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Exploring the Causes of End Users’ Dependency on

Smartphones and Purchasing Behaviors

Abstract

Due to high-tech advancement and development of mobile phones, traditional
cell phones have been replaced by smartphones which possess advanced operating
systems combined with features of a personal computer operating system with those
of popular mobile devices such as personal digital assistant (PDA), media player,
computing and GPS navigations functions (Wikipedia, 2015). The popularity of
smartphones throughout the world leads to smartphone users’ dependency that can be
seen everywhere. The aim of this paper is to explore whether social needs, social
influence, and conveniences of smartphones can affect the users’ purchasing

behaviors.

Questionnaire was administered to 664 tourists from different parts of Taiwan,
locals and the other countries, based upon convenience sampling. In this study, SPSS
and SEM model were utilized. Their responses to the open-ended questions were
analyzed using a content analysis procedure. Apart from this, to check the
relationship between two more variables, One-Way ANOVA, correlation, and
stepwise regression model, Pearson Chi-square and CFA as well as Structural Model
of SEM Approach were utilized in this study. Interviews were recorded, transcribed,

and analyzed with the method of content analysis.

Both quantitative and qualitative results shed light on a fact: Social influence and
convenience might have a great impact on the participants’dependency on
smartphones. All of the variables are mildly positive correlation except purchasing
behavior on account of r >0.40. Table 4.2 summarizes the results of the regression
model of the smartphone users’ dependence. The stepwise regression indicated that
convenience (f=.434, t=8.359, p<.05), social influence (f=.396, t=7.060, p<.05) and
social needs (B=.147, t=2.227), p<.5). The strongest significant determinant of
smartphone users’ dependency was social influence( A 1=0.54, p<.01), supporting H3.
Whereas, social needs ( A 2=-0.21, p<.01) was unsupported since t value=-1.67 was
smaller than 1.96, based upon structural model of SEM approach. Next, convenience
(A3=0.41, p<.01) was closely associated with smartphone users’ dependence in H5
on account of t value >1.96 based upon SEM Model. Additionally, there was closely



related between purchasing behavior and users’ dependence on smartphones on
account of A 4=0.49, p<.01. The results from Pearson Chi-square showed that the
degree of smartphone dependency and hours spent on smartphones are statistically
significant due to x> (664, 12) =103.342, p=.000 < .05. One possible explanation was

that the more hours spent, the more dependency the smartphone users.

The results show that 458 participants relied on their smartphones a lot. As to
their attitudes towards the advantages of using smartphones, 272 participants
supposed that the use of smartphones brought them a lot of convenience. Consumers
view smartphones as multi-use devices for calling, texting, gaming, socializing, and
downloading applications. This implies that the popularity of using smartphones
revolutionized the consumers’ way of life styles. They have become indispensable
components of everyday life and a majority of participants carry them all the time. All
in all, smartphones are apparently becoming a powerful tool to communicate with
their peers, family members, and co-workers in this advanced high-tech social

environment.

Based upon the above results, the influential factors on the consumers’
dependency on the smartphones are the influence of convenience, social needs and
social influence. The consumers’ purchasing behavior was also affected by their
dependency on smartphones. This implies that there is no positive relationship
between dependency and social needs, which contracts the literature review. The
other results show that confirming H3 suggested that there be a positive relationship
between social influence and consumers’ dependency on the smartphones. To sum up,

the advantages outweighed the disadvantages of using smartphones in the study.

However, there is no denying that the high tech offers us immediate satisfaction
and likes. This may be a dilemma between high-level civilization and human
introspection. This study shows that a large number of consumers are increasingly
relying on their smartphones a lot. Based upon Seward’s study (2014), a smartphone
plays an indispensable part in modern people’s lives. According to his study, 28%
respondents said that they could do without their phone for about a week. By
contrast, in this study, 22.3% respondents said that they could not do anything without
their smartphones. However, the study shows that 41.3% (274) respondents felt
annoyed when they did not carry their smartphones with them. Furthermore, almost
31% (205) respondents might check their phones constantly. This further highlights
more dependency on smartphones than television and social networking sites. This

pinpoints that having a smartphone has been greatly popular with modern people.



These devices can replace their hands-on learning and leisure activities which are
important for real-world learning, communication skills, social interaction, problem-

solving skills as well as develop their empathy in their everyday lives.
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on learning



