Journal of the Korea Academia-Industrial https://doi.org/10.5762/KAIS.2021.22.9.532
cooperation Society ISSN 1975-4701 / eISSN 2288-4688
Vol. 22, No. 9 pp. 532-540, 2021

AE 2 71dado] AntEE] AFHjoro] A= 9F

1 oaxjo?2*
2z, 2y
'Soltistn AHSHTA, “SolstE ZAs

Effects of Product and Corporate Factors
on Smartphone Repurchase Intentions

Kyung-1l Kim', Sung-Wook Yoon®
"nstitute for Management Problems, Dong-A University
"Dept. of Business Administration, Dong-A University

2 o B 479 BAL ANEES A8sH: 19 APuoEe] FFS mAE 2 ki Holct Et o]
3 9915 7] WA AFHOR HARORN, ATEE 7do] nAo] ATulEst 7|9 ool FTAL 4 9
Lok At Zolth, AW A7E Fo) A7ulEe] 3% vA & Uk 08, AELAR-EH, §ol4),
7190RY, 1Y), 127 TAYRE GYFRA 01 Aol BAS 430 LTk T BB
2are] gehy 19739) ARARE TERYPHA BFL AGstel BASETh B F3h AtEEY YEHS NAWS
o §OIT FE WAL A2 B4l U 4 QAT W, §84. oI, IS TAUT] T FTE
HAE g SelEeh E PRI 71QolulA, Tel3 TATSe] Anteko] Apujelwe] FHH L vl
L oz ek ohdstos & gyt wa0) Aut] tie AARET G5 A7 PR Aester

Abstract The purpose of this study is to identify the factors that affect the customers' repurchase
intention to buy a smartphone. In addition, by empirically analyzing the relationship between these
factors, this study also aims to suggest a way for smartphone companies to increase customers'
repurchase intentions and corporate profits. From previous studies in the literature, product factors
(usefulness and ease of use), corporate factors (luxury and corporate image), and customer satisfaction
were selected as factors that influence repurchase intentions. Subsequently, the relationship between
these factors was empirically analyzed. To test the chosen hypothesis, a questionnaire data of 197
university students in Busan were analyzed using the structural equation model. The result of the analysis
shows that we cannot confirm whether the luxury of smartphones significantly affects customer
satisfaction. On the other hand, usefulness, ease of use, and corporate image were confirmed to have
a positive effect on customer satisfaction. In addition, it was found that luxury, corporate image, and
customer satisfaction all had a positive effect on the repurchase intention to buy smartphones. Finally,

this study presented implications from the results of the analysis and the directions for future research.
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Table 1. CFA ¥4 A3 £41ng

:;'ii f;;‘i i%;b’" SE | t-value | CR | AVE
use3 741 — —

USE use4 777 112 9.100 | .805 .580
use5 766 122 9.053
eas2 .819 — —

EAS eas3 .684 .082 8.577 | .795| .566
eas> 747 .105 9.049
lux1 .898 — —

LUX lux2 .636 .082 9.735 84| 617
lux3 .820 .061 13.839
lux4 .765 .075 12.592
ima2 .884 .060 16.518

IMA ima3 947 .059 18.127 | .924 | .803
ima4 .854 — —
sat2 .678 — —

SAT sat3 918 .158 10.512 | .835 .631
satd 769 127 9.543
repl .959 — —

REP rep2 .883 .047 20.965 | .933 .822
rep4 .876 .040 20.524

A x7=203.248=137,  p=0.000, X */df=1.483,

E RMR=0.046, GFI= 0.903, AGFI=0.866, NFI=0.916,

= |TLI=0.963, CFI=0.970, RMSEA= 0.050
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