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Abstract

Purpose: As there are more cases of forged brands, change of awareness is urgently required at the gov—
ernmental, corporate and consumer levels. Therefore, this study aims to positively analyze the correlation
between forged brand quality and purchase intentions perceived by consumers based on types of preference
of luxury brands.

Methods: In order to achieve the above purpose, this study derived a model of causal relationships among
the forged brand quality, preference of typified luxury brands, and purchase intentions. SPSS 20.0 was applied
for data processing. Frequency analysis ad descriptive statistical analysis were conducted for basic data and
measurement tools were verified through feasibility and reliability analyses. Multiple regression analysis was
conducted to verify the hypotheses.

Results: Based on the results, only utilitarian quality positively (+) affected non-intrinsic preference while
its impact on intrinsic preference was negative (-). On the other hand, hedonic quality was significantly positive
(+) but the impact was not significant. Both utilitarian and hedonic qualities had significantly positive (+)
impacts on the intentions to purchase forged brands with the impact of hedonic quality relatively higher.
Conclusion: These results clarified that the overall consumption of Korean consumers had not entered its
maturity, yet. Also, Korean consumers regard forged brands as alternatives to luxury brands mostly because
of hedonic quality. As hedonic quality is added, Korean consumers' purchase intentions became higher. Based

on these results, this study suggested the measures to be taken for the country to develop into an advanced
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country in the luxury market which is becoming more global and overcome the barrier of its old trend in

imitation at the four levels of manufacturers, distributors, government, and consumers.

Key Words: Utilitarian Quality, Hedonic Quality, Intrinsic Preference, Non-intrinsic Preference, Purchase
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Figure 1. research model
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Table 1. The items of construction concepts and measuring variables

construction concept

measuring item

preceding study

forged brands
utilitarian quality

the excellent material competing with luxury brands, the excellent quality
comparing with the expense, the excellent quality competing with luxury
brands, the excellent function competing with luxury brands, the fame
competing with luxury brands, the appropriate value competing with luxury
brands, the utility value in expense

forged brands
hedonic quality

It can step up a sense of confidence, It can give an increasing feeling of
one’s social status, It brings about a feeling of envy, similar brands name,
similar tone of color, It brings about a recognition of others, moderate in
price, similar design, its design is equal to the value of luxury brands, new
trend of popularity, by showing at one’s best advantage, It guarantees a low
rate of risk taking, in moderate price, including the acquisition of a brands,
transmits an image of a luxury brands

Yoo, 2011; Phau
et al., 2009; Kim
et al., 2006;
Lee, 2004, Tom
at al., 1998;
Babin et al,,
1994

non-intrinsic of
luxury brands
preference

a unique sense of preference of a luxury brands, a unique sense of the rise
of social status, a unique sense of a belonging to socially high standard, a
unique sense of self-pride, a unique sense a sense of happiness after
purchasing

intrinsic of luxury
brands
preference

the preference of a luxury brands based on the excellence of quality, the
preference of a luxury brands based on the excellence of noblesse oblige,
the preference of a luxury brands based on the excellence of the popularity,
of the refinement, the preference of a luxury brands based on the excellence
of the exclusive high rank

Cailleux et al.,
2009; Sun,
2009; Barnett,
2005; Olson &
Jacoby, 1972

forged brands
purchase intention

[ will certainly purchase a forgery brands

Yoo, 2011;
Kim, 2011;
Kim et al., 2006
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Table 2. The demographic characteristics of a sample
characteristics N %
< male 48 12.8
5¢ female 328 87.2
below 1 million won 63 16.8
1~2 million won 81 21.5
income 2~3 million won 90 23.9
standard 3~4 million won 62 16.5
4~5 million won 57 15.2
above 5 million won 23 6.1
20" s 113 30.1
30" s 107 28.5
age 40" s 84 22.3
50" s 35 9.3
over 60' s 37 9.8
housewife 103 27.4
office worker 65 17.3
osition expert position 52 13.8
postt official worker 43 11.4
services 92 24.5
others 21 5.6
below high school 74 19.7
scholarship university 213 56.6
graduate school 89 23.7
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Tl e dyware] gms Hines dAH R £2.0 Afeloll EAte] AatdE A HoluhA| o= Aow

3 Ay HEES Ao 2 SPSS 20.0 o] &3fe] &1y 9 liAS Asgs)
F=nE ol & 9 Qo184 At gt 7o 2 FEEAE 0.40014, LA 1.001491 QIS MAseith aga
Q gHo] ok A= A9k o, KMO(Kaise-Meyer—Olkin)

A5 o] &3 lgd s W 2 A3 HY S o] &

Table 3. The analysis of causes regarding the quality of a forged brands

factor

measuring variables utilitarian hedonic

quality quality

It can step up a sense of confidence .846 217
It can give an increasing feeling of one’s social status .843 .169
similar tone of color .831 .261
It brings about a feeling of envy 796 .236
It brings about a recognition of others 785 .238
moderate in price 741 419
similar brands name 713 400
similar design 707 418
its design is equal to the value of luxury brands .697 449
new trend of popularity 678 480
by showing at one’s best advantage 673 .368
It guarantees a low rate of risk taking .657 .386
in moderate price .648 .508
including the acquisition of a brands .642 510
transmits an image of a luxury brands 634 447
the excellent quality competing with luxury brands 213 911
the excellent function competing with luxury brands 227 .897
the excellent material competing with luxury brands 251 364
the excellent quality comparing with the expense .364 739
the fame competing with luxury brands 452 .668
the appropriate value competing with luxury brands 469 .647
the utility value in expense .501 572
eigenvalue 8.956 6.320

explanatory variance(%) 40.710 28.728

cumulative variance(%) 40.710 69.437

KMO value 959
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stol 5733
B ATE A sl AT ANE BE 40 g A8 ghn dREe] B PR Hugon
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Table 4. The analysis of causes regarding the luxury brands preference

factor

measuring variables non-intrinsic intrinsic
preference preference

a unique sense of preference of a luxury brands .890 .066
a unique sense of the rise of social status .853 .253
a unique sense of a belonging to socially high standard .699 311
a unique sense of self-pride .687 .520
a unique sense a sense of happiness after purchasing .604 .575
the preference of a luxury brands based on the excellence of quality 162 817
the preference of a luxury brands based on the excellence of noblesse oblige 126 .815
the. preference of a luxury brands based on the excellence of the popularity, of the 430 716
refinement
the preference of a luxury brands based on the excellence of the exclusive high rank 551 .633
eigenvalue 3.377 3.011
explanatory variance(%) 37.517 33.459
cumulative variance(%) 37.517 70.976
KMO Value .870
1.2 A=A B4
9J9) QQRY AnE BN 9 AL0R PR AW WA A4 B FARaE, 2 32 e 97
A WAE AR AEnket ¢3K(Cronbach's alpha) A5 78] W4 d¥gdol o9k A=AdE AF33l
QurE 0w A A7 0.7 olgeld SHFRE] AF o] i Friu Bushed, B AT W% 24
A3K<Table 5> &%), A2ulst &u} A57F A4 02 0.8 o]z Yeh) M52 1A d5E s WE
Qo] £&% % 4 gk

Table 5. The analysis of credibility

e result of |result of credi- .
cause initial item . . . | Cronbach's a
cause analysis | bility analysis

utilitarian quality 15 15 15 .964

forged brands quality
hedonic quality 7 7 7 931
non-intrinsic preference 5 5 5 .885

luxury brands quality
intrinsic preference 4 4 4 .840
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AR, vEEA HERAE MSEE FTEUFR ofa B ds] gk A7t 2484 #47 A4 F48
SRR sto] AAE U537 2443 <Table 6>3 o) fzH@=9] 484 F4L p001 FFolA
0.2059] 43S Hola olof 7 1-1 2 HHEJANE A FH4L2 AR FoshA] kol 7Hd [-iie
N24F ek agla AR e Adi-R2E 46.0%9] AW S Hola 9lon, 7t SYHFES FAeH ¢
o] 0.1t E¥ Am VIF glo] 108t 4 Aov & vy FaAo] Al ¥ Z1o& SIS

Table 6. The result of multifaceted analysis of non-intrinsic of luxury brands preference

Unstandardized Coefficients Standardized
investing variable Coefficients t p TV VIF
B standard error ®)
(e) 4.636E-17 .038 .000 1.000
utilitarian quality 205 .043 .205 4.830 .000 197 1.255
hedonic quality -.036 .038 -.036 -.949 .343 1.000 | 1.000
F value 64.844
P value L0003
Adj-R2 460

note: ##x p<0.001 level attention, #** p<0.01 level attention, * p<0.05 level attention.

FENUFE Sa 20U o A74E 284 FA S FAL 57
= 1

=S 4
A= <Table 7> 2t} 2B A= 84 F42 p<001 %

St U3l BA AT A -0.177

o] k=S wolal, A FHL p<05 FFolA 0.0929] FFHE B 7M. [ -iii ) 7 [ -ive B5 Al
AR A FH FIgE L ofF wuldt FFEo|it) B M Adj-R2E 33.0%% UERkaL o AWy
AFgHA] ghe] 0.1%tF 84 A VIF gho] 1084 84 #om g v 344

2 wolxm glom, 4 SYusEe
(e}

SRSl
o] A g Aow FAAHUT

Table 7. The result of multifaceted analysis of intrinsic of luxury brands preference

investing variable Uns];andardlze:t;zzf;CS;fr CSotSfr;?cinjlitZse((é) t p TV VIF
(e) 1.566E-16 .042 .000 1.000
utilitarian quality =177 047 =177 -3.740 | .000 797 | 1.255
hedonic quality .092 042 .092 2.177 .030 | 1.000 | 1.000
F value 37.929
P value L0003
Adj-R2 .330

note: *xx p<0.001 level attention, #** p<0.01 level attention, * p<0.05 level attention.
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AA, AZzBRE FulfEE FEULE oha RH s T4 PEFHNE A s SHHFR st A%
T3] w49 Avbs <Table 8>9F Atk wA{ds A4 520 A4 52 25 p<001 el 771 0.583
= 04034 A e S wWola glof 7Md T-i, 7Md T1-ii 5 A=) ek ol g xuds

gl BAE 37 A 2 gERAE Aswel BHA WE
Hgle Mamis B . | Zt7] 0.139¢} -0.1349] F&FeS Holar glof 7HA

-1 7P -1 B AEEQdeh 2ean B 7R gigk ] RES AEe A HA 2] Ay
Adj-R2& 61.3%9] A 8-S Kol glom, 7} 5yFEe] I ghe] 0.18 T G4 A3 A8l ghol
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Table 8. The result of multifaceted analysis of forged brands purchase intention

investing variable UHS:mdardlzili;)::czzj C?)t;ifr;jc?zjftzse(%) t p TV VIF
(e) 2.324 .048 48.078 | .000
utilitarian quality .878 .056 .583 15.598 | .000 739 | 1.353
hedonic quality .608 .049 403 12.476 | .000 987 | 1.013
non-intrinsic preference .210 .070 139 3.013 .003 482 2.075
intrinsic preference -.202 .063 -.134 -3.230 | .001 .598 1.672
F value 85.982
P value L0003
Adj-R2 613

note: *xx p<0.001 level attention, #** p<0.01 level attention, * p<0.05 level attention.

A, HZH%E Fdol AzulE Fujele] vA= ] WiF AHas % & adE vase 23
(KTable 9> %), &4 F43} H2ta T4 L5 j2BA= ool 4 - A1 JFS vAa = 2
F A S AL ES & Ak 2Eu & avks R BEEIE SRS iR AR
S o G| AVleer 484 F40] 0611, HHA F4o] 04030 Yepdar 244 HEpde dses

R A Pe el dFH) Avleer A84 F40] 0.607, HFH F4 0.391=2 veht Bl EE 23]

AZEE AR Pe wr d s 3t

Table 9. The analyzed table of the effect of the purchase intention of a forged brands

parameter independent variable | direct effect indirect effect total effect
non-intrinsic of luxury utilitarian quality .583 .205%.139=.028 .583+.028=.611
brands preference hedonic quality .403 - .403
utilitarian quality .583 - 177X(-.134)=.024 | .583+.024=.607

intrinsic of luxury brands
preference hedonic quality 403 .092%(-.134)=-.012 | .403-.012=.391
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forged brands
utilitarian quality

on-intrinsic of luxur
brands preference

forged brands
purchase intention

intrinsic of luxury
brands preference

forged brands
hedonic quality

note: *** p<0.001 level attention, =*=* p<0.01 level attention, * p<0.05 level attention.

Figure 2. The effect diagram of forged brands purchase intention
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