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Abstract

The purpose of this study is to define the purchasing decision factors reflecting the trend of
today's smartphone users into four main factors based on previous studies, analyze the factors
affecting brand trust, and examine the influence of brand trust on purchase intention. it is in
The scope of the research subject was limited to the products of Apple and Samsung, which
are bisecting the global smartphone market. A total of 141 copies were collected except for 9
questionnaires that were incorrectly filled out with duplicates and omissions, and factor analysis
and regression analysis were performed to measure the reliability and validity of each variable
prior to hypothesis testing. For hypothesis testing, statistical packages SPSS 25.0 and AMOS
25.0 were used. As a result of the frequency analysis conducted on the subjects, the average
smartphone use cycle was 2 to 3 years, 56% (79 people), and in terms of the frequency of
use, watching a video was the highest at 63.1% (89 people). As a result of testing the
alternative hypothesis established to examine the influence of purchasing determinants on brand
trust and performing multiple regression analysis for causality analysis, only the brand factor
among the four factors for both brands was found to be statistically significant. Finally, as a
result of a simple regression analysis of the effect of brand reliability influenced by brand
factors on purchase intention, the B value indicating the degree of influence was derived for
Samsung products as 0.349 and for Apple products as 0.205, indicating that Samsung products
are somewhat higher. However, no statistical significance was found. As for the hypothesis on
the effect of brand reliability on purchase intention, the null hypothesis was rejected as a
result, resulting in statistically significant results.
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