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Abstract

There is an increasing need of smart phone users in the world. However, tens of
thousands smart phone types and specs. This paper presents a study on comparing the
relationships between prior knowledge of smart phone and the user behaviors. Most
previous literatures had been investigated the feature phone and the user behaviors.
Nonetheless, smart phone is very different from the classical feature phone in that the
phones contains more advanced devices and operating systems which allow users to
interact as well as personal computers. By following this line, this paper constructs
five different aspects of smart phone user behaviors and discusses the impact of
product knowledge and users. It provides important results for smart phone industry
of marketing strategies. The main subjects come from Taiwan users who are smart
phone users. Over three hundred people participates the exam. The empirical results
showed that the user behaviors has positive relation to the product knowledge and

also affect the buying willing.
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