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Tab. 3-1 Measurement

Variable Items Sources
f:;li?lal o The objective and the perceived price %A;:Zld\;iasﬁ ZE 21188(1)?;
1) Very good location of the store
2) The high—class decoration of the store gives a superior feeling Benzo and Felice(2014)
functional and an eye-catching looking Teimourpour et al.(2013)
value 3) Superior quality of the product Wiedmann et al (2'007)
4) T always recommend this store to others '
5) Staff in the shop is very helpful and knowledgeable
1) Shopping at this store makes me feel full of power
2) The group of people shopping in this store are similar to me .
social 3) This store is the kind of store that people I admire or respect ?Z?;%uigufegf 2(12(021611)3)
value would come Wiedmann et al (2'007)
4) T felt valuable when I communicated with the staff in the shop '
5) This shop gave me the opportunity to interact with others
1) Visiting this store shows my social status
2) This store offers me a diversion from my daily life routine Benzo and Felice(2014)
individual 3) This store makes me feel happy Teimourpour et al.(2013)
value 4) Shopping in this store helps me understand the fashion trend Wiedmann et al (2'007)
b) This store provides me with many sensory benefits )
(e.g.: smell, music, etc.)
1) impress others with my wealth in order to win my esteem and
thus, maintain or improve my social status
2) a process by virtue of which individuals may achieve or
. maintain status Chen et al.(2005)
zggzgﬁlgésn ) seeking to purchase goods and services for the status Chen et al.(2008)
regardless of that my objective income or social class Nunes(2009)
4) displaying my social status, wealth, taste or self-image
to my important reference groups through
consumption of publicly visible products
intention to 1 I would buy it. ir} the near futgre Aaker and Keller(1990)
2) 1 plan to buy it in regular basics Jaafar et al.(2012)
purchase 3) I intend to buy it because I am concerned about it Wee et al.(2014)

<Table 3-1>ell v th= A 7o) QA=

. 4- idati Reliabili
Sapee Ao AHE TRl AN Tab. 4-1 Validation and Reliability

o] ZoA AFA 7x= skxld) wet 71%A 71X Variabl [tem Factor Cronbach
ariable
1} A4 FhAel BYAIIE ke ) B A No. | Loading a
A 1 )& s 2] $Isie] dvk B ! 1
o= sl Tk o el ;A sAamleh ’ o
_ SN 3 3% (deleted) 0.749
FjE =3 7)1E AP0 A S =AIFES & value
o 4 639
QIste] o)F2] B4jel Bstck - -
social
3.3 o471 Hpg value 1 616 0.791
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A B 15w S 19980.6%), et &
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Tab. 4-2 Summary statistics

oke®] FABAE UERRITE

B Ao dolr At 3 A FAQl aAo
Variabl| | Sid 1 ]2 |3] 4|5 o]_?HE}M}HM “T;_sz]
ean A= x| So0] Al A H]X]= 35, =
e Dev. inter—construct correlations WAk 7S] 2 | PAE 99 A
5 Sk gy =35 B0 Alsistod 771 S
TRy R S S SRS AAEgE, 1 Ak
2 417 | 125 | 288 | 1.00 <Table 4-3>ol A|ABFHTE 0] QIX|gh= 7FAIQ)
3 | 455 | 121 | 163 | 225 | 1.00 AFA, 7154, ABA, 28 /i AE B
4 | 466 | 114 | 285 | 169 | 232 | 1.00 FEHQl 1] FA L]0 FES v U9
5 317 | 176 | 273 | 300 | 211 | 212 | 1.00 o} oluwje] MmEe 50.1%2 UERFoH, ©ao] 3
6. .3.90 185 | 344 | 364 | 419 | 372 | 443 ST sl Uehl= AL IRISETHE =
} il e Q725 p - 00, R ol A g3 L
3. social value o] ==%|3th
4. individual value
5. conspicuous consumption
6. intention to purchase Y@ ZH) = 0632 + 0.286X,(AEA 71x]) +
All correlation coefficients significant(p<0.05) i } ' er., }_]
010IX:(7153  7E) + 0.287Xs(ARA 712 +
N N . 7h1A 7Ex
A9k A4 A3How £EE S4YRE olgs oo IATHD
o 7z} Wl V| 2BAIRS g]lsl] Hkth <Table
$Do) R WF L EFUAT EANGL
Tab. 4-3 Regression Analysis (1)
Dependant Independent Standard
) . B t—value p—value Tolerance
Variable Variable Error
Constant 0.236 2676 0.010
financial value 0.089 0.305 3.210 0.002 0.375
. functional value 0.048 0.124 2113 0.039 0975
conspicuous -
consumption social value 0.073 0.326 3.929 0.000 0.491
individual value 0.078 0.397 4.334 0.000 0.402
R = 0708 R® = 0.501, adjusted R* = 0.49
F =60.728, p = 0.000, Durbin-Watson = 2.164

{Table 4-3¢] A4 F43) & of &
S|AAIFAA & e AR Al FFHe
A7V A E 5 Aok o] W SHHTEY] o
FES BA AE JR7F P 2
I YK B=0.397; p<0.000). o]l Hls|A AR =

S FFEE 7R THE 7158 THAIE U

208

ERTH £=0.124; p<0.039). & HdiA 2712 7
A IFHE Tl & o e, Ai]lel A
= Iuzees Uehlle BEE 7E7F ALl
&S TAARE I FAME LA ol 71
H 71sA 8]le] 7 vl dF miAlAL

ojojx A9l FA|Z&HZE o=l HA= G
Fe APl AR AFAEHE AAsislen, 1
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Tab. 4-4 Regression Analysis (2)
Dependant Independent Standard
) ) B t—value p—value
Variable Variable Error
Constant 0.322 5550 0.000
intention to conspicuous 0072 0.628 7.266 0.000
COHSUmDUOIl
purchase 5 5
R = 0628 R = 0.3%, adjusted R™ = 0.387
F = 52.800, p = 0.000
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The Impact of Factors on Consumers’ Conspicuous Consumption

Hyeonsu Byeon*

ABSTRACT

The main purpose of this paper was to review how luxury value is related to the consumer’s
conspicuous consumption and purchasing intention. The author formed luxury value which is including
financial, functional, social, and individual value. In order to obtain the research results, the author
conducted a survey and implemented statistical treatments.

The results can be proposed as follows: First, financial, functional, social, and individual value was
positively influencing on conspicuous consumption. Second, conspicuous consumption was impacting on
intention to purchase. Third, it was suggested that the relative effect of individual value on conspicuous
consumption was greater than other values. Thus it was concluded that consumers put a high value
on conspicuous consumption.

Keywords: Conspicuous Consumption, Luxury Value, Financial Value,

Functional Value, Social Value, Individual Value
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