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JolE (detistw AHste Sags)e
Sy
A 53 ANk g o Rl dFE nAE WEAY Al dete] 7957 A 724 AAE FEse A
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2 Eete] 719E539 WEAC] anlA PR wXE JF IAE ATHOE BAstaal, ¥ 282719 HES ddoE R4S
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719547 HEA] BACAA 71954 F 7199 HEY AT HEAdel foldt Y-S v, 7gEEe L4 gl
oot JFE vA= AoE yethtt a8 9E9 84, dade PR AR fost A dFS nzod, ¥E
9] ApEAT ATAE FHdEe] FAARl AFE vAE AR YERET & ATl AAE HES Wi 724 NdS AR
ATFEFE FHFsh=d o83 7IkE AT Aoy, HEH A QAL Anjate] Agd W5 7] 2]l IRlshed AFA0E T8
o] & AoJt},
ANAFA o HE (uxury), 71944 (corporate attributes), 873 (luxuriousness), -] 2] = (purchase intention)
I ME 0 2] AeE weagel vAE R dls A
MAS BE T FEE e AP 2e st @
A0 &H|AHES S Hse A5 el wet Wi A 2 ATHA DAL <], 2004).
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ste, 2012). &HAES WES A7t Frhshed AFQ
A5 73 Aeshz Zlo] ofuet HEe S d¥S
A BEAQ Q4E Fske] AnRke] JiQ1E HEe| gh=
AES HAesleln 59 (Keller, 1993), “3%011 et 2njate
H7Hs AESPRT oldg 1 AES Avse 7199 o
Aoy omAEREH wHd Fs E‘:L‘E:E]F(BTOWH & Dacin,

1997). webs] AB|AHE A Zebe AEEA T 7|94
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2.1 7|o-l _J_.I~_ M

AL Al AZshs HE(Attitudes)= &HIARS] E7F
£ oujstd, ofd el oiste] dUnmtHow FoHolAL
HleeA o R bt SrE ARAFes HoHx Sl
CHEEL 91, 2010). B Aoy Hal=o] AEs) e
A FsS olasta dFehe Fod Wt & &
ATHAQIZ-EA= 2005). 239 719542 7|l digh
AR REE] TpFE Q1AF AE FEke] A

v Xtk 79, 2003)

Z2BIA7F ERARS Tullshs Aol AEY oAl AFE
E2dot AlE 4% AE VAo R o] Fol Wt Aaker &
Biel, 1993). 71982 AHAFEoAl 7o) Aakst AlEe]

o EES Alde] JEE mAE 29 Zgsh, 2R
theketAl A7k S Batel AAF o R 7)9159E Bkt
232 3HehBrown & Dacin, 1997; 7-5-El, 2009; ©]v]%, 2003).
71E AT=0lA 7194599 tRekel s eaEA 7|HA,
7193, 71o)nA] ol st aAte] Bado] A|7|=Ho] gk
omnj, wiAY Foeld= Z]doln] A9t 719 H R AdeR A
TE 910, Brown & Dacin(1997)%17- o] F-oll= 7]¢191Ake] 7
Ho® SUEE FAE Rolal Au(EE-F744, 2012). ©]
o} 22 719548 e Ak A H AES 7139
BAEE FAA7IE dHo] Ha, 719 f3el wet A

Foll tigk Anjte] whgo] ApEAQl Qs vAE Ao
ERtar Slth(Aaker, 1991; Brown & Dacin, 1997). o] &H|AH=
o] ZRl& ¥ she FHOR STAOR A4S V]
Q9] AFS Msstd = Aol Q7] wlEelthAaker, 1991).
e AR B S SO A B i

= clojEend 2003), ZH|AtA
141Q1 HelE& X'H“TOLE]")% tE BA7IdEl g4 mE

o

S A HAE AFshe §AS 7T SitHAaker,
1991). AFES Tt Yehdes 719542 Aol disk 2

7]
ste] gRlo® ZG3l| skl ANAHES AlES
u FR7F A, AF A0l %‘—%—?_} Aol A7 A
= 7277 9 7199 B RS AA DAE AR
317] wiEolth(ZE Hl, 2009). wEhA &40 an|Abe]

T9} Hrbe] 9GS nE= theket sk ash=t), 719
H]

= B

&4 FolA] anlael AFHE GF& vIAE Frhs
AdRgel 9 et FRE 5 gk
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@ %42 719

sttty AR o R E AFY A4z # Nl
ZH(CA, Corporate Ability)Z Alude AHAO0R AR &
< £AQ 71 IHCR, Corporate Reputation)©.Z -235}o]
AR Stk
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21.1 71y A

719 dEHCA)E 7119 AHEES AABEIAY A58t
W vEh = 7199 ARl

1o Eato] H71ek 4= 9l Q910|tBrown & Dacin, 1997).
?XJIZ*OE N9 7100 Akt Algshs AFY
An| A0 HEAS «]U] SHHBrown & Dacin, 1997; Walsh &
Bartikowski, 2013). 719 9% AR 7)o 3] Ztar 9l

= UiAd ZWOE 71%14 M%a HA47} AFopte)
59, 2549 , AEY EAY ASE wAAFAS
FEA717] 98 71?401 BRI Qe AsEe SR
Adoz 7199 BAZl Aggolgt & 4 glon, AHR
o] AIFE Bl B JEFTFE A= AdLlo|thBrown &

Dacin, 1997; 75 El- A<, 2008; ©]7]4, 2003).
71E8 o] 7IEA B ATl TR

oAl FAol tigh An|Ake] Azt b W FFgFE vA I,
olg]gh Y& AFHI=S} Fujelice] AAE = Zow vy
A3 QtkBelch & Belch, 1987; Brown & Dacin, 1997; ©]v]
%, 2003; Y, 2004). kA 7199 FES 71Sdo] BAkstka
Agshz AFolut Anjxd] A#AE Uehlles AxE A48
ato], AnAF AlgS Brketa 54 HEE FAshe
g o3k 9gs gt
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TAA] Frieta & 5 oloH, 7I1dE Brkeke v 8%
S 2o B Gosti & Wilson, 2001; 715849, 2012).
71983 Antd o g Lu|Abe Al Z1ge] g HEE 3
A7IE TR% Ads 8, ZIElEE Al Bkl A
< HA7] gl 719 Rl w2 Fas
FA37] Yotd B =8-S 7]&9t(Berens, van Riel &
van Bruggen, 2005; Brown & Dacin, 1997; 7984,
2012). webs] 71912 anjtellAl 7o RS A
T, AHAEY Y9l QT8 U7 28-S S, V)
Ao ApgstE SAS Hol & & 7] wiiel An|AtelA
ARE Fo] AFES Frisked F28 98E o= AL
2 ouehdar JIeKEA-E8A, 2012, Y, 2004). FH,
71E ATEA 719 Ee] AdE ARsked oA 719
B 71golmA e Zgato] ARgshs EAIZE e Aol
Aot} dR-ATEANAE 7R RT T|dov A= ME
OE dos RE, A5 2t TS Fuihe 9%
<l

i=]
ol ARt A E tHFombrun & Van Reil, 1997; Gosti &
Ke)

e}
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Wilson, 2001; 2}3]€, 2004; B, 2004). 22 7]¢jo| A
7 @3] HEA FES yehd ol 7 1
B} 3 oA 2 o2 wAlgla 7HEEthEE Y, 2004).
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Johnson, 2004; 3941 2], 2004).

B Ao 207k Bl HEE AR dukA
F9 bE2A Ak AFSAY ASE FEoR st
AR Al A A wHRE =2 Sl AlwEhis AlgolEa
gejgit, ol WEe] AFNES dvAFETL vE AFS
47 olEst apHA £A4o] AlFsh= 38l
v Al BT E A FshE 54
1993; 9&-H5v, 1990). Wb HEE AFESEAH] A

HAZAAT 113 R42 (SH462)

g A Y2 kAol ANbARl AFE tBEA A
Zrale @84 7Hxoln, WEALE Yu|SThKeller, 1993;
Vigneron & Johnson, 2004; 1147123}, 2005).

hy
5450 Ayl i Uehbs ez d¥stu

(Keller, 1993; 147123}, 2005). o]} o
]7

7}
=9 FAAA ARE duEtty & 5 UthDubois
Duquesne, 1993). wehA] HE4d-2 Ao}
ol A A& didte
ofl, AnjztellA A4 Helg
(AA-712-3}, 2005).
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WES AHAelA 7154 ek AeE vES A Al
<O, 2A0] Bl AElA & g(Psychological Benefits)<
ol obd AlF F2 HAEY MEs vEs T3 8
Qlo]tiNia & Zaichkowsky, 2000; Vigneron & Johnson, 2004).
webq AR AFEAY AFHE} BE 9ENS 3
Aol Qloin AZE AFALS FAA ARHOR A5

£5 SR 208 2owy ¥ Aol
olele HEYL AFL S40] Aol AT e
3 ue) Aoz 9§ Jldelv, BET PEol

ohoFshA FHEE o)A 31 9 thDubois & Laurent, 1994; Vigneron
& Johnson, 2004; A3 2003; M43}, 2005, YAE
2], 2006; 7127, 2006; 77, 2013).
& o] WAl 7xste] WEAE Ndgatd,
BEAES dVAES oE APEsStE 4 (Attributes)o] M, A
2 3 e(Benefits)= Al¥dtel HEA w5 =
3tr]7]= QRlolvh waba A7) A 2beks HEd 9
o AFel wt gt A 4 glorn, o] &
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(e} i=
BAACEAA e AEHNER sleho s st A
H7]2 o)
2.2.21 22 *(supenonty)
HES T¢fﬂ %él% 7P<l =

1_
QL
_;
OE

w24, AU Y, HAt
Z&EH(Vigneron & Johnson,
e B s 71
&A= E}L‘rolﬂi(Lelbensteln, 1950; Keller, 1993), A|Zt¥ #32
of tigh AHAEe] ARE

sg

o] $FEFE 74 zEv|Yd
HA2A7 sy ﬁiﬂ’/}(Aaker & Jacobson, 1994)

710}
2 4 AOHGHA, 2009, 20 FAo) b 2l

Ir

HWE BHT O o]nx] Ao AFAQ FEE A= 29l
o|TH(Vigneron & Johnson, 2004). WehA 43 FAL2 A
Z]’Oﬂ Al BE] 7HNE o A A ftEs QR1e0F |

o st s A Br7 &85 (Acker, 1991),
’\H]X}Oﬂﬂ] A7tE HE S99 2 FHOR o]oAA]
AREAES ALBA QS EolFe ES k= Zlolth(Holt,
1995; AAE €], 2006). o€} 22 PEL] B LHlAb|
Al 7124 32 (Functional Benefitys A 33l= &S i

4.1, 2015).

o

P

2.2.2.2 3|4 M(scarcity)

WE A HAEHOT AH|AEA EEF Zo A
Ao AFES HWEFT 5 s 4P 71E Alds] o
Fof ubEe(H Y, 2014), AH|AEO] A Zbeh=s FAaAS
a7HA T AgkE ke R et P ZoE IAaS
e ARl WES ARE & ok WEe WEAel ¢
= 218 9n| St Dubois & Duquesne, 1993; A3, 2003).

/IE el A AL Aol g el

S e ® st 210‘3% J Aol AmiztelA v &5
FolE olfrE AT AFES 7HAo] vl Aoleta oJAs)
7] WEolth. AHAES 55AE Fetuat B ARl
A T F fle AES i%%b_x} o, A ow 9
e 7S 5549 71FoE Agate] gFed Bl
AH-E F] T f&D](Fromkm 1968, 1971; Snyder, 1992;
270484, 2009; BHEA, 2009).

=]

& ZH 1o}w 7P 2 ol 2Rl
A &5 FFAATE 23 wEolvE S,
2010; /4941 9], 2004), i‘ﬂlx}ﬂ A ke a7k el o%t 3

[
=
>
|
s
of,
o

B

e ox
rO

Al

=7

Eat: b A 8}042 I Al diste] 98 & b
4] A st AEE st A &9 deAY
(Vigneron & Johnson, 2004; &80}, 2009). whehA] o]
gk B THAol nb sy AnilEvt SUkks &
do] vEehdH, 7pAoe] apd ARl HEE sle] afo] Srket

71O % Veblen Effectz}al & 4= 9] O.H(Leibenstein, 1950),
F b AA e AFEY FEEE AEY Y-S A

S e AThRIFA- 1, 2015)

okl of rir

2.2.2.3 x}¥ M(differentiation)
gEo] YehlE APEAL &uAF AlEY &HE Fsh]

dE = AR AR A Tl oI, AlEe E57 ol
A Ee] de Qe adow /\HW# | gEs dzst
=% {9l

2027 AlFolv BAEA Fstast et A &
e AxskE Ao, ofd HAEE D-gato] AL3|A
o] AHE UehiAY 28 Aofolul A& mHIF]
slo] AAA Fdoz AMSR= Zo|thAaker, 1996; %1914
123} 2005; Z}"*%} i, 2005). o]Hst o= AT}
AFL] AHEE E3ko XVL—E— g s 2348 BRI
H] 1.5} é@% g g8&o] A Yehte Aad &7
(Signaling effect) ®i5-0]th(A 14223}, 2005).
a2zl A A A 9)E A shE =5
SHA7E Agte Au| 0] ARES Bl 288 7] Huke
A g @H] O AARFE Z28S da, FE HAEA,
A2 AL % @V‘]@_ HOFE 4HE 3H= Ao|thVeblen,
J

A
ELOHHN'

1899; 4G4l 9], 2004; LA £, 2006; HAF, 2003). oA
288 9)= el } mf»M AR 7] wjEe 2u)zte] 47
A ke & FIS v A= QQdold, FA1H AH|= gl

Eo

o =

ARSI AAZAE AT A Snob effeer AT
S1tH(Leibenstein, 1950). Wt WE 2EAdL AH| AR

74] 7477 &Bl(Symbolic Benefits)S Al Fshs S-S (Y

FA-31R1, 2015).

2.2.2.4 M E5M(traditionality)
E BT g anAtelA e/ 7)3ke o] 2
7t WAs onlsiy, 555 WW HH?ﬂ ZHA L Q=
g 7= 9
Ho7 o]xﬂ7]7}. 0]/‘]'.4 A7} HEEA
= 7 TS, 2013).
To] F9E YERE B Yo R
auztel A Aol Ze ATAE Fole d¥E
e wiEMdEs 7ML glon, BEe] FAde deEde
A= uRbA 7t A ofja2s ALE SHf(Aaker,
1991; Smothers, 1993; A28}, 2005). &H|AHE 3HdE
AFshs AR @1 AFs THeE sk, AE
FA #HE AEAQ 24T ofyet B TR
g%, dlgEA, oakel dea ddd ZAAR] QAdlE

Z|

_n@r—ln_

rg: Lo mlo
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wWep WES A4 ARG meluA gt SHe ed%
o QUgele AEAHolw, WEd i na AFe A
232 olsistolol WAR 4 = FAE oulaThHAY,
2003). oleldt WES ATHE LAl T HAEA @

ek ¢ Sl WlERY &)Y (Exclusive Benefits)S Al3-8ko] A%
A

o] FAN Gl AHE 2R A 190, 2015).
2.3 FOi 9=

T ] %= (Purchase Intention)i= Fishbein & Ajzen(1975)°l <]
sto] AASE FFode mdo] AAE o]Fe Fu]ALe]
AAFE AFEET] AFSIITE T 5 AL
AEE TS 7Hs8e dehlle 53Tl (Dodds &
Monroe, 1985), Z2H]A7} 548 AlFolu Mu|AE Fuljte]
= 2nAke] Aekoz 7o) Hlth(Assael, 1998).

wabx Tl = &R gAY I Y gE

& Fehe £ Ao,

. (A2 ea A7 I1A

B Q7 auA7 AZekE AdSAe] BELY WAE
e} o|50] THHOE PujolE MAE ANE AFH
om ¥Aste] sl AR olth olg g AT
570 9y Slete] HYATE HgOR <1y 253} 2L
AR Ayt

719444
¥t 54

ZAoZ YERta tkBerens, van Riel & Bruggen, 2005;
Brown & Dacin, 1997; Keller & Aaker, 1997; 715E]- A,
2008; HFEE- T4 2012; ©]v])9d, 2003, SEHY, 2004). 714

HAZAAT 113 R42 (SH462)

&4 FolA Qg9 EE 20 AFS B4 9 WA
A 2 AFE-5HH(Shimp & Bearden, 1982; Y, 2004), 71
B AL AlE ARIF 59 Aol A74E A8
2A717] fleke] A4 EE ARSEE] wiel AnAke]
F99 Htel R4S wAE HAoIthBrown &
Dacin, 1997; 75 8- 7141, 2008; ©17]<, 2003; Y, 2004).
olgjg MPAFE AW}E vFoR v 2 THE

gk

o oY

o~

M HI 7]9589] 7998 FFYFEE, JL8
¥y dEY dHg 9= 7F X5
Hila 7]9/549 7|93 F&89 FEE0 d)
9 & #/F Zojrt
HIb 7]9549 7]993S FFY 280 3+
9 ¥gE #/E ZojT
Hie 7[99 7|93 FF89 AFEY &+
9 ¥gE 7/EH ZojT
HId 7]91589 7]919% FH8Y JEGA )
< e 7E ZojT

T 2 )Y J]GFHE FEYFEY, LY, A
2y, dEY A F+9 % 0E Hojg
H2a 7]/589 7]958S F#89 880 §+)
9 G 7 H ol
H2b ]G50 7]9FHE FFd9 L] Y+
9 FgL vjF Aojr}
He 7]9<42] 7] 952> G829 2480 S+
9 ¥gL njF Ao}
H2d 7]9<89) 7)9FaE HEs dEY F+)

9 G2 F o)}

3.2.1 HEY2| Fuiezete| A
B el BAE AvEN, PEde vl
AAHAE AFehs Q1o 2uA &5 T

il

ofo

S 3to(Keller, 1993; Vigneron & Johnson, 2004). %3t
o] 94, AN, AT Tl foe A
Holz Zlow ZAMQIThFSA, 2006). 12l ol
oA WEY WEAGS &R e foeh 3k
HAE AoE YehgtlEy 9, 2011; -8,
2012; A AE, 2014; HAE, 2003). o]He HAYA1E
o] AHE o R e 2 A7 S AAsith

LA

oL

4

do r@ X o 2 X

Y m HE FEYLYY, 28, A2, IS
FAHYES F0) 9 §E 73 Ho|ok
Hia F#YS £EYL THED S+ FFS 7]

# 7ol
H3b GFYS 28 g Fn) e FFL ]
# 7o/
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He BFEYE AEYS FHAE] F0Y Y82 v

2 Foz
Hd HEYY JEGE TIE F0) o FFL v
2 o)z

Iv. 8y
4.1 AF=A}
411 II‘E*"' ol @& MX

xX AT o

2 A7E Ay A= AFse 200 o)l
dom AEXARE SSith AR 2014 124 21
Bl 2015 1€ 199704 70zt Al s
Aol = iHlZ}E o F 370579 A&
2 Oustal 32005 3lete], 1 Felld BAA
Aolstar 28245 % o] A el ARE ARSI
FAMY AFORE APRANE Bate] anAt 7 4
F1 ASshe AlEer el B BE 2Hgakz sl
s, APl HlwA w@r|bo] B R -89 F(response
error) Stk 7HYsolom, 4% AEE SPSS 18.0%
AMOS 18.0& AHg-3to] A4 313IT.

o

i

A u{M
N
>
il & oo po ro

e TR

oo o
o [o % Hr wo

[e}

4.2 M2
421 719 &M

NAEA e 19l e anlael deke A Hel Qe

Fofol AFHEA Bl 9T vIAE Fo@ Q90w

AOIBTHEITS, 2003). £ AFeIAE A9 2R
o

Azvshs 7194l Qato] Hrkshe 7199
HAIHCR)C.E TH3}71, Brown & Dacin(1977), ©19]%3(2003),
AEH20099] Al AR SALES & Aol A%
st=5 Asto] ARt

|

£ 3= *c}f%ﬁ —aﬂl‘%“% A&t JLJ
olgta Aoty WEAS 94, A, A, e
o8 5, B39 53EE Dubois & Laurent(1994),

Vigneron & Johnson(2004), &413(2003), A-274(2006), UAF
2](2006), F773(2013)S] ATFeIA AMER SATES 2 A
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Abstract

This purpose of this study is to academically define what "luxury products” mean, and to clarify the cognitive structural relationship
between corporate attributes and “luxuriousness” in relation to the determinant of luxuriousness that eventually affects the purchase
intention of consumers. This study is also written under the theory that luxuriousness leads to benefits such as functional benefit,
experiential benefit, symbolic benefit, and exclusive benefit; which all provide core values to consumers and serve as effect factors that
influence the psychological satisfaction of consumers. The commonly discussed measure of the determinant of luxuriousness has often
failed to adequately describe the reasons to why the consumers prefer luxury products. This study also aims to suggest a new path in
how and what the consumers perceive as luxury products, and to conceptualize what luxuriousness means in the marketing perspectives
on the background of a previous theory. The part of corporate attributes are divided in the following sections: corporate ability(CA) and
corporate reputation(CR). The part of the determinant of luxuriousness is divided in sections of superiority, scarcity, differentiation, and
traditionality.

Therefore, this study used the theoretical concept used in such common measures as well as 282 examples to empirically analyze the
relationship between corporate attributes and luxuriousness of luxury products, and how such affect the purchase intentions of consumers.
The survey used to aid this study targeted luxury product consumers regarding “B” brand of automobiles. Using the analysis through a
structural equation model, the study draws a conclusion that in a relationship between corporate attributes and luxuriousness, corporate
ability(CA) of corporate attributes affects the facts of differentiation and traditionality in a significant way, and corporate reputation(CR)
of corporate attributes affects the factors of superiority and scarcity in a significant way. Additionally, the superiority and scarcity of
luxuriousness positive significantly affects purchase intention, and differentiation and traditionality of luxuriousness affects purchase
intention in a negative significant way.

The structural concept of luxury and luxuriousness suggested in the study will provide the theoretical basis for building a new case
study, and the determinants of luxuriousness in the marketing perspective will be a practical help for checking the consumers’

psychological reasons for purchase.
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