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ABSTRACT

The purpose of this research was to examine the trend of women consumption value and attitude
on luxury goods and to analyse the relations between the behavior of purchasing luxury goods
and satisfaction of consumers who buy luxury items. A total of 548 questionnaires were obtained
in July and August 2011 from female respondents in their 20s to 40s who have bought at least
one luxury item in the last 3 years. Collected data was analysed with factor analysis, t-test,
ANOVA, Duncan’s test, and multiple regression in SPSS. The research results are summarized
as follows: First, household income and personal expenditure were main factors in determining
substantial differences in attitudes towards luxury goods and counterfeits. Second, the difference
in frequency of buying luxury items was decided by household income, and expenditure and
purchase cost, which varied based on age, education, occupation, household income, and
expenditure. Third, both the younger consumers with more household income and expenditure
and consumers with positive attitude towards luxury items but negative attitude towards the
counterfeits purchased the luxury goods more frequently than those who are older with less
incomes and expenditures. Fourth, consumers with more incomes and expenditures along with
negative attitude towards the counterfeits spent more money on the luxury items. Consumers
with less personal ostentation but with great pleasure consumption value for luxury goods spent
more money on luxury goods. Fifth, the satisfactions of purchasing luxury goods were influenced
by following variables such as positive attitudes toward luxury goods, ostentation, enjoyment
and quality in consumption value.
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purchase satisfaction of luxury goods
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Variable Freq(%) Variable Freq(%)
20-24 196( 35.7) Less than high school 70( 12.8)
25-29 166( 30.2) College 102( 18.9)
Age 30-39 103( 18.8) Education In college 195( 35.5)
40-49 81( 14.8) More than university 179( 32.8)
Total 546(100.0) Total 549(100.0)
Student 223( 40.6)
Housewife 69( 12.6) Unmarried 359( 65.4)
Management/technician 85( 15.5) )
Occupation  Services/own business 96( 17.5) Marital
Professional 47( 8.6) sats Married 188( 34.6)
Others 19C 3.7)
Total 539(100.0) Total 548(100.0)
Below 299 74( 13.5) Below 29 61( 11.1)
Household 300~499 136( 24.3) Monthly igjz 1421(; 2223
income 500-699 136( 24.8) expenditure
(10,000won) () o0 103( 18.8) (10,000won) Z(:“g 1 16.6)
er 120 87( 15.8)
Total 449(100.0) Total 511(100.0)
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Table 2. Descriptue statistics of consumption value, attitudes, purchase behaviors and satisfaction of luxury

goods
Variables Mean S.D.
Ostentation 3.34 .76
. Conformity 2.80 18
Consumption value .
Enjoyment 3.10 .73
High quality 3.66 .70
. Attitude of luxury goods 2.82 46
Attitudes of luxury goods . .
Attitude of counterfeits 2.52 .10
. Freq. of purchase 4.39 7.83
Purchase behaviors of luxury goods
Purchase cost 1,981,570 won 3,242,314
General satisfaction 3.42 .63
Repurchase intention 332 74
Purchase satisfaction of luxury goods Word of mouth intention 3.23 77
Loyalty 3.25 93
Total 3.31 .61
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Table 3. Consumption value according to demographic variables

Consumption value

Ostentation Conformity Enjoyment  High quality
N(%) MGSD) D M@SD) D MSD) D MSD) D
20-24 196(35.7)  3.47(71) b 2.75(.75) 3.12(.70) ab  3.72(.68)
25-29 166(30.2) 3.36(.76) b  2.84(.76) 3.08(.74) ab  3.59(.73)
Age 30-39 103(18.8) 3.37(77) b  3.00(.83) 327(.79) b 3.70(.64)
40-49 81(14.8) 2.99(.77) a  2.84(.92) 293(.76) a  3.56(.70)
F 836" 2.26 3.23" 1.78
Unmarried 359(65.4) 3.41(.74) 2.77(.76) 3.12(.71) 3.67(.68)
Marital status
Married 188(34.2)  3.23(.78) 2.98(.84) 3.08(.80) 3.61(.71)
t 274" 297" 61 96
Less than high school ~ 70(12.8) 3.04(.76) a  2.71(.81) a 2.97(.73) 3.53(.68)
College 102(18.6) 3.42(76) b  3.10(.81) b  3.03(.71) 3.64(.62)
Education
In college 195(35.5) 3.39(74) b  270(.73) a  3.12(.71) 3.69(.70)
More than university ~ 179(32.6) 3.38(.74) b  2.90(.81) ab  3.19(.79) 3.67(.73)
F 460" 6.80"" 1.92 1.04
Student 223(40.6) 3.42(.69) ab 2.72(.74) a  3.12(.71) 3.73(.68)
Housewife 69(12.6)  3.13(.71) 2.88(.78) ab  2.99(.73) 3.54(.67)
Management/technician ~ 85(15.5)  3.48(.73) b 3.11(71) b 3.17(.73) 3.69(.71)
Occupation
Services/own business  96(17.5)  3.36(.90) ab 2.96(.90) ab  3.17(.81) 3.61(.70)
Professional 47(86)  3.11(.71) a  2.68(.83) a  3.01(.80) 3.50(.78)
Other 193.5)  3.14(.89) a  2.66(.90) a  3.04(.86) 3.58(.71)
F 336 4.08™ 80 1.58
Below 299 74(13.5)  3.33(.73) 2.85(.74) 3.00(65) a  3.47(57) a
Household 300~499 136(24.8)  3.35(.82) 2.85(.81) 299(74)a  3.71(71) b
gg?gézwon) 500-699 136(24.8)  3.36(.69) 2.86(.80) 322(73) b 3.73(73) b
Over 700 103(18.8)  3.44(.78) 2.96(.82) 329(81) b 3.73(67) b
F 42 44 469" 2.82"
Below 29 61(11.1)  3.27(.85) 2.74(.67) ab  2.92(.75) 3.63(.62)
Monthly 30~49 129(23.5)  3.29(.71) 267(77) a  3.09(.69) 3.66(.62)
expenditure 50~79 143(26.0)  3.35(.70) 2.83(.81) abc  3.24(.66) 3.70(.75)
(10,000won)  80~119 91(16.6)  3.46(.74) 2.95(.84) bc  3.07(.76) 3.71(.61)
Over 120 87(15.8)  3.39(.88) 3.03(.87) ¢ 3.19(.90) 3.60(.83)
F 89 3.12" 232 38
p<.05, "p<.01, "p<.001
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Table 4. Attitudes of luxury goods according to demographic variables
Attitude Attitude
Luxury Counter Luxury Counter
goods -feits goods -feits
N(%) M(SD) D M(SD) D N%) M(SD) D M(SD) D
20-24 196(35.7) 2.83(40)  2.45(.73) Less than 15 8) 284(48)  2.48(70)
high school
Age 2529 166(30.2) 2.90(.42)  2.55(.76) fi;‘on College  102(18.9) 2.92(43)  2.53(.79)
30-39 103(18.8) 2.96(.59)  2.37(.74) In college 195(35.5) 2.82(.39)  2.48(.66)
40-49 81(14.8) 2.83(49)  2.56(.72) University 179(32.8) 2.93(.54)  2.46(.80)
F 2.32 1.60 F
Student 223(40.6) 2.84(.39)  2.48(.69)
Housewife ~ 69(12.6) 2.83(42)  2.56(.78) .
Unmarried 359(65.4) 2.85(.42)  2.47(.74)
Management oo 155) 291(49)  2.66(.77)
Occu- /technician Marital
pation  Services/ status
oun business 26079 3:02(59)  2.33(81)
Professional 47( 8.6) 2.86(41)  2.37(.68) Married  188(18.8) 2.92(54)  2.52(74)
Other 19( 3.7) 2.80(.62)  2.40(.77)
F 2.42 221 t -1.60 -85
Below 299 74(13.5) 2.77(39)a  2.64(.78) b Below 29 61(11.1) 2.65(38)a 2.63(.65) b
300499 136(24.8) 2.81(46) ab 2.53(69) b Monthly 3049 129(23.9) “2.77(.39) ab 246(.64) ab
Income expen- 50~79 143(26.0) 2.86(.41) bc 2.50(.76) ab
500-699 136(24.8) 2.92(46) be 244(70) ab girre g0 110 91(16.6) 2.99(46) cd 2.51(73) ab
Over 700  103(18.8) 3.04(.56) ¢ 2.30(.83) a Over 120  87(15.8) 3.09(.63)d 2.25(.84) a
F 642" 343" F 11477 2.82"
"p<.05, " p<.001
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Table 5. Purchase behaviors of luxury goods according to demographic variables

Purchase behavior

Purchase behavior

Frequency Cost Frequency Cost
N(%) M(SD) D M(SD) D N(%) M(SD) D M(SD) D
20-24 196(35.7) 4.55(3.99) 1,880,936 a High 70(12.8) 4.74(4.32) 2,796,034 ab
A 25-29 166(30.2) 5.07(4.35) 2,702,922 ab Educa- College  102(18.9) 4.74(4.67) 2,748,144 ab
(5 .
£ 3039 103(18.8) 5.67(6.14) 3,227,041 b tion  in college 195(35.5) 4.65(3.82) 1,813,314 a
40-49 81(14.8) 4.31(4.09) 3,004,225 b University 179(32.8) 5.29(5.34) 3,117,836 b
F 1.80 371 F .66 419"
Student 223(40.6) 4.65(4.28) 1,866,513 ab
Housewife ~ 69(12.6) 4.52(4.42) 2,302,419 abc )
Unmarried 359(65.4) 4.96(4.57) 2,384,582
Management
> 85(15.5) 4.92(4.75) 3,388,272 bc ]
Occu- /technician Marital
pation Services/own status
) 96(17.5) 5.46(4.95) 3,512,921 ¢
business
) Married ~ 188(18.8) 4.79(4.70) 2,897,674
Professional  47( 8.6) 5.77(5.90) 2,936,000 abc
Other 19( 3.7) 4.63(2.95) 1,766,667 a
F 82 4.04™ t 40 -1.53
Below 299  74(13.5) 4.10(2.86) a 2,322,917 a Below29  61(11.1) 3.69(3.08) a 1,320,556 a
300499 136(24.8) 3.95(4.04)a 1,729,120 a Monthly 30~49129(23.5) 4383.75)a 1,486,387 a
Income expen- 50~79 143(26.0) 4.76(3.62) a 2,368,647 ab
500-699 136(24.8) 5.16(3.94) a 2,616,947 a .
diture  80~119 91(16.6) 4.81(4.52)a 2,600,581 b
Over 700  103(18.8) 7.37(7.03) b 4,239,794 b Over 120 87(15.8) 7.35(7.14) b 5.367,108 ¢
F 11.40™ 8.95" F 746" 19.25™
"p<.05, "p<.01, “p<.001
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4) AF-5AITA wglel w2 HEF TS = AT =(F=3.49, p<.05)9} TH | H(F=3.58,
O TEATA Wole W}E WE TujulEEe] p<.05)°ll A Fugt zto]E Kol AT o] 40th<l
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Table 6. Purchase satisfaction of luxury goods according to demographic variables

Purchase satisfaction

General Repurchase ~ Word of mouth
satisfaction intention intention Loyalty
N(%) MSD) D M@SD) D MSD) D MSD) D
20-24 196(35.7)  3.38( .57) 343(67) b 331(74) b 3.29( .93)
25-29 166(30.2)  3.45( .62) 330(.78) ab 325(74) b  3.30( .93)
Age 30-39 103(18.8)  3.53( .63) 331(.74) ab 324(84) b  3.26( .98)
40-49 81(14.8)  3.31( .77) 3.13(80) a  298(78) a  3.01( .86)
F 2.33 349" 3.58" 2.07
Marital Unmarried 359(65.4)  3.42( .57) 3.39(.70) 3.26(.77) 3.28( .95)
status Married 188(34.2)  3.40( .73) 3.20(.80) 3.18(.77) 3.18( .90)
t 26 278" 1.09 121
Less than high school ~ 70(12.6) 3.28( .60) a  3.14(.81) 3.00(.85) a  3.07( .86)
College 102(18.9)  3.45( .71) ab  3.31(.79) 335(.81) b 3.37(1.00)
Education
In college 195(35.5)  3.36( .58) ab  3.32(.68) 320(.73) ab  3.18( .95)
University 179(32.6)  3.52( .63) b 3.40(.74) 3.28(.75) ab  3.33( .90)
F 325" 222 3.23" 225
Student 223(40.6)  3.40( .56) ab  3.37(.67) 3.26(.71) 3.26( .89)
Housewife 69(12.6)  3.25( .73) a  3.14(.70) 3.14(.71) 3.14( .93)
Management/technician ~ 85(15.5)  3.51( .58) ab  3.32(.76) 3.28(.68) 3.31( .79)
Occupation
Services/own business ~ 96(17.5)  3.53( .72) b 3.46(.89) 3.34(.98) 3.33(1.07)
Professional 47( 8.6) 3.48( .62) ab  3.20(.65) 3.18(.73) 3.17( .94)
Other 19( 3.5)  3.28( .80) ab  3.16(.87) 2.82(.93) 2.95(1.18)
F 226" 2.14 1.80 86
Below 299 74(13.5) 334( 1.12) a  3.29(.86) ab  3.22(.93) 3.23(1.12)
Household ~ 300~499 136(24.8)  3.41( 94) a  3.22(67) a  3.17(.78) 3.17( .94)
income 500-699 136(24.8) 3.42( .88) a  3.37(.68) ab 3.22(.66) 3.31( .88)
Over 700 103(18.8)  3.59( 94) b 3.50(.83) b  3.35(.86) 3.35( .94)
F 271" 2.89° 1.16 84
Below 29 61(11.1)  3.30( .73) 321(78) a  3.10(.68) a  2.87( .95) a
30~49 129(23.5)  3.37( .53) 330(62) a  3.13(75) a  3.17( .93) b
x;z;lgim 50~79 143(26.0)  3.43( .60) 328(.66) a  326(73) a  3.41( .87) b
80~119 91(16.6)  3.51( .61) 330(.80) a  3.19(78) a  3.24( .94) b
Over 120 87(15.8)  3.54( .76) 3.60(89) b 3.49(.93) b  3.41(1.02) b
F 1.99 3.52" 345" 454"

p<.05, “p<.01, "p<.001
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Table 7. The relative influence of variables on purchase behavior of luxury goods

Purchase behavior of luxury goods

AHIRE T oy

Dependent Step 1 Step 2
variable
Independent Frequency of Purchase cost Frequency of Purchase cost
variables purchase purchase
b 8 b B b B b I
Age -15 =157 14090 -.03 -13 -137 485443 -01
Demographic ~ Education 19 .02 271889 .08 04 01 210837 .06
variable Household income 396 337 07 157 389 337 07 147
Monthly expenditure 00 1977 138 34" 00 13" 1.06 27"
Ostentation -98  -.08 557618 -.12°"
Consumption Conformity .76 .07 256514 .06
value Enjoyment 114 .09 1269428 26
High quality 73 .06 232718 04
Attitude of luxury 3.00  .167 133231 .02
Attitudes " .
Attitude of counterfeit -1.48 -12 -1013600  -.20
Constant 527 578819 -431 -890620
F-value 18.80"" 16.29™" 12437 13.65""
R? 15 14 22 24
D-W 1.94 1.93 1.96 1.88
"p<.05, “p<.01, "p<.001
A BETFE Fujol BErh g2 BEs AEwT Hlol Al diEe 4%HA 28 Al E HE
EAE Y F UG 2H7FX ¢ HE BHEE ) 31 FdEo] B
g A, 1DAA Fog fdoldd JIT%E
4. BE AH|TIEEO| JE2 0|X|= HEHel A Wele A JEFe vXA %, HFE
Se g M 7b 9h WEl N Bl=nto] FolF JFL
ZAYY Ao HE FuRERd JFS vt & BEFo g =Tt SAALFE, &
A& WS 73] A AAE FIAEH Hlo|A EARES FTEFE, FH9 5748E
< AABETE SPHUAA GRS ATFEA FALTE, FAIA A7V €T E WE
| H
e

Durbin- Watson®] SAZFS AXstg o 37) 3
A2l 2% D-W gtol 1.89~1.982 UEh}A 2=}
7o) Aol §le Ao Yyt
1A A IF-FAE WHle SHWS
F3 A9 47 MAAEHe] REFE

Aol L5 BF TS

d

o
Ho| &5,

£} Be A0 % YEITHE=S.03, p<.001). 5

¢lo] Am# o 45%F 19-Aol Hs)| 41%2] A

o] Z7lstdth olEe Ade Auizte] o
F UEEE 7 ode Hze i &
Oliver(1980)8] & AAsh= AFolH, LHE

o

ZAES FT8he AL AF Al
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Table 8. The relative influence of variables on purchase satisfaction of luxury goods

Dependent Purchase satisfaction of luxury goods
variable Step 1 Step 2 Step 3
Independent
variables b B b B b B
Age -01 -17 -.00 -.08 -01 -.08
Demographic ~ Education .06 10 .02 04 .01 .03
variable Household income 435 .05 2.20 .03 -2.84 -.00
Monthly expenditure 8.33 13 1.86 .03 -9.79 -.02
Ostentation .08 10° .09 12
Consumption ~ Conformity .05 .06 .04 .05
values Enjoyment 21 26" 18 227
High quality .10 11 .09 a1
) Attitude of luxury 41 31 40 317
Attitudes
Attitude of counterfeit -.05 -.06 -.02 -.03
Frequency of purchase .00 .03
Behaviors e
Purchase cost 243 14
Constant 3.38 91 0.94
F-value 503" 33.38"™" 30.00™"
R’ .04 45 47
D-W 1.89 1.92 1.98
p<.05, "p<.01, "p<.001
£ AL, BEFE TGN Fajde] FFES ALFE T F wEo] A vdEhE HE &
Fv ZA0FE UEEt & WE g s=rt H| 8] E4A4E BoFE Aijolth
FAALFE, WE vl o EAES FTF
5, Fud B2 &S ASETE, ¥F & V. 8¢k gl A=
Hlof| glo] AAE FasH Ad5E, FH9 ¢
TFRE FNETFE BHF TSR 555 4 B Ao A#E goksld thed gk
T AL o]F WY AHYLS 29ART 2% AR, AolaAe] ME AnrixE Td o4
2 =Rl 47%= YEFSTHF=30.00, p<.001). ™8 Aol MM =2 A4E By, O ogd A
F USR] 9T VA HF YT A, EAS w0l Bx4o] M e H4E
TR 7t of et Fujdeal A HgETE 32 By
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EE B BHE F5E 7Y &0AE &H 2 g o) wg} 2Ho]S B 300 olsky] o4,
UEETF Ave A & F Atk ¥l g nEA, ARYE o] FHL AU oA, A
2HIAE] WE/ENS Y-S mXE 8] 57183 AAAIM =A vEth 23
£ ANE LujAEo] AA HE Howyl ofy Z2H7FRE AEARe} e 2 AU EA
g o]& 47] S8 FAE FH4, vgdF H o we} 2olE B VBN, AZRYE oA,
&o] 2= Ao uHTTH, o] ATl A 7167 o4, A EYo] B o oA
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