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Abstract For some consumer goods, consumers expect additional benefits or returns after
purchasing or using them. This kind of consumer goods that consumers expect some additional
benefits or returns after consumption (hereafter consumer goods of investment or CGOI) need
not only an approach of simple purchasing perspective but also an approach from investment
perspective. Current study tries to figure out if consumers react differently in their purchasing
intentions toward CGOI between when they focus on the product’'s quality, functions, or other
current state related information (e, simple purchase focus) and when they focus on the
benefits that will be generated after using the product (i.e., investment focus). According to the

results, while consumers’ purchasing intentions toward CGOI in the investment mode are greater
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Effects of the Investment Concept on Consumers Purchasing Intentions Toward Consumer Goods of Investment

when the price is low than when the price is high, consumers’ purchasing intentions toward CGOI

in the simple purchasing mode are greater when the price is hgih than when the price is low.

Key Words : Consumer Goods of Investment(CGOI), Purchase, Investment, Investment Concept,
Purchase Situation
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Significance level

074
.381
.583
.039

F value
2.363
773

303
4.348

Mean Square

3.052
999
392
1.292

0.617

d.f.
3
1
143

Table 1 ANOVA Results of Experiment 1

Price x Purchase Focus

Corrected Model

Price
Purchase Focus

Sources
Errors
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Table 2 ANOVA Reseults of Experiment 2

Sources d.f. Mean Square F value Significance Level
Corrected Model 3 9.750 4.802 .004
Price 1 .000 .000 997
Purchase Focus 1 18.218 8.973 .003
Price x Purchase Focus 1 11.799 5.812 018
Errors 107 2.030
(F(1,110) =5.812, p<.05). Wl el A &l J A& vtFs DHAEEY AFol dig v
Tote FART AFolMe 7HE 1949 oS 7beAdel o Eolte AL A4EE S 24
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o] AFE FAHoIY ATl HFse FuiHFT A
o= 7HA 20149 ASAHF A7EAe vl 4, 2B EE
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