J. Soc. Korea Ind. Syst. Eng Vol. 43, No. 2 : 98-109, June 2020

https://doi.org/10.11627/jkise.2020.43.2.098

ISSN : 2005-0461(print)
ISSN : 2287-7975(online)

The Effect of Consumption Values in Luxury Brands on

Cult Intention :

Focusing on the Mediating Effects of

Positive Affect and Compatibility

Kihyung Kim* - SangLin Han**' - Yunchang Shin*

*Business School, Hanyang University
**Department of Business Administration, Hanyang University

2de] BT suphp} AE oo vjxk 4
394 Mg HEdol WiEnE FHos

What is purchase motivation for luxury brands? and what kind of process through makes higher cult intention(i.e.,loyalty).
How does consumption value affect loyalty? Theoretically, it was studied whether it could be explained. The luxury products
and services were divided into categories and surveys were conducted at the national level. This research analyzed the influence
of positive affect on cult intention by mediating luxury consumption value with S-O-R frame. The logic was developed with
excitation transfer theory. Positive affect, compatibility mediating effect were investigated. Unlike the previous studies that have
been recognized as important in terms of symbolic value in luxury brands, it was confirmed that experiential consumption value
had the greatest impact. In addition, the influence of functional value and symbolic value had a significant effect. The effect
of consumption value on cult intention was mediated by positive affect and compatibility. Therefore, emotional response can
be seen as having an effect on cult intention through excitement transfer. These findings suggest that luxury brand marketers
need to develop consumer values that can lead to arousal and positive emotional responses to suit consumer lifestyle. The research
results are expected to contribute to the experience marketing and the hospitality service of luxury brands.
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<Table 1> Luxury Consumption Value Type

Smith and Colgate[47] Wiedmann et al.[53] Tynan et al.[48] Choo et al.[10]
. Correct, Accurate, Attributes, | Usability, Quality . . .
Functional Value Performances, Outcomes Uniqueness Excellence, Craftsmanship Quality, Utility
Experiential Value | Emotional, Epistemic Hedonic Hedonic Hedonic
. Conspicuous
Self-identity Worth Individual Status
. Self-identity .
. Personalmeaning e Esteem Self-expressive
Symbolic Value . . . Materialistic . .
Self-expressionSocialmeaning Social Sign Social
Conditionalmeaning . . Social identity
Conspicuous Prestige .
Uniqueness
Developed from Tynan et al.[48]
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Spa 41 7
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<Table 3> Survey Items, Reliability, and Validity

Survey items Loading a CR | AVE
This brand”s products / services are considered useful. 0.87
This brand’s goods/services of this brand exhibit craftsmanship. 0.78
FV | This brand’s the goods/services of this brand are made sophistically. 0.87 091 | 093 | 0.70
This brand’s goods/services offered by this brand are excellent. 0.86
this brand’s goods/services of this brand last long. 0.83
The goods/services of this brand hold a special meaning for me. 0.83
This brand's products / services express me well. 0.81
A benefit of the goods/services of this brand is that they help customers express themselves. 0.78
SV - - - 0.90 | 0.83 | 0.69
This brand is considered by many a symbol of success. 0.80
The name of this brand is considered by many to be reflective of social status. 078
This brand is considered a symbol of prestige. 081
The goods/services of this brand are aesthetically superior. 0.78
BV The goods/serv%ces of this brand.provide special pleasure value. 0.81 038 | 086 | 065
The goods/services offered by this brand have strong sensory appeal. 0.84
This brand competes mainly by offering a desirable experience to its customers. 0.83
I was satisfied while experiencing this brand. 0.89
1 was happy while experiencing this brand. 0.90
PA 1 was pljeased while.experien.cing. this F)rand 0.87 090 | 091 | 067
I was stimulated while experiencing this brand. 0.85
I was excited while experiencing this brand. 0.83
I felt hopeful while experiencing this brand. 0.71
I am confident about experiencing this brand. 0.87
CP |1 can lead this brand experience myself. 0.81 0.80 | 0.84 | 0.67
Experiencing this brand reflects my lifestyle. 0.78
I will positively convey the experience of this brand to acquaintances. 0.87
1 will actively purchase this branded product / service. 0.84
CI : ; . T : 091 | 092 | 0.71
I will actively participate in this brand as an icon of new culture. 0.86
1 will participate in this brand leading a new culture. 0.81

Notes. FV : Functional Value, SV : Symbolic Value, EV : Experiential Value, PA : Positive Affect, CP : Compatibility, CI : Cult Intention

Goodness of fit : x* =

1035.877, DF = 418, X’ /df = 2.48, NFI = 0.95, TLI = 0.97, CFI = 0.96, RMSEA = 0.04 SRMR = (.04
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<Table 5> Mediating Effect

9o 7HA
At} A=A spx=

T%S%

= 3 HLE"CT Oo]: - -

5§ GEolth(’ = 1125.951, DF = 423, x'/df = 2.6, Structural Path gl Il I
NFI = 0.94, TLI = 0.96, CCFI = 0.96, RMSEA = 0.04, > | Positive Affect| 0.267°* 0.267"
SRMR = 0.03). 74 &H|7FX(B = 0.267), 44 A& F““?;‘;f — | Compatibility | 0.238" 0.238"
HIZEA(B = 0.128), 84 &HIZHA(B = 0.528)= <4 — | Cult Intention | 0.048 | 0183 | 0231

A A frole dFgFS UWE} 7154, 478H, B8 |Ppositive Affect| — | Cult Intention | 0.304™ | (0.081°)

A A7) Aol e AR S v HTh ES T | Compatibility | — | Cult Intention | 0.427" | (0.102")
A4 AHB = 0.304)¢F 4 ;}*é(ﬁ = 0427)% 9A HE | > | Positive Affect| 0.128" 0.128"
oo o3t &S wth Sy\r/‘;ll’ilc — | Compatibility | 0.211°* 0211
— | Cult Intention | 0.001 0.129™ 0.130"

4.5 o7 =1} Positive Affect| — | Cult Intention | 0.304™" | (0.039™)

Compatibility | — | Cult Intention | 0.427"* | (0.090™)

le]j E’_fg_ﬂ- ] 7H_‘,j_‘o% H]_]—ﬂO]'"‘—:‘ Hoyle and Smlth[lg] o — | Positive Affect| 0.528"* 0.528"™
WA oz FAA AA, AT o] AHTHHSS thE ) E"%zgt‘al — | Compatibility | 0.446™ 0.446™
A=A S R2EH9(10,0008) B o7 7 xés}gj\ — | Cult Intention | 0218 | 0.351™ | 0.569""

287k 7} AE T mxE AHAC] g 7% Positive Affect| — | Cult Intention | 0.304™" | (0.161™)

A AR (FEFZBAF = 0214, t = 4.184™), FAH 7}A Compatibility | — | Cult Intention | 0.427"* | (0.190"")
(EE3F AT = 0125, t = 2404™), B9 AX(EES [p=0L P <005 Tp = 00l
(Table 4> Results of the Path Analysis
Structural Path Coefficient t-Value Result
H1 : Functional Value — Positive Affect 0.267 5.580™" Supported
H2 : Symbolic Value — Positive Affect 0.128 2.779™ Supported
H3 : Experiential Value — Positive Affect 0.528 8.674™ Supported
H4 : Functional Value — Compatibility 0.238 4357 Supported
H5 : Symbolic Value — Compatibility 0.211 3.966™ Supported
H6 : Experiential Value — Compatibility 0.446 6.655™" Supported
H7 : Positive Affect ~ — Cult Intention 0.304 4767 Supported
H8 : Compatibility — Cult Intention 0.427 7.284™ Supported

p < 0.1, "p < 0.05, *™p < 0.01

Goodness of fit : x* = 1125951, DF = 423, X*/df = 2.66, NFI = 0.94, TLI = 0.96, CFI = 0.96, RMSEA = 0.04, Standardized RMR = 0.03
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