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ABSTRACT

This research aims to synthesize the scales of aesthetics, the perceived
value of the consumers for the intention to buy smartphones. At the same time,
this analyzes the relationship between aesthetics, perceived value and intention
to purchase, thereby the study suggests the research model which can be applied
in other places, other contexts, and related fields. The method in this study is to
summarize the systematics theories and compare the relevant studies. As a result,
this research can develop research hypotheses. The main results of the proposed

(DD__ model are to explore the scales and find out the relationship between aesthetics,
Hﬁp: d perceived value and intention to buy smartphones directly and indirectly.
Moreover, empirical research can, based on the proposed conceptual framework,
be studied for different countries or technology-related products such as

computers, tablets, and other smart devices.

Keywords: Aesthetics; perceived value; functional value; emotional value;

social value.
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1. INTRODUCTION

According to Nielsen Vietnam Report (2017), about the behavior of smartphone, the
number of smartphone users compared to the number of regular phone users accounts for 84%
in 2017; there is an increase of 6% compared to 2016 (78%). In secondary cities, 71% of people
use smartphones in 93% of mobile phone users. More notably, in rural areas, while 89% of the
population uses mobile phones, 68% of them own a smartphone. Through the above statistics,

it can be seen that smartphones are no longer a new phenomenon for the Vietnam market.

The smartphone's hardware is gradually becoming saturated, and there is not much
difference in the same price range, the external design will undoubtedly be one of the critical
factors to impress, persuade users to make buying decisions. It can be said that the basic
principles of aesthetics commonly used in the design of personal communication devices,
entertainment and technology (SWILLEY, 2012; CHARTERS, 2006).

However, according to Toufani et al. (2017), the aesthetic factors of the product and the
evaluation of the product's aesthetics may lead to unclear intentions to buy from individuals.
Compared to the research on factors affecting the evaluation of the aesthetics of a product
(HOYER; STOKBURGER-SAUER, 2012), studies on aesthetics can affect buying decisions
are a few (TUREL et al., 2010).

Besides, smartphones are described as a cultural artifact and expanding the social
relations of users (SHIN, 2012). Therefore, there is the debate that feeling interest and social
practices are becoming more relevant to feel the usefulness in influencing the intention to buy
(LIN; BHATTACHERIJEE, 2010).

Moreover, the research results of Toufani et al. (2017) found that aesthetics has a direct
effect on the intention to buy, but is weaker than the aesthetics affecting indirectly the intention
to buy through perceived value. The reason is that the nature of digital products is the product
that customers need to spend much time, cost and effort (LI; GERY, 2000), so they carefully
evaluate the value that they can gain from the aesthetics of smartphones before they intend to

buy.

It can be said that the aesthetics and perceived value of customers are increasingly
concerned, leading to a high level of competition in the smartphone market. When the hardware
war has almost no effect as before, the breakthrough design is vital for manufacturers to

conquer consumers. In this situation, the aesthetic and perceived value measured from the
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customer's point of view becomes essential to get a competitive advantage; and as a result, they
increase the intention of purchasing potential customers.

Therefore, the study "The relationship between aesthetics, perceived value and buying
intention: a literature review and conceptual framework” will help researchers understand the
importance of factors affecting buying intention; from there, it is possible to conduct empirical

research and provide practical solutions for consumer behavior.
2. LITERATURE REVIEW

2.1.  Aesthetics

2.1.1. The concept of aesthetics

Aesthetics can be narrowly defined as the theory of beauty, or more broadly, the
philosophy of art. Previously, the philosophy of aesthetics was not recognized until the early
eighteenth century, Alexader Gottlieb Baumgarten - "father of aesthetics” introduced the
meaning of aesthetics terms, in his research, which is derived from the Greek epistémé
aisthetiké, is also known as the science of what is perceived and imagined - "The Science of
Consciousness” (BAUMGARTEN, 1735). Besides, the Oxford dictionary translates that
aesthetics is the nature of a thing related to beauty or beauty enhancement; brought or designed

to create joy and satisfaction through superficial beauty.

The aesthetics of the product (such as design) can significantly affect consumer
behavior (VERYZER, 1993). An eye-catching product is described as a communication thing
between the designer and the consumer (KRIPPENDORFF; BUTTER, 1984; MONO, 1997;
CRILLY etal., 2004).

Considering the way to approach eye-catching products in the form of text, the writer
is the designer, and the reader is the consumer. Product designers are thought of in such a way
as to evoke the relationship between the product and the consumer's intentions that may or may
not correspond to their original intent to communicate. Also, aesthetics also refers to the
concepts of harmony, beauty and order in the physical world (WHITE, 1996) with the
evaluation of an object's aesthetics as a conscious perception (VERYZER, 1993).

Thus, it is not only about appearance, but aesthetics are also related to other senses
(SWILLEY, 2012); these senses act as stimuli for both sensory and emotional reactions
(WANG et al., 2013). Exploiting and digging into a person's aesthetic reaction (LANDWEHR
et al., 2013) can assist in distinguishing products, creating product preferences.
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According to Bloch et al. (2003) and Charters (2006), the aesthetic appeal of a product
can vary from very high (sculptures or paintings) to very low (detergents). Visual aesthetics
are reflected in many customer experiences, and the most notable is in fashion and art and
unclear but also quite crucial in consumer electronic products such as personal computers,
tablets, and smartphones (YAMAMOTO; LAMBERT, 1994).

Such products can be designed to meet the aesthetics both in appearance and touch
(SWILLEY, 2012). Very few studies have been done on how aesthetics affect product
purchases with both utilitarian and hedonistic attributes; these are valuable products in terms
of the usefulness of the function as well as its emotional and social value (HOYER;
STOKBURGER-SAUER, 2012).

In order to test the importance and impact of aesthetics on this product line, smartphones
are used as a typical example, defined as "an equipped personal digital support phone."
Integrated wireless connectivity and mobile devices and more likely (PARK; CHEN, 2007).
Such a product can be observed both in terms of its utilitarian and attracting hedonistic
attributes (BRUNNER et al., 2008; SWILLEY, 2012) and to reflect personal style and
preferences of buyers (KATZ; SUGIYAMA, 2005; KATZ; SUGIYAMA, 2006).

In summary, the definition of aesthetics is as follows: "Aesthetics is the science of
recognizing the beauty of each through experience with senses, self-perception about a specific
product”. Based on this definition, the study continues to explore and research the factors of

aesthetics and the impact of these factors on consumer’s intention to buy smartphones.
2.1.2. Properties of Aesthetics

The aesthetic category has an extensive appearance; it reflects the general inherent in
nature, society, material and spiritual. In the process of labor activities of society with the active
participation of consciousness, people improve reality and the world around them. Mac et al.
(1977) define that animals only mold and measure their species and that humans can produce
by any measure and they can apply any metrics that are suitable for all subjects, so people can
also mold materials according to the rules of beauty.

The above premise helps us understand more about the origin of aesthetics and beauty,
and they always come from reality. Indeed, aesthetic factors are indispensable in all practical
activities of people. The decision still does not exclude the meaning of using, and the intention
to purchase such items is still in order to meet a specific practical purpose.
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The aesthetic properties expressed as a principle that must necessarily take into account
when building material values. Through studies of Swilley (2012) and previous studies
(Wehmeyer, 2008; Cox and Cox, 2002; Bell et al., 1991), this paper uses the attributes listed
in Table 1. to describe aesthetic attributes including color, design, overall appearance, feeling,

material, beauty, and style.

Table 1: The properties of aesthetics
Dimension Items
1. Signals, such as colors strongly influence decisions to buy goods.
2. Consumer perception of an object can be revealed through their color choices.
Color 3. Product colors can attract buyers and increase sales.
4. Aesthetics are affected by color.
5. The color of the product determines its quality.
1. The design of a product is a competitive advantage and also a success factor in
Design the market.
2. Design and aesthetics have a close relationship with each other.
1. The appearance of the product attracts individuals.

ap(gzg::::ce 2. The appearance of a product has a substantial impact on consumers' evaluation
of the quality and function of that product.
1. Impact on the evaluation of retail products.
Touch/ 2. Touching may affect customers' buying decisions, even if there is no product
: description.
Material

3. The material is vital in product evaluation.

4. Touching increases the information for purchasing decisions.

Beauty 1. Aesthetic value and utilitarian value, or beauty and use, need not be distinct.

1. The ratio of the faces of a product that may affect the intention to buy, interest
and it is related to market demand.

2. Product design can become a distinct advantage when it is suitable for cultural
and social trends.

Sources: Bell et al. (1991), Cox and Cox (2002), Swilley (2012), Toufani et al. (2017) and Wehmeyer, (2008)

Style

2.2.  Buying intention

The intention to purchase can be defined as a pre-planned plan to purchase some goods
or services in the future, which may not always lead to implementation because it is affected
by performance (WARSHAW; DAVIS, 1985).

In other words, what consumers think will buy in their minds represents the intention
to buy (BLACKWELL et al., 2001). Also, the intention to buy can also determine the ability
to lead to the actual purchase of the customer, and through the determination of the intensity
of the intention to buy, the ability to buy certain products will be stronger when intention to
buy more strongly (DODDS et al., 1991; SCHIFFMAN; KANUK, 2000).

The intention to buy shows that consumers will follow the buying decision process:
perceiving demand, seeking information, evaluating alternatives, purchasing decisions, and
evaluating after purchasing (ZEITHAML, 1988; DODDS et al.,, 1991; SCHIFFMAN;
KANUK, 2000).
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Furthermore, the effort required to acquire smartphones and consumer understanding
of the benefits of using smartphones is also two factors that have a significant effect on the
intention to buy (IBRAHIM et al., 2013). Perceptual value is one of the factors that can
stimulate the intention to buy; perceived value comes from relative advantages and product
compatibility compared to the effort required to get a product. Efforts could be product prices
and search times, leading to purchasing actions (MONROE; KRISHNAN, 1985; ZEITHAML,
1988).

Moreover, the intention to purchase can also be considered as a measure to predict
consumer purchasing behavior (BONNIE et al., 2007). Besides, the intention to purchase is
known as consumer trends for an audience; it is often measured by the intention to buy (KIM;
KIM, 2004). The idea of purchasing intent for specific products or services is the final decision
step in the decision-making process about buying intent, which is agreed by most previous
researchers. (AGARWAL,; TEAS, 2002; EREVELLES, 1993; FISHBEIN, 1967; HAN, 1990;
PECOTICH et al., 1996).

Also, manufacturers are often interested in buying intentions because it can help them
segment the market and, at the same time, support their decision-making as to where the
product should be introduced (SEWALL, 1978; SILK; URBAN, 1978). Unlike that, the
intention to purchase can be used to predict future demand (ARMSTRONG et al., 2000).
Finally, there is a positive relationship between advantages, prices, social impacts and product
compatibility to purchase (JONGEPIER et al., 2011; JUHA, 2008; YUE; STUART, 2011).

2.3. Perceived value
2.3.1. Concepts of perceived value

Scientific researchers have used many different terms to define the perceived value of
customers such as perceived value, customer value, value for the customer, customer perceived

value, perceived customer value, consumer value, consumption value,...

It should be noted that there is no clear definition of perceived value. The perceived
value of customers varies depending on the business, customers and products or services that
customers buy (BAKON; HASSAN, 2013). According to the original study of Zeithaml
(1988): "Perceptual value is the overall consumer appreciation of the utility of a product or
service based on their perception of what is received and what it must take out." Zeithaml
(1988) also found that some consumers perceive value when products or services have low

prices, while others perceive value when the product or service has a balance between quality
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and price. It can be said that for different customers, the components of perceived value also
differ (ASGARPOUR et al., 2015).

Also, Woodruff (1997) defines that customer perceived value as a customer 's
preference by evaluating product characteristics and efficiency from product use to achieving
the customers' goals. This concept incorporates the desired value with the value received and
emphasizes the value that comes from the customers' perception, love, and appreciation.

Besides, according to Turel et al. (2010), perceived value is also an important premise
affecting consumers' intention to buy. The higher the perceived value, the stronger the intention
to purchase (MONROE AND KRISHNAN, 1985). Sweeny and Soutar (2001) have identified
three aspects of perceived value that are later widely used, namely functional value, social
value, and emotional value. Similarly, Moliner et al. (2007) consider perceived value with the
functional or quality value of products or services, social value or social impact and emotional

value or personal experience.

In summary, although there are many different views of researchers about the
relationship between perceived value and customer choice or intention to buy, in general,
perceived value will affect customer behavior. In this study, the group applied three aspects of
perceived value according to Sweeny and Soutar (2001). However, to better understand the

perceived value of customer aesthetics, prices will be removed.
2.3.2. Dimension of perceived value

Perceptual values are described in this study through three dimensions as follows:
2.3.3. Functional value

Functional values are related to the benefits associated with product ownership.
According to Sheth et al. (1991), functional values are evaluated by reasons for the purchase
and use of products based on the physical attributes and actual needs of users. Functional values
are measured by a table describing the selected properties; in which reliability and durability

are considered properties with functional values (SHETH et al., 1991).

Many studies explore how functional values affect consumers' intention to buy.
Research by Johnston (2012) shows that battery life is essential to customers' intention to buy
smartphones. In terms of durability and reliability, Karjaluoto et al. (2005) found a positive
relationship between smartphone purchase and its reliability. Customers evaluate smartphone
reliability based on fault and durability issues (SANDS; TSENG, 2010).
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It means that durability and low error rates will enhance smartphone reliability thereby
increasing functional value (BAKON; HASSAN, 2013). Also, Sweeny and Soutar (2001)
consider performance or quality as a functional value of the product, and they define that the
functional value is usefulness derived from perceived quality and expectations on product
performance, such as durability and technical quality (FIOL et al., 2009; 2011). Lay Yee et al.
(2013) also found that most smartphone users will consider the first product technology feature.

What is more, the study of Toufani et al. (2017) removed the possibility that functional
values can increase social value and emotional value. To explain the relationship between these
three values requires much more research. Besides, the smartphone technology features are
increasingly standardized can explain the decline in the effect of functional values on intention
to buy (KIM et al., 2013), especially when any smartphone has similar functions that may lead

to more emphasis on other aspects of perceived value (TOUFANI et al., 2017).

Based on the analysis above, the smartphone manufacturers should study the features
that meet the needs of customers, such as higher image resolution, better and faster-operating

systems,... to improve revenue and profit.
2.3.4. Social value

Defined as a sense of usefulness from an individual's association with one or more
specific social groups (SHETH et al., 1991), the social value can enhance individuals' value
(SWEENEY; SOUTAR, 2001) based on the perception of social product assessment (FIOL et
al., 2011). Customers may prefer to buy a product due to the social image that the product
conveys (GIMPEL, 2011).

The most important social value that can be gained from buying and using smartphones
is the transmission of images (BODKER et al., 2009). Some people believe that by possessing
aesthetics products highly, they can improve their social relationships (HOLBROOK, 1999).
According to Gimpel (2011), the decision to buy smartphones is significantly related to

conveying the message that they are the leaders of the latest technology trends.

Research by You et al. (2011) also shows that there is a significant positive relationship
between the decision to buy smartphones and social images. At the same time, customers feel
the importance of buying new smartphones depending on the image. According to another
study, 35.6% of 1814 respondents said that the trend in the community is one of the essential
criteria affecting the decision to buy smartphones (OSMAN, 2012).
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In the decision-making process, consumers tend to be always affected by social groups.
Depending on different factors, consumers may listen and trust in different social groups,
specifical experts in certain areas. According to Farzana (2012), purchasing behavior is shaped
by others, especially by family members when purchasing products that consumers must
carefully consider among many choices. Besides, social value also includes reflecting the
personality and social status.

Bodker et al. (2009) found that many customers prefer to buy smartphones because it
conveys their interests. Customers also buy smartphones because it is compatible with their
lifestyle, working style and habits (KHAN; HYUNWOO, 2009). Some customers repurchase
smartphones because they reflect the wealth and high social status (GIMPEL, 2011).

However, Jongepier's (2011) study showed the opposite, 77% of respondents disagreed
or strongly disagreed with statements that people buy smartphones to impress others. Jongepier
(2011) is also the one who discovered that 50% of customers do not think smartphones are a
symbol of higher social status.

2.3.5. Emotional value

Emotional value is a sense of usefulness from the ability of emotional arousal or
emotional state (SHETH et al., 1991). The aesthetic characteristics of an object can create
emotional reactions (FRIJDA; SCHRAM, 1995) with product design used as a way of
attracting consumers' attention and providing products information and increasing the feelings
of beauty (TRACTINSKY et al., 2000). Gimpel (2011) claims that aesthetics, such as beauty

and art, can add to the emotional value of a product.

It can be said that the experience positively contributes emotional value to smartphone
users. According to Sweeney and Soutar (2001), emotional value is the most critical predictor
of purchase intentions and word of mouth behavior. Although consumers may not intentionally
seek spiritual benefits when using them, positive emotions are unintentionally evoked from
experience that plays a vital role in decision making at the next level. (SWEENY; SOUTAR,
2001).

User experience is the most important factor for smartphone buyers (CLN, 2010); 94 %
of customers buy and use smartphones because they enjoy using smartphones (Jongepier,
2011). If the user experience is positive and exciting, it will create an emotional attachment
and positively affect the intention to buy smartphones (YOU et al., 2011). Also, many
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customers buy the smartphone due to the comfort that they received from using it (KHAN;
HYUNWOO, 2009).

Similarly, Gimpel (2011) shows that customers buy smartphones because of the
convenience, excitement, and fun that it brings when they use it. Moreover, the design and
aesthetics such as the beauty and artistry of smartphones increase the purchasing power of
smartphones (BODKER et al., 2009; CROTHERS, 2011). Other research also shows that 24%
of customers buy and use smartphones due to physical design (POWER; ASSOCIATES,
2012).

There are also many customers who decide to buy because their emotions rise when
they appreciate the aesthetics of smartphones (GIMPEL, 2011). Finally, usefulness also creates
emotional value through the use of smartphones. The properties function as external memory
with the ability to store thousands of photos, GPS brings a sense of security, ... creates a feeling
of familiarity for customers (GIMPEL, 2011).

For companies both large and small, when they sell products or services, they are mostly
selling emotions to potential customers. Regardless of the type of product, over time, the
subconscious of customers will form certain expectations about the product. Therefore, it is
always necessary to create a new product design so that customers can always find products

that are in tune with themselves emotionally.

Table 2: Dimensions of Customers’ Perceived Value

Variable References Scale Items
Sheth et al. (1991); Callarisa
Functional Fiol et al. (2009; 2011); Svyeeny 1. Reliab_il_ity
value and Soutar (2001); Toufani etal. | 2. Durability
(2017); Bakon and Hassan 3. Good function
(2013); Lay Yee et al. (2013)
Sheth et al. (1991); Sweeney and | 1. Recognizing social approval from others
Social value Soutar (2001); Toufani et al. 2. Improve a person's perception
(2017); Bodker et al. (2009); 3. Make a good impression on others
Gimpel (2011); Farzana (2012) 4. Many people | know buy these products
1. Give me a feeling of happiness
Sheth et al. (1991); Sweeney and | 2. Give me a sense of pride
Emotional | Soutar (2001); Toufani et al. 3. Feel good when having a product with a premium
value (2017); Gimpel (2011); Bodker | design
et al. (2009); Crothers (2011) 4. Beautiful design helps our world become a better
place to live

3. HYPOTHESES DEVELOPMENT

Figure 1 describes an object's aesthetic connection with different sensing values, and
these values continue to affect the intention to buy smartphones. The multi-dimensional model

of perceived value is chosen because in some cases, the perceived usefulness or perceived
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function may be less relevant when the technology products have strong emotional attractions.
(TUREL et al., 2010). Therefore, the multi-dimensional approach about sensory value can

capture the perception of both the value of the feature and the emotional value of an object.

Recognizing the aesthetics becomes more and more important in consumer marketing,
Wang et al. (2013) suggested that the aesthetic factors that are visual stimuli affect behavior
reactions via SOR model (Stimulus - Organism - Response), these stimuli evoke both cognitive
and emotional behavioral responses (JACOBY, 2002). Cue theory (RICHARDSON et al.,
1994; LEE; LOU, 1995; LEE; LOU, 1996) confirmed the influence of these stimulating factors
on consumer perceived values and the product is described as a series of external and internal

signals.

While external signals related to attributes that are not part of the physical product (such
as brand name, packaging, and price), internal signals are associated with inherent properties
of a product (such as its material, design, and appearance) and they have a close relationship
with the product's aesthetic assessment and can increase consumer perceived value for the

product.

In order to determine whether aesthetics can affect a buyer's decision through three
different aspects of perceived value, it is necessary to check whether each aspect influences the
intention to purchase, due to that perceived value cannot be considered a quadratic scale
consisting of three aspects. Some studies confirm that consumer perceived value has a direct
impact on buying intent or willingness to buy, for both products and services (CHEN;
DUBINSKY, 2003; ASHTON et al., 2010; LEELAKULTHANT; HONGCHARU, 2012).

Although this is the expected direction, aesthetic principles are used in designing new
technology products; the goal is to satisfy customers directly through the experience of beauty
and appearance (Kumar and Garg, 2010). As a result, there is the possibility that aesthetics can

create a positive feeling directly leading to the intention of the buyer to purchase the product.

?I,.[ Functional value
Aesthetics of s | 'l Social value Intention to
smartphones Ha r?ut):
Emotional value smartphones
— [ ,

Figure 1: Proposal conceptual model
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Aesthetics can directly or indirectly affect the intention to purchase (TOUFANI et al.,
2017). Aesthetics can indirectly link to the intention of purchasing goods through factors that
determine the adoption of technology (VAN; HEIJDEN, 2003). As an aspect of overall value,
Turel et al. (2010) show that the indirect linkages of aesthetics intended to use virtual artifacts
such as ringtones. Gallarza and Gil Saura (2006) applied aesthetics to understand how it affects
satisfaction and intention to purchase in tourism. Aesthetics are also used to measure its impact
on customer decisions when shopping online (MATHWICK et al., 2001). Also, aesthetics are
directly related to purchasing intentions (LEE; KOUBEK, 2010; TZOU; LU, 2009). Therefore,
hypothesis H1 is:

e H1: Aesthetics has a positive effect directly on intention to buy smartphones.

Contrary to the aesthetics view that may hinder usefulness, Tractinsky et al. (2000)
argue that the sense of beauty affects the sense of usefulness and Tractinsky (2004) claims to
have set “a beautiful phrase” that can be used to confirm Tractinsky et al. (2000) ’s research.
Similarly, Shin (2012) argues that usefulness and aesthetics are interdependent, the research
finds that customers feel the more beautiful smartphones, the more useful than devices with
higher performance but lower aesthetics.

Aesthetics affected consumer decisions through functional attributes of products in
different information system contexts such as using websites (HEIJDEN, 2003), the interaction
between people - computers (TUCH et al., 2012) and mobile commerce (CYR et al., 2006).
Although customers can assume that products with attractive designs have superior functions
(CHAIKEN; MAHESWARAN, 1994), there are very few studies in the field of mobile devices
that study the relationship between aesthetics and functional properties (SHIN, 2012) to
validate the influence of aesthetics on functional values. Therefore, hypothesis H2 is:

e H2: Aesthetics has a positive effect on the functional value of smartphones.

According to consumer value theory of Sheth et al. (1991), social value is choosing images
with clearly visible products such as clothing, cars, and jewelry, ... Those things towards their
image. An evaluation of an object's aesthetics can be made through interaction with society
(LEDER et al., 2004). In other words, the satisfaction of aesthetics affects social value
(MORTON et al., 2013). Therefore, hypothesis H3 is:

e H3: Aesthetics has a positive effect on the social value of smartphones.
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The aesthetic characteristics of a product can stimulate positive emotional reactions that
lead to an emotional connection (SANCHEZ-FERNANDEZ; INIESTA-BONILLO, 2007;
NANDA et al., 2008). Emotional values can become popular among individuals who value
beauty because the beauty of an object can convey the feeling that they can meet their needs
(HOLBROOK, 1999). Therefore, hypothesis H4 is:

e H4: Aesthetics has a positive effect on the emotional value of smartphones.

Functional values relate to consumer perception of the quality and function of products
or services (YANG; JOLLY, 2009; CALLARISA etal., 2011). There is support for consumers'
perception (CALLARISA et al., 2009) on functional values that have a strongly positive
relationship with the intention to purchase (BHASKARAN; SUKUMARAN, 2007) and the
use of a product (BUTLER et al., 2016). According to Sheth et al. (1991), consumer choice is
a function of many independent consumer values, including functional values. Therefore, the

hypothesis H5 is:
e H5: The functional value has a positive effect on the intention to buy smartphones.

Social values derive from a product's ability to reinforce the social concept
(SWEENEY; SOUTAR, 2001). People often prefer to buy products that are accepted by social
groups or follow social rules (WANG, 2010; LEE, 2014). A positive sense of social value leads
to stronger purchasing intentions (VIGNERON; JOHNSON, 1999; KIM et al., 2013). While
many studies have examined the role of social value in purchasing decisions (SWEENEY;
SOUTAR, 2001; CALLARISA et al., 2009), there has been little research to find out whether
the target has aesthetics can create a sense that it has social value and then will affect the

decision to purchase. Therefore, the hypothesis H6 is:
e H6: Social value has a positive effect on the intention to buy smartphones.

Emotional value has been identified as an essential influence when purchasing goods
(HEIJDEN, 2003). The more positive in the emotion, the more likely it is that the intention to
purchase will happen (TZOU; LU, 2009). An attractive aesthetic audience that can create
emotional values, and an emotional connection with a product (LEE; KOUBEK, 2010) can
lead to purchasing intentions (HSIAO, 2013 ). Therefore, the hypothesis H7 is:

e H7: Emotional value has a positive effect on the intention to buy smartphones.

4. CONCLUSION AND DIRECTIONS FOR FUTURE RESEARCH
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The current research on products in Vietnam is still very new. Especially in the field of
advanced technology in general and in the field of smartphones in particular. Currently, the
phone market in Vietnam is very diverse, and smartphones come from many different brands
such as Apple, Samsung, Nokia, Sony, HTC, Oppo, LG, Asus, Lenovo, ... with the variety of
designs and full of features. Therefore, this study explores what factors affect the intention to
buy smartphones of customers. Since then, businesses and marketers can focus on improving

products and attracting customers to achieve more business benefits.

Therefore, this research contributed in turn to study the theory as well as proposed
models to find the factors affecting the intention to buy smartphones in Vietnam. Besides, the
study also builds, synthesizes and develops to improve the scales that affect the intention to
purchase smartphones. Through theoretical research, this paper proposes the relationship
between aesthetics and the intention to buy smartphones directly. At the same time, this
research also compares the indirect relationship between aesthetics and the intention to buy

smartphones through the perceived value of customers.

The next step after developing hypotheses and modeling is to test hypotheses in the
context of Vietnam. Factors affecting the intention to buy smartphones will be analyzed in
detail in the study in Vietnam. The model in this study is the model applied in Vietnam, and
this model will set the stage for other studies in Vietnam in general and in the world in the

study of aesthetic factors and perceived value.

At the same time, this study further supports the theory for aesthetics, intention to buy
products, perceived value, functional value, emotional value, and social value. Also, the model
in the study provides other researchers to conduct empirical studies in many different research
contexts. Based on the next empirical studies in the future, the company will know the direct
effect of aesthetics or the indirect effect of aesthetics on intention to buy smartphones via the

functional vale, social value and emotional value.
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