durbin-Watson = 2.001
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