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[Abstract]

This study attempted to categorize the consumption value of 310 ordinary people with experience
purchasing celebrity goods and then analyze product attitude, satisfaction, and repurchase intention
toward celebrity goods by type. The data were analyzed with PASW 18.0 program. The results of the
study were as follows: First, the consumption value types are 'consumption value indifferent
type(11.3%)", 'impulsive consumption value seeking type(25.2%)', ‘consumption value sensitive
type(20.3%)', and 'self-satisfaction secking type(43.2%)' were categorized into four groups. Second, the
analysis of the socioeconomic characteristics by consumption value type and differences in celebrity
goods purchasing behavior revealed significant differences only in the average annual purchase frequency
and the average cost per purchase. Third, the analysis of consumers' product attitudes, satisfaction, and
repurchase intentions toward celebrity goods by consumption value type showed that the consumption
value sensitive type highest in all three areas, while the consumption value indifference type the lowest.
In the future, there will be a need to analyze the characteristics and desires of consumers who are

likely to repurchase celebrity goods.
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I. Introduction
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II. Theoretical Background

1. Consumption Value
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2. Related Variables

2.1 Product Attitude
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2.3 Repurchase Intention
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III. Research Problems and Methods

1. Research Problems
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2. Related Methods

2.1 Survey Methods and Data Gathering
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2.4 General Characteristics of Subjects

Table 1. General Characteristics of Subjects
Characteristics N %
male 35 11.3
Gender female 275 88.7
total 310 100.0
below 19 89 28.7
Age 20-22 130 41.9
over 23 91 29.4
total 310 100.0
Marital smg.le 306 98.7
status married 4 1.3
total 310 100.0
below high school 60 19.4
over university
Education attendance & 250 80.6
graduation
total 310 100.0
no 249 82.7
Job yes 52 17.3
total 301 100.0
below 10 63 20.3
Monthly 10-30 58 18.7
average 30-50 111 35.8
allowance over 50 78 25.2
total 310 100.0
Average 1 121 39.4
number of 2-4 56 18.2
purchases of 5-10 69 22.5
celebrity goods over 11 61 19.9
per year total 307 100.0
below 10,000 89 29.6
Celeﬁ:ﬁryagio 4| 10000-30,000 93 30.9
purchase cost 30,000-80,000 76 25.2
per time over 80,000 43 143
total 301 100.0
* Total differs due to missing values
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IV. Research Results

1. Type of Consumption Value
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Table 2. Results of the K-means Cluster Analysis
Dimension Cluster 1 Cluster 2 Cluster 3 Cluster 4
(n=35) (n=78) (n=63) (n=134)
Functional consumption value -1.01145 -.74177 .10233 64785
Emotional consumption value -1.88661 -.17345 88255 17881
Social consumption value -1.43628 -.29353 1.34631 -.08696
Epistemic consumption value -1.41263 -.53153 1.18383 12179
Altruistic consumption value -.91220 -.21967 .80787 -.01369
Conditional consumption value -1.84399 07706 95198 -.01079
Table 3. General Characteristics on the Type of Consumption Value
Con;umptlon Impu!swe Consumpt!qn Self satisfaction
. . value indifference | consumption value| value sensitive .
Dimension . seeking type F
type seeking type type
m(SD) m(SD) m(SD) m(SD)
Functional consumption value 9.09(5.42) 10.22(2.80) 13.76(4.00) 16. 05(1 87)
79.791
scheffe a a b
Emotional consumption value 4.49(2.32) 10.37(2.68) 4.00(1.18) 11. 58(2 29)
142.850
scheffe a b d o
Social consumption value 7.57(2.36) 13.68(3.17) 22.44(3.86) 14.78(3.24)
172.372
scheffe a b c b
Epistemic consumption value 4.74(2.28) 7.41(2.34) 2.60(1.49) 9.39(1.79)
146.484
scheffe a b d o
Altruistic consumption value 7.89(3.46) 10.77(3.34) 15.05(4.46) 11.63(3.44)
32.136
scheffe a b C b
Conditional consumption value 2.71(1.10) 6.56(1.23) 8.32(1.19) 6.39(1.47)
136.023
scheffe a b c b
"p<.001
St S 7R QlojA Ap|eEEEALE o2t WYl 39,843Y, ABIZIREIAF L oF 2,352US AR5t 9
th. o] §82 13492z AAQ] 43.2%F APAISIAL AUt Qic}. Scheffe ALSAS A}, AVZIRULH L AH7HA]
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Table 4. Socio-economic Variables and Buying Behavior on the Type of Consumption Value

Consumption Impulsive Consumption . .
value indifference consumption value sensitive sl se?tlsfactlon 2
. seeking type x°/F
type value seeking type type
n(%)/m(SD) n(%)/m(SD) n(%)/m(SD) n(%)/m(SD)
male 6( 17.1) 9( 11.5) 6( 9.5) 14( 10.4)
Gender female 29( 82.9) 69( 88.5) 57( 90.5) 120( 89.6) 1.493
total 35(100.0) 78(100.0) 63(100.0) 134(100.0)
Age 22.80(6.83) 21.97(3.24) 20.52(3.45) 21.81(4.76)
2.272
scheffe
Marital single 34( 97.1) 76( 97.4) 62( 98.4) 134(100.0)
status married 10 2.9) 2( 2.6) 10 1.6) - 3.463
total 35(100.0) 78(100.0) 63(100.0) 134(100.0)
below high school 7( 20.0) 11( 14.1) 17( 27.0) 25( 18.7)
over university
Education attendance & 28( 80.0) 67( 85.9) 46( 73.0) 109( 81.3) 3.779
graduation
total 35(100 0) 8(100.0) 63(100.0) 134(100.0)
no 28( 82.4) 58( 76.3) 57( 90.5) 106( 82.8)
Job yes 6( 17.6) 18( 23.7) 6( 9.5) 22(17.2) 4.837
total 34(100.0) 6(100.0) 63(100.0) 128(100.0)
Monthly average allowance 57.89(59.32) 47.41(47.56) 72.44(93.48) 49.00(49.05) 2529
scheffe '
Average number of purchases
of celebrity goods per year 12(.67) 10.09(14.27) 15.16(27.02) 9.53(20.65) 4305
scheffe a ab b ab
Average celebrity goods 2,352.94 44,184.21 118,460.32 39,843.75
purchase cost per time (9,230.66) (64,410.50) (197,077.42) (65,619.21) 11.667
scheffe a a b a

“p<.01 7p<.001

Table 5. Product Attitude, Satisfaction and Repurchase Intention on the Type of Consumption Value

Consumption value Impu!swe Consumption value | Self satisfaction
indifference type et S sensitive type seeking type F
seeking type
m(SD) m(SD) m(SD) m(SD)
Product attitude 7. 40(2 92) 14.26(3.44) 18.21(2 01) 15.17(3.01)
101.776
scheffe b b
Satisfaction 10. 40(4 14) 21.06(5.05) 28. 86(3 53) 23.07(4.68)
128.720
scheffe a b c b
Repurchase intention 2.46(.95) 6.32(2.72) 8.97(1.67) 6.66(2.20)
69.014
scheffe a b c b
*p<.001
Al JeoM e ABZRRRIAEo] 7P =, o 543k Aol X0 gigt Av|Ae] BiE, RT3 Af
S0z APEATY, $ERAUPRIATRY 2olf 0] OS2 RAR 2 B2 el 2% Aol Hoje
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