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[Abstract]

This study aims to derive the characteristics of the millennial generation, which leads the trend of consumption in recent years,
through comparison with the non millenials and analyzes the effects and correlation consuption values on smartphone purchasiong
behavior. The smartphone market has reached maturity, and as product functions became standardized upwards, it is not possible
to add new consumers or retain current consumers only by product differentiation. Therefore, it was investigated the consumption
value of millennial consumer. As a result, the millennial had higher self-worth, emotional value and appreance value than non
millenial and showed independent purchasing tendencies This study propose the direction for the marketing strategy and provide

basic data for the market strategy.
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Table 2. Operational Definition of Research Variables

differentiated
personality

Value to express
my existence
through
consumption

Self-worth

Values (171

Use rich and rapid

Information . .
information

Psychological
Rest comfort and
[25] pleasure

Purchasing

Motivation Activating

exchanges with
otehrs

Relationship

Free expression of
my thoughts and
opinions

Automony

Propensity to
purchase without a
plan

Impulsive

Reveal my values
with the consumed
products

Show off

Purchasing [41]

Orientation . [42]
Rational

Purchasing
products carefully
and intentionally

When purchasing,
only my own taste
and opinions are

respected

Independent

Factor Variables Reference Opervat'lqnal
research Definition
Focusing on the
Functional functionality and
Values practicality of the
product
Economic Value the price of
Values the product
Value of pursuing a
Appearance product with good
Values design and
. appearance
Consumptio [71019] :
Value the emotions
n Value ) [15]
Emotional you feel by
Values purchasing
products
Value the
Social expresglon of .
belonging or social
Values
status for a
specific group
Rare Values Value the ability to
reveal your own
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Table 3. Characteristics of smartphone use by millennials
and non millennials

millenial non
Factor ltems (n=155) millenial o)
(n=155)
Less than
6months 29(18.7) | 21(13.5)
6months 1o 1| »516.8) | 23(14.8)
year
1year to lyear
smartono 6months 38(24.5) | 29(18.7)
ne Usage Wearg months | 54(12.9) | 22(14.2) (6'338285)
period to 2 year .
2year to 2year
6months 17(11.0) | 23(14.8)
2years 6months
to 3years 7(4.5) 13(8.4)
more than
3years 18(11.6) | 24(15.5)
Less than
6months 0(0.0) 1(0.6)
6months to 1 3(1.9) 1(0.6)
year
1year to lyear
6months 7(4.5) 2(1.3)
Average 1year 6 months 23.78
replacem | 7 23(14.8) | 10(6.5) 4
to 2 year
ent cycle 5 o 2 (.001)
year to 2year
smonths 69(44.5) | 49(31.6)
2years 6months
to 3years 28(18.1) | 48(31.0)
more than
3years 25(16.1) | 44(28.4)
Design 45(29.0) | 17(11.0)
Size 7(4.5) 5(3.2)
The most
impoarta Function 25(16.1) | 28(18.1)
nt
considera Price 30(19.4) 56(36.1) 27 .91
tion when Operation 0
purchasin convenience 7(4.5) 12(7.7) (.000)
o4 Manufacturer 35(22.6) | 34(21.9)
smartpho
ne Operating 6(3.9) 1(0.6)
system
Smartphone A/S 0(0.0) 2(1.3)

wx pl 01, #xx p< 001
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Table 4. Factor analysis and reliability analysis for
consumption value

Questions 1 2 3 4 5 6 7
| think consumption indicates what type of person | am .851 191 140 .063 | -.004 -.035 104
| think | spend to make my appreance better .806 133 131 .054 .052 .043 161
| think consumption is the means to make my image .789 .160 .233 159 | -.049 —.061 .079
| value consuption that can make me a precious person 775 202 .260 .028 113 -.071 181
| think .I can make myself distinct from others through 732 153 419 162 | —054 ~ 002 082
consumption
When | choose a product, | think !t is important whether it is a 291 835 080 185 002 | -.001 064
product that meets my status and dignity
\é\igig | choose a product, | consider whether | can mingle with my 159 833 092 038 029 013 046
| tend to care what people think of me when | choose a product 147 .827 151 72 | =111 .029 .015
When | choose a prodyct, | con§|der whether it is a brand or 146 806 158 086 | —.029 — 079 149
product that can be socially recognized
| prefer products with unique designs or colors. 121 124 .812 .283 | -.083 .014 .031
| prefer products that show my own image that is different from 305 177 810 161 001 000 040
others.
| tend to want to have a unique product faster than others. 245 .289 734 .077 | -.026 -.076 136
Istslrsfer my own differentiated style rather than the popular universal 386 | —017 733 061 ~ 029 ~ 015 109
| prefer to buy products that look good.. 110 195 161 .826 .047 .009 121
It is |mportalnt to me that the design or color is pretty even if the 093 432 188 793 — 078 155 037
product quality and performance are poor.
If I Ilkg the design or color, | can buy the product even if it is 163 133 167 677 ~ 015 — 271 350
expensive.
| think the safety of the product is important. -.007 | -.069 | -.035 .028 .849 .010 .027
When choosing a product, | value overall quality. .055 .074 | -.023 .050 .831 -.009 .077
| think the practicality of the product is important. -.011 -.131 -.060 -.196 .698 .305 .208
| think it is important that the price of the product is low -.019 .005 | -.027 .051 | -.019 .892 | -.097
| value minimizing costs when spending.. -.046 | -.018 -.009 -.025 193 .880 .024
| value the purchase of products that can give me pleasure. .206 .109 122 .238 109 -.037 .847
| value the feelings of happiness you get from your products. 272 132 110 112 195 -.038 .827
Eigen Value 3.73 3.13 2.91 2.13 2.04 1.79 1.74
Total variance explained(%) 16.2 13.6 12.7 9.3 8.9 7.8 7.6
Cumulative variance explained(%) 16.2 29.8 42.5 51.8 60.6 68.4 76.0
Reliability .910 .887 .869 777 744 774 .836
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Table 5. Reliability analysis for purchasing motivation

B 7. Tofideol g MRz 24

Table 7. Reliability analysis for purchasing orientation

Questions 1 2 3 4 Questions 1 2 3 4
This is to use it without being Impulsive purchase of an 848 | —.092 174 | -.072
controlled or oppressed by .839 097 | .022 | .140 unplanned smartphone.
Other.s' | bought a.smartphone while 830 038 345 01
This is because it helps me eye shopping
discover and solve something .736 196 | .239 | .150 I bought a smartphone that 802 016 087 | 074
myself. stands out.
This is to freely express my | set the budget for the price
thoughts and opinions. 659 | 284 | 421 | 112 of the product before 032 | .802| .006 | .28
This is for smooth purchasing smartphone
communication with others 146 927 | 117 | .151 looked around various 009 | 797 109 | —.096
through smartphones. stores and reviewed them.
This is to activate exchanges When | bought a
with others through 259 .889 112 | 191 smartphone, | thought | was 119 .748 -.253 .215
smartphones. wasting money.
Because it gives psychological If the price is the same, it
comfort and pleasure. 232 131 = % was purchased after
It is to relieve the stress of searching for information to —.267 .688 .299 .037
everyday life. 137 .084 .852 | .293 select a good quality
This is to collect a wealth of smartphone.
information using a 152 154 197 | .885 | bought a pvroduct that 184 032 858 070
smartphone. looked luxurious.
This is for quick information | bought a smartphone
retrieval using a smartphone. 185 | .201 | .297 | .B18 worthful which people with 410 | .090 795 | 024
Eigen Value 190 | 1.87 | 1.85 | 1.69 higher incomes.
- - o1 1 If possible, | bought a new
Total variance (%) : 20.7 20.5 | 18.8 smartphone with a higher 425 .013 742 .032
Cumulative variance (%) 21.1 41.8 | 62.3 | 81.1 price.
Reliability 743 .903 .828 | .819 I made the purchase
decision by myself without -.033 .128 102 .882
E 6. FEgo] 3t Mz 2 oibors fop.
N X . When purchasing a
Table 6. Reliability analysis for Information Source smartphone, | decided to
Questions 1 2 3 purchase it based on my 090 116 003 880
) ) preferences and standards
Reviews of Blog and shopping mall .810 .029 .075 rather than opinions of other
Interet advertising 802 | .142 | .036 people.
Youtube search or SNS such as 731 151 168 Eigen Value 2.53 2.36 2.33 1.70
Facebook ) ' ' Total variance (%) 211 | 197 19.4 | 14.2
Newspaper article, TV, magazine | gaq | 15 | ~Of Cumulative variance (%) | 21.1 | 40.7 | 60.1 | 74.3
advertisement 6
i i Reliablit .861 770 .860 .764
AdV|‘ce froml acquaintances such as 128 903 115 Yy
family and friends
Other people's stories about 003 867 110
smartphones as usual
S.tores. vvlth. purchase experience 092 080 836
(including online)
Brands with purchasing experience .055 118 .835
Eigen Value 2.32 1.66 1.46
Total variance (%) 29.0 20.8 18.2
Cumulative variance (%) 29.0 49.8 68.0
Reliablity .753 .796 .605
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Table 8. Difference between millennial and non millennial

millenial | _"°"
Factor Variables millenial i%a p
M£SD M£SD
i 4.14+0.5 | 4.28+0.
Functional —5 241" 096
Values 2 53
i 3.76+0.6 | 3.77+0.
Economic ~0.087 | .931
Values 6 65
3.14+0.8 | 2.67=£0.
Appearance 4983 | 000
Values 7 79
Consump i 3.90+0.6 | 3.60%0
tion Er\“/ol“ona' SEEER TR 3784 | 000
Values alues 7 75
) 2.77£0.9 | 2.78+0.
Social Values . 81 -0.127 .899
2.93+0.9 | 2.81+0.
Rare Values 1.165 .245
3 82
- 3.26+0.8 | 2.95+0.
Self-worth 3054 001
Values 3 88
) 3.73+£0.8 | 3.63+£0.
Information 1.129 .260
5 76
; 3.72+0.8 | 3.25+0.
Purchasin Rest 4.966"" | .000
g 4 82
motivatio ) ) 3.86%0.6 | 3.52*0.
n Relationship 4.091 .000
7 76
3.38+0.7 | 3.27+0.
Automony 1.355 176
3 72
) 1.93+0.9 | 1.96+0.
Impulsive -0.318 .750
4 71
- 2.14£1.0 | 2.12%0.
Purchasei | ghow off 0.202 .840
ng 0 87
orientatio ) 3.40£0.8 | 3.32%0.
n Rational 0.952 .342
6 71
3.81+0.8 | 3.49+0. .
Independent 3.313 .001
5 87
) 3.20+0.8 | 3.19+0.
Media 0.122 .903
, 1 82
Informati ™ Hyrman | 3.24+0.8 | 3.34:0.
on -1.161 .246
Sources resources 2 75
E i 3.65+0.8 | 3.73+£0.
xerience -0.881 | .379
resources 2 65
) 102(65.
Offline 84(54.2) 8)
Purchasi
Ur; as'nl 4355 | .037
g channe Online 71(45.8) | 53(34.2
)
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Table 9. Effect of consumption value on purchase
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Table 11. Effect of consumption

o315k
SRS

value on Information

motivation Sources
Dependent | Independent Dependent | Independent
Variables Variables B g t P F Variables Variables B s t P F
i Social Value | .156 | .185 . |.029
Information | Emotional 10-3 /.29 1 3 g4y o | 14,78 . 2.198
Values 74 7 | 0 Media Functional 6.508"
Information Value .290 | .186 5 376" 019 | 7
Emotional | 0.4 | .34 . 20.11 Source :
Rest Values | 25 | 1 |4:4857 000 | e Rare Value | 167 | 192 |, ,,o. | 026
Human : 9.333"
Emotional | 0.3 | .25 | 4 oeou| o4 Resources Social Value | .341 | .240 3 055" | 003 .
Values 03 | 2 |
Experience | Emotional 340 | 278 |3.581" | 000 12.82
_ Resources Value ' ' o ' 1
Relationship | Sei-Worth | 0.2.1.24 1.3 55 | ggp | 15:59
Value 41 7 |~ 4 & p< 0B, % p<O1, sk p< 001
Ec\(;nlomic %62 .%7 3788 | 000
ae ’ 4) Z2M7ER)7}F e gl v F3
Selt-Worth [ 0.1 | .20 |, youc| 014 271 7F A el m A= G Eks HSE] S8 24
vae | 81 | 6 || 28 784 AASTE W T R e S
. B3 frolek W Byl FY sk
Economic | 0.1 .21 | 5 922 | 004 — _ ~ o wra
At Value 86 | 0 | : 11.57 1A ARTEA] F AAA 7R 7F e el fro] g <
utonom _ - - N
’ 3 F& uAE Aow ATAQL AAH A E 1TSS &
Social Value 0571 .go 2.634"| .009 glel Fu 7eAle]l e Zow HAFTEHJAIL(OR=1.711,
, _ p< 05), ZAA 7Hx& sk d=rt & A S5 28
Emotional | 0.1 | .16 | 2.075 040 e — s
Value 75| 2 |” : Ql Fuf} 7hsAdo] ¢F 1711 AEZ oA Ao A
o p< 01w p<001 T ATH
¥ 12. &H|7Ix|7} FofRi Lo o|x|= A&k
T 10. 2H|[7EX|7F oM Eo| o|x= BE Table 12. Effect of consumption value on purchase
Table 10. Effect of consumption value on purchase channel
orientation 95% Alz| 77t
Dependent | Independent Dependen | Independen oR , 0
Variables Variables B B t p F t Variables | t Variables ’\r::ai:mlli LL?XﬁF
Social Value | .298 | .309 .| .000 Online Economic | 1.711 .03
4.330 Channel Value . 1.040 2.815 4
Funtinal 16.4 _
Impulsse Value .616 | —.343 | -4.691 .000 167" x p<.0b
Economic |~ 515 | 187 2.557° | 012
Value
. 24 2
Social Value | .299| .290 | 4 ~oo... | .000 o1 4 V. &8 =
Show off 80"
Rare Value .286 | .267 3 387" .001 B o= 1y U Ale] 4Rk e Fralse] EAS
; VAES D IRk Ak I x o] An|71x]7) A~nlE
Rational Ecc\)/nclmlc 213| 204l 2576 | o011 66633 123 A <12 ]JJ—OHE_L‘ Ad U A< |7FA1 7} 2= E
alu & ol @sel v J el s FAssicy 207k g} 7
x p< 05, #x p<l01, *++ p<001 ] 58 Eaf 2H]| o] Fuj o) E2 olafals AL 7o
o) 2 uAE A2k sk del 8.8 ofs) 2ol 9
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