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Effects of Conspicuous Consumption of Restaurant Customers on Brand Attitude and Purchase Intention
- Focusing on University Students Majoring in Cooking and Food Service Industry -

Sang Jun Jang*

Division of Food, Nutrition and Cookery, Keimyung College University

Abstract

The purpose of this study was to determine the relationship between conspicuous consumption tendency, brand attitudes,
and purchase intentions of college students regarding eating out by limiting conspicuous consumption tendency among
several psychological variables to acquire a more precise and concrete influence factor on consumption behavior to eat out.

First, as for sensing other people, pursuing individuality and brand orientation among conspicuous consumption tendency
of restaurant costumers had significant effects on brand attitudes, whereas the influence of status symbols and pursuing trend
factor on brand attitudes was not verified. Second, as for sensing other people, pursing individuality, pursuing trends, and
brand orientation factor among conspicuous consumption tendency had significant effects on purchasing intention.
Otherwise, the significant effect relationship between status symbols factor and purchasing intentions was not confirmed.
Third, as purchase intentions increased, brand attitudes of consumers increased according to existing research. Thus, this
study suggests a more departmentalized marketing strategy method to create profits and enhance competitiveness of food

service enterprises, and academic implications suggest fundamental data of relevant studies on conspicuous consumption

tendency and purchasing behavior of consumers to eat out.
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<Table 1> General characteristics of the subjects

Classification n=261 %

Male 95 36.4

Gender g male 166 636

Less than 10,000 won 7 2.7

10,000 to 50,000 won 28 10.7

Average 54 600 to 100,000 won 54 207

monthly €ating ;55 53 to 150,000 won 62 238
out cost

150,000 to 200,000 won 45 17.2

More than 200,000 won 65 24.9

1-2 times a(per) week 57 21.8

Average  3-4 times a(per) week 98 375

monthly eating 1-2 times a(per) month 31 119

out cost  3-4 times a(per) month 31 119

More than 5 times a(per) month 44 16.9

Korean restaurant 23 8.8

. Western restaurant 128 49.1

Favorite Chinese restaurant 23 8.8
restaurant

Japanese restaurant 66 253

Others 21 8.0

with parents 59 22.6

with friends 168 64.4

Tablemate ~ with couple 252 9.6

alone 4 1.5

Others 5 19
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H(37.5%), 4 1~23]9 94 3~43]7} 27t 319 (11.9%), ¥
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<Table 2> Factor analysis and reliability analysis of conspicuous consumption

Factor Eigen % of  Cronba-ch’s

Factor Details Communalities . .
loading values variance o
I want to show off myself to others when I purchase products. 787 854
I consider that it is famous products as well as others would
752 788
oth acknowledge when | purchase products.
contsceif)sus I choo.se produc}s that other people would acknowledge. 725 773 3712 16.140 003
consumption Sometimes [ think that I want to by good products to be 698 766
acknowledged by others. ' ’
I would like to purchase good and expensive products that others
.686 763
would acknowledge.
It is a great pleasure to use products to direct my own sense. .645 798
It is important that it has unique style different from products
635 787
o that people use.
lnd1v1d2al I prefer to products to express my sense. .631 787 3500 15.617 852
conr;llllrrimtion I want to emphasize on product individuality high in scarcity. 616 763 ’ ’ ’
P I like brand products which has different and new feeling from
. 559 741
existing brands.
I like unique products to attract people’s attention. 446 642
I think the purchase and usage of a certain product shows his/
- 754 832
her economic level.
Stattl)l(s)l I think T should consume in the similar level of the people 769 ’13 3.018 3121 887
Sym . which I want to belong to a certain status. ’ ’ : : .
consumption . .
According to products used, the status of person looks different. 753 811
I want to show who I am by using products of famous brand. 736 721
I would like to sense responses of friends when I purchase products. .664 .780
. I would like to choose products that friends would notice when I 719 3
Fashlonz'ible purchase products. ’ ’ 568 11,659 200
conzﬁsnmttion I check the trends of products when I choose. S16 612 ’ ’ ’
P I like to purchase the product in new trend first than others. 632 .608
I have a tendency to buy products that my close friends have. S10 .607
Brand . I purchase products at famous brand shops when I buy products. 810 .850
c(r::;urrr:utris(;lrit I prefer to famous products instead of its rather expensive price. 816 831 2,614 11.363 878
P I prefer to famous brands. .760 .820

Cumulative % variance=67.902 KMO=.873 Bartlett’s test=3430.290 Sig.=.000
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<Table 3> Factor analysis and reliability analysis of brand attitude

1 0,
Factor Details Communalities Fac?or Eigen /0 of Cronba-ch’s o
loading values variance
I have a good feeling toward this brand. 730 854
I like this brand. 684 827
Brand This brand appeals to me. 672 .820
anﬁ‘de I am positive about this brand. 613 783 4211 60.152 886
This brand is interesting. 548 740
I want to purchse this brand. 490 .700
I can trust this brand. 475 689
Cumulative % variance=60.152 KMO=.851 Bartlett’s test=1011.619 Sig.=.000
<Table 4> Factor analysis and reliability analysis of purchase intention
- o ;s
Factor Details . lities FacFor Eigen A) of  Cronba-ch’s
loading values variance o
I would like to use this restaurant preferentially. 652 .808
I would like to recommend this restaurant to others. 581 762
I would purchase the products and service of this restaurant
. 54 .
El‘g)‘:t‘sz continuously. >4 38 2706 54112 785
I use this restaurant with great satisfaction. AT7 .691
I would like to use the products and service of this
. . . 450 671
restaurant when its price would increase.
Cumulative % variance=54.112 KMO=.755 Bartlett’s test=385.817 Sig.=.000
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<Table 5> Correlation Analysis

1 2 3 4 5 6 7 Means+SD
1. Others conscious consumption 1 2.305+0.855
2. Individual pursuit consumption .006 1 3.430+0.669
3. Status symbol consumption 528%* 114 1 2.519+£0.918
4. Fashionable pursuit consumption ~ .574** A75%* A9 1 2.617+0.714
5. Brand pursuit consumption A10%* 154%* A65** A85** 1 2.652+0.929
6. Brand attitude 363** 200%* 314%* 336%* 395%* 1 3.176+0.606
7. Purchase intention 202%* 265%* 265%* A75%* 309%* A95%* 1 3.060+0.609

#p<0.05, **p<0.01

<Table 6> Regression analysis of conspicuous consumption and brand attitude

o Unstandardized coefficients Standarfilzcd
Classification coefficients t-value p
B S.E. B
(constant) 1.768 203 - 8.704 .000
Others conscious consumption .148 .051 209 2.889** .004
Individual pursuit consumption 134 .051 .148 2.618** .009
Status symbol consumption .034 .046 051 734 464
Fashionable pursuit consumption .041 .062 .049 665 507
Brand pursuit consumption 156 .043 239 3.609%** .000
R?=232 AR?>=217 F=15.445 p=.000
Dependant variable: Brand attitude
*p<0.05, **p<0.01, ***p<0.001
<Table 7> Regression analysis of conspicuous consumption and purchase intention
o Unstandardized coefficients Standarfilzed
Classification coefficients t-value p
B S.E. B
(constant) 1.718 209 - 8.229 .000
Others conscious consumption 178 .053 250 3.377** .001
Individual pursuit consumption 227 .053 249 4.318%** .000
Status symbol consumption .057 .047 085 1.202 230
Fashionable pursuit consumption 130 .064 152 2.036* .043
Brand pursuit consumption 132 .044 202 2.976%* .003
R?=.197 AR?=.182 F=12.546 p=.000
Dependant variable: Purchase intention
*p<0.05, **p<0.01, ***p<0.001
EAF a9l HAE Hxel #§93 9= vAle A= A3 34 AEERl RS 19.7%= JERES
Uebg o, A9l f3F aglo] BAlE ol v o, SRS ol o= YERITHF=12.546, p<0.001).
Qe o3 9P A Rk FAH 2] D 29 F BRI, YT, Fa
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A &2 deter] flste] 7hE 13} o] FAJA An] skt
o) el ke, WFT, AN, FAFT,
BAEAF S SHHFE s, Frjoe s S5 6. ESH= E{=7t 0S| =0l 0]X|= & =4
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<Table 8> Regression analysis of brand attitude and purchase intention

o Unstandardized coefficients Standarfilzed
Classification coefficients t-value p
B SE. B
(constant) 1.480 175 - 8.437 .000
Brand attitude 498 .054 495 9.174%%* .000

R?=245 AR?>=242 F=84.162 p=.000

Dependant variable: Purchase intention
*p<0.05, **p<0.01, ***p<0.001

IHE B <Table 8>3 2tk #4147} 3]7)49] 498 R
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