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A Study on the Factors influencing Consumer’s Choice of
Smartphone Purchase Channel in Multichannel Environments
Focusing on the consumer's shopping orientations
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Abstract This paper aims to analyze the factors influencing consumer’s choice of smartphone purchase
channel in multichannel environments. Recently, smartphone purchase channels are becoming more
complex and diverse. A smartphone with a short purchase cycle is a product applying advanced
technology, the research of this topic would be significant. The major findings of this study are as
follows. First, depending on the consumer’s shopping orientation, the consumer group was classified
into three groups of preference 1. Active shopping, 2. Convenient shopping, and 3. Rational shopping.
Second, it was analyzed that the consumer’s shopping orientation influenced the decisions of the
information search channel and the purchase channel. Third, there was a significant difference
between the search and purchase channels in the three groups. Finally, in the channel experience,
there was a significant difference in price satisfaction by group. The results of these studies are
expected to provide practical implications for establishing a customized multi—channel strategy. This

study provides a desirable model for research on smartphone purchase channels.
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Fig. 1. Distribution structure of smartphone
Source @ Korea Communication Commission
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Table 1. Operational Definition of Research variables
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buy next time

Category Variables Reference Operational Definition Questions
research
o 1. I tend to use new products earlier than others
. The degree of willingness | . . .
Shopping [36] : . 2. 1 enjoy using new products
. to use innovation products .
Innovation [30] . 3. I tend to replace new products quickly.
more actively than others .
4. 1 tend to accept new things better than others
1. I fully consider whether it is worth the price, before I buy a
product
) ' The degree of importance 2.1 tenq to actively seek relevant information to purchase my
Rationality of reasonable shoppin favorite products.
ppIng 3. Before I buy something, I look at the design and price in several
places.
4. T carefully plan what products to buy before shopping.
1. It is very important to me to buy products cheaply.
Shopping Price The degree of importance | 2. I choose a channel where I can buy a smart phone at an
Orientatation Sensitivit of price difference when inexpensive price for an event or discount.
b y [4] purchasing the product 3. If T can buy the product cheaply, I will invest more time and
[33] effort.
[37] . . .
1. I often go shopping without deciding what to buy
2. 1 like shopping.
Shopping The degree of enjoyment 3. Despite taking time, it's fun to wander around to get your
enjoyment about the shopping itself favorite items.
4. Despite taking time, it's fun to wander around to get your
favorite items.
1. I tend to buy it right where I looked at the product
. The degree of importance | 2. I don’t like to spend a lot of time planning shopping
Convenience - . . . Lo . .
of convenience shopping 3. Even if the price is a little expensive, buy the product from a
place that can save time
1. Were you satisfied with the price of the same channel you
Satisfaction with price and purchased in the past when you bought a smartphone compared
Satisfaction [38] service experience of to other channels?
Channel previous purchase channel | 2. Were you satisfied with the channl’s service that you used to
Experience purchase smartphone?
. The degree of intention to o .
Intention to [30] use the same channel Are you willing to purchase on the same channel you purchased in

when next purchase it

the past when you next purchase a smartphone?
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Table 2. Factor analysis and reliability analysis for consumer's shopping orientations
Questions 1 2 3 4 5
I tend to use new products earlier than others 914 101 .007 .070 117
I enjoy using new products 874 .089 102 .085 .068
I tend to replace new products quickly. .846 .036 —.061 143 112
I tend to accept new things better than others 812 158 191 .007 .001
I fully consider whether it is worth the price, before I buy a product .057 798 232 .068 .094
T tend to actively seek relevant information to purchase my favorite products. 272 756 .256 162 —.130
Before I buy something, I look at the design and price in several places. 126 720 291 204 -.072
I carefully plan what products to buy before shopping. .035 .688 .140 —.026 —.020
It is very important to me to buy products cheaply. —.060 .348 811 .098 —.085
I choose a channel where I can buy a sma.rt phone at an inexpensive price for 205 990 300 032 — 011
an event or discount.
If T can buy the product cheaply, I will invest more time and effort. .080 .359 782 147 —.122
I often go shopping without deciding what to buy. 112 —.099 .044 .865 .050
I like shopping. 122 152 034 .816 .052
Despite taking time, it's fun to wander around to get your favorite items. 021 .323 236 691 —.146
I tend to buy it right where I looked at the product. 133 —-.137 —.082 .086 .789
I don't like to spend a lot of time planning shopping. —.031 -.116 116 -.399 .709
Even if the price is a little expensive, t?[t;}; the product from a place that can save 9208 949 — 976 195 691
Eigen value 3.21 2.77 2.34 2.23 1.71
Total variance explained(%) 18.9 16.3 13.8 13.1 10.1
Cumulative variance explained(%) 18.9 35.2 49.0 62.1 72.2
Reliability .900 .848 761 .810 .600
ey 37 2P0 WHeldle Al WA RS A% Dumetts] AFAFS AAF A7), £BHAGE )
Moz AR Gede] A o® ol et A4 37 Queld g 27 et 454 &
NG FT TR YTk Table 3 WAL 3 eI iR wekek AAvRge Aoy F
T Avnct AR 27 A 434 29 Qe
Table 3. Results of cluster analysis on shopping o] Jiidom =odt) adEARE HYH = TR
orientation o b2y S o] e, olurh A7 2 3
— wo] itk Felge Moy 7 Yehuc 123
Variables Active Convenient Rational | ‘7—1“? %ﬂ]?_}:‘l} X__]l%&l] £33 X}:}%o] )‘OH:HZ—qI.Q.E i—":?}ﬂjr
Innovation : : : lﬁ::ﬂ_, O]_‘E]_E}‘ ;91%791 ‘J)‘l\_yo4 E‘Xt} O] l\r'f}” ‘/}E]r‘»’bﬂr('fable
Price sensitivity 595 -.898 397 4 Za1), Table 49 A= A %719 ab,ce= &3
Shoppine 569 - 589 128 Age) 7h W e Heke] H3t 7] vjag 9] a
Rationality 647 ~ 952 409 7] o] o] 7P war Hto] 7P & HdE ¢
Convenience .665 311 —.782 = _::__}_7] —5]'93\‘:]'.
Ngﬁgfesf 77 97 104

ojg A zpolE Kol
Jetgict. 1 43 =
Q1A f2]8k 2ol & B TtH(p<.001). Scheffe<}t

Table 4. Comparison of factors by group according to
shopping orientation

Variable Group n M SD F D
_ Active =70 g 900 0.75
Shopping  Shopping 58.76%k% 000
Innovation ; ’ :
Conven.lent 97 2767 0.87
shopping



264 HAEGHEIAT A8 A6%

Rational = 9 70 77
shopping
Active —apy 9gh 0,60
shopping
Price Convenient g7 9 g7a 79 107,91 000
sensitivity shopping
Rational =00 190 (66
shopping
Active o aa0e 085
shopping
Shopping  Convenient o, o c1a g5 38 9guss 000
pleasure shopping
Rational = 53900 8o
shopping
Active 7p o9 a4
shopping
Rationality ~ COMVEMENL gn 500 (64 112.56%% 000
shopping
Rational 0y 190 46
shopping
Active —7p g 65 0,66
shopping
Convenience ~ COMVEMENt g0 g agh 65 95.07sxx 000
shopping
Rational 253 0.52
shopping

sk p<,001, post—hoc: a<b<c

H =N |
Ade] zol& T3] Al FholAl HAE AAl
0

JhA o= Wakal, A=A & feelMs die s
A5Ae] viEe] okt HehdR AQdE Bd, A=
A &g Fdoll M AL Bake] wlge] iAo
s velRgaL, g - etell A as), Az, 7)
A A ] vlEol iAo Eko, 7HA-gke
2 T Aol M= 7P se] wlge] iAo
=T TS S ol F Hdelld L]l o] &
Fol 7P =L, 7P S el 2Rl o]
S50l 7H itk e AQds v, Hold S
Hetolld @z2jQl Jr i Eo] At oR =9kl 4
=4 2% fdelMs 2] AR glEo] i ow
ko, ZHAg g St Aeele ezerly) 22
A ARE BF GAsks BlEo] iAo xokvt

B~
o
ox
o
N,
oY)
9,
=
i)
N
e,
o
ol
2
_|_1‘
_O‘
il
4
o
rlr
N,

[e]
WEE T $-9]3) 2jo]E B P THp<.05). Scheffed]
Ay A4 28 1] 7HE wESE7F A

=
©
How woka, N 7 29 744 WEEt

Table 5. Previous Channel Experience by group
according to shopping orientation

Variable Group n M F p
Active Shopping 77 3.69"
Price . -
Satisfactio Convenient 97 337 52T 029
shopping *

n
Rational shopping 104 3.59®

Active Shopping 77 3.62
Service Convenient
Satisfactio onveme 97 351 093 .395
n shopping
Rational shopping 104 3.65
Intention Active Shopping 77 3.82
to select Conven'lent 97 351 954 081
the same shopping
channel Rational shopping 104 3.73
* p<.05

* post—hoc: a<b<c, ab(not ab>a, not ab>b)

9o )3k xfo)E HATHp<.05). 7FAW
el &gfelo] =7 veRta, Aol
2B =A YERSFT(Table 6 #F1L

Table 6. Comparison of shopping factor levels by
purchase channel

Variable On/Off n M SD t p
: Off 237 3.09 0.96

Shopping 119 .233
Innovation On 41 2.90 0.86
Off 237 3.73 0.92

Price sensitivity —-2.4"  .018
On 41 4.01 0.64
: Off 237 3.15 0.96

Shopping —0.46 642
pleasure On 41 323  0.86
Off 237 3.80 0.75

Rationality —-1.20 .228
On 41 3.95 0.62
Off 237 3.18 0.77

Convenience 2.10"  .036
On 41 2.90 0.78
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4.4.2 AR AQAIE 34 890 Table 8. Shopping orientation factors affecting purchase
} L PR _ channels
AR A ADEE 24T 89 $EE 1]
9130 At A AAIST T A g w5
B o a1l - - Dependent Independent OR confidence
)\5], lxlig]}\g O] TI’Q] St X]'O]T:_T E‘ii‘jr(p<05) Scheffeiﬂ— Variable Variable level P
Dunnett®] AMAZF A3 7FARIAAE S oz eRlB Min  Max
eajelon EAEs Ao AHo R =1 Hoe O Purchase chamiel Convenience 062+ 040 097 038
EE]'C"_]E_E %&'18}-“:— A5 Aoz =4 Yelstth * p<.05, ref=reference
(Table 7 a1).
444 ARFAA D] & T BT 81
Table 7. Comparison of shopping orientation level by ARE o] JekS n|x|= £ Al @018 o}
information search channel _ - _ - -
a7 Slal B 2A2E HARAE ANE. fele
Variable On/Off n M SD F D W Melsa] 2o BEolsls vhAE AR M
Off 120 2.94 1.00 P } = ; -
. F-gala, TrAE-e e Tl FxHSe AAs
Iigggi?fn On 70 328 088 296  .053 At} 7 A% ARE AY A A 71
1 Z vl = > 1l
Off+On 88 307  0.92 AT R reTT rommm T Al s e T e e Fiete, A1
Off 120 358 0.8 W, Hepdo] fefst ks miAE Zo = HETHA
Sefsrilgsity On 70 4.02° 078 17299+ .003 THp<.05). &84 0] &7 QeI 229l
Off+On 88  3.82%  0.77 o2 HARES & 7l5Alo] &11(0R=1.543, p<.05),
o 10 s L ARl $25% oseelutt 2uRloR Jre
Shopping On 70 319 082 034 707 No B ol w -
pleasure S & 7hsAd o] 0 (0R=1.613, p<.05), |/ d0]
Off+tOn 88  3.22 0.92 _ L
B T FoE omeelur) 2ulloR AuEAe ¥ ks
' ' Aol Lhe Aoz B 2= ol = 5
Rationality On 70 3.95 070  168.96 .061 go] B 2 & 7 SIFHOR=0.578, p<.05). L2}t
Off+On 88 388  0.56 Holdo] w245 o xgelnt), e xely) 2l &
= =

off 120 3.29° 0.86
Convenience On 70 3.01% 0.80 164.80« .018
Off+0On 88 3.03° 0.59
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Table 9. Shopping orientation factors affecting information
search channels
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