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A Study on the Determinants of Smart Phone Continuance Intention
with the Consideration of User Experience
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The number of smart phone users in Korea has reached over 30 million. As the market gets mature, it becomes more cru-
cial to identify the determinants of smart phone users’ continuation intention and devise a way that can fortify it. In this study,
we develop research hypotheses about how the antecedents of user experience satisfaction (phone quality, manufacturer ser-
vice quality, and confirmation) influences brand loyalty and continuation intention via their effects on user experience satis-
faction on the basis of an extended expectation-confirmation model, and test the hypotheses against the data collected from
over 600 smart phone users in Korea. Further, we compare the levels of user experience satisfaction and continuation inten-
tion across major properties of different smart phones. The findings of the study are expected to provide useful guidelines on
devising a way to heighten the continuation intentions of smart phone users.
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