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The Effects of Price Perception and Product Attributes on Brand Loyalty
and Repurchase Intention
- Comparisons between High Priced and Low Priced Cosmetic Brands -

e -

st

o F e} upALaA,

5]+
Adsta R as

Bae, EunJung - Sung, Heewon*
Doctoral student, Dept. of Clothing & Textiles, Gyeongsang National University

Professor,

Dept. of Clothing & Textiles, Gyeongsang National University*

Abstract

This study analyzed the effects of price perception and product attributes on brand loyalty and repurchase intention,
and compared the differences in high- and low-priced cosmetic brands. Data were collected from female consumers
in their 20s to 40s and a total of 411 responses were used for the final analysis. Findings were as follows. First
when comparing high- and low-priced brands, personal attribute and experiential attribute among cosmetic attributes
brand loyalty, and repurchase intention of high-priced showed the higher mean scores than those of low-priced. Second,
all of three cosmetic attributes and P-Q/prestige were significant for high-priced brand loyalty, while experiential attribute,
personal attribute, P-Q/prestige, and price consciousness were significant for low priced brand loyalty. Third, with
respect to repurchase intention, all of three cosmetic attributes, P-Q/prestige, and sales proneness were significant for
high-priced, while experiential attribute, personal attribute, and P-Q/prestige were significant for low-priced. Personal
attribute contributed the most to high-priced brand loyalty and repurchase intention, whereas experiential attribute to
low-priced. The findings of this study would be helpful to understand the purchase of high and low priced cosmetic
brands. The managerial implications for cosmetic brand marketers were provided.
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75%5 A= s Al A7 |Hele AkslE dEe]
Hwg orof tigh Fa4o] FolAHA theket 1458
393l QItiKang et al., 2013). 3% %S #}2lo] ¢
3= ou|AE 43 WA YR S ks HellA 3 o
gt opde} g, Alde], HadeAls @ol ofgxaL
Act. olggt AL sPFE AP Ao & &
A Eluet sdE akde Wiskd Sl wlEdis
olefoll= tekst Ad-g F3l okt 7o =T}
A&H 02 AWM 3] iAok =] sPE
AL 20061 52 6319 ol 2009 BB e 2
Tk 11.8% 76143, 2011del= 8% 919 o =
g, d Hit 104%9 AHES UERZ glvkKang,
2012). o= &5 33 7Y Sk ofbsth
+, e N B2 A TR thekst ARSellA
F3H FodEel wlet shdge] E4 ARzl vy
A7) Wl Aow Ha gk

HZ I SPEE AP 79 dEF o 2] AlEs)
7} F8 olgrolct. Wiz Fale] At YR H=ER 34
HAG SFFE A2 U A7) AR TS 91
A 200013t Z-FHtel] ofjo]EX| ALl HAKMISSHA)
BHET) SRS MBS Eohs 912S A FelEel
7HAE WA 2A47) s AldE UM sPEE B
NEAHEY Bilse] sPdavks FHashs 254 A
< 8] ARt 1 F 20049 O Ho]24te] L
HE oI, 271FE, o =sk2, oy 2z, Ylo]A
255 Fol 7HilhaA] 27} sPdEe] Haleato] x4
grolalolt. 247} sFdEe] T2 3 ARkt
= A%SS Y AP = 20069 AFEE ¢
yeks digshe sPF AR ofrdHAl g LG
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A oz SHE Qe ae] dud
w2} SAE elele ARslste] 2157 ALl o
g s o Sl QSR Alue] A%kl
WA 7P B 400 o A Shel ool
< Sla B 1715A eRlolt d sE EAle
2}= 7kskar Qth(Choi, 2013). webd A =) 4=
e Mt Falel 9] WE nulse} T Zejn|y
BAHES Falow 7 3} A B 9Fe] 24

b oz opRal Kol gk

sPdE Aol Aol AgiAHA nHEIES At
BIE AEFS Fuleks LnRAte] HAETE THelghe
22 AL B gk FAE) AT EE =Y F
U= Rk 3Rk Havt vk 53] sE Aol i
7kel A7t APFo R kst Hol = Al ARt
b BIEel A7l BHEE oD AXElAL YA,
olgfgh 94} sPEE BAl=e thigh Bl FA%l 4
FE PAEAE v, AR a7t Qloh

AF7HA sPgE Tl e e AT A
A Edell w2 sPdE 7 3F vlal(Lee &
Kim, 2011} b5 &40 we sdE 7l
(Bang, 2005; Ku et al., 2000), 77 & vF=5(Kim &
Lee, 2007), Al7Fwje]=(Park & Ku, 2009)50] Il
o A7} sFEe] BAs olu|xd] WE ZAE(Ryu,
2008)59] I77F B Tt Anjzte] 744
AxFoll A aztel A7 sPdE Balee] e AT
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TEE 20-400] S o= LH|Rbe] 7HARIAIARY
o PE SAol BAle FAEe} Aozl nlx|=

o

Aol AT eg olsish=t JFS vA= W
o] ztolg motatal, 7AW Aeh wiAY Hd
At 71zARE AFstaAl st

&

o
fo \
o
=
=]
S
:
2
@
=
&
)
W2
)
N
Lot
o
i
Iz
)
Iyt

[e]

w4 Lo
oy

oxl Mt
o

1. ol2% w7

N el sHHe olne] BAEE AESH F
Shbz olelgEel b FH Sekoln, anlAh Yol
7H2 AEFE 471 A8l 2718AY A8 = 7R

oJu]gltlZeithaml, 1988). AR|AIES AL v
o ghilo] AMA| AL ko] ofeE Ae- 7S A
F 240 gl A2 Azste] T A4 Bt 7|
07 ARES7|E s, 2010). AR[RZF el 2 ol
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Aol w34 F2 F94 ThA R ARgShH okl
Z £S5 Adth(Litchtenstein et al, 1993).

AP AF-olx 7HaL 6714 24, 7H4-%4 =2, 7}
A-21A =2, 74A A, 7R, A7EARE, ER1A
oz wygri(Jin, 1998; Lee & Lee, 2002;
Litchtenstein et al, 1993; Sung, 2008). H# A4 o
MEA ] 7ML F2 7Moo 7l Aol s H TS
sh= A5 ovletH, 71H4-F4 =24, 71494 =2
z3eit. 7HE-F =2 AlFe] 7HEe] ks
AlF] F4 gk 7 Zolet Ahste] Tl Eel
AAQ J&gE o= AS onlgitt 7HA-9A] =l
7he] AlEE AR ZA] ERIA AFale] F9u 914l
< vERd 4 Qlrhar ®1a, o v 7HES AEshe A
34H o2 Wol5ds ougitt. 714l A A
arke] HWEAFE T Ees dE 5tk
44 A=A 2 712 AlE-S Tueh] el A=)
oF al= 14 SR A6 Hed), oleldt Ae- =
2 7ML Anjzte] TS AQXTIAY AT
AR A4S s HlriJin, 1998). F44 @A F 7}
2 R 7S AE g S8 s ok sk i
o2 Q1Azte] APGeA] A7HA Aol wljg- H5A o]
AX AFel g A4 JRATS E7]aL ok
ZHIRFEe] iAo gl  =TKSung,
2008). L2 714 Hitrdo] wheA] A e =Rk 24
sh= 12 ofUnt 7He AL -4l A =2
ZFAAAE UeRo] 2HARES] el 5A ThA
2Zx]e] &S sp7)% sHKStemquist et al., 2004). 7}x|A]
e AEshs 7Hel el Hohghe] 7HAE At sh=
Ao AFA S B3l A= 7 e e 2871
£ SAI&K(Sung, 2008). 78 Hal=o] S AHek 7t
Zol| TUT = Q= AR viPdollr] o] AlE o] 7}
AR o= Argd = Qlrk A7IAIRRS MRt W
7}YA& A E3le= A= (Litchtenstein et al., 1993)2 A 9]
Hot A7 S48 Ad A82k= Tk viAlE F3)
7VAE vlaskaL, 7P w2 7o Al FHuligit). kA
who g SRIAIFR F24 v A Y AlES HEst
= Zlo] ofde} AN dvit Elo] HEAE
F8sH AZsH, ERlgo] oSS Tl 7Fsdo] =
o} zItkSung, 2008).

Jingh Koh(1999)= S|B/}A%9S 6714 Agoe
Slstela, 71 F 712904 B4, AAARA, A%
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At S WESh=s AlFSRE £e 7o) Al
AAE vepitaL Azl ARAES B AlES T
I3hiA E718-2 =717 Hol et el S
Aoz Hokth Jin(1998)%= o 7HAe] vatdid<
RI8AAL, ATEAIA A W2 Apololr] AFe] =
75 7HA-FE 220 IAERS, SETEel 527
= 7HA-FA =2, 7HE-9A =2 2HS B4 A
U 7HARIAIRMAS A 2E o] sdAlE HEAAHY
T(Sung, 2008)°l14] 7}21A]2F o]
6714 vt A HAHo02 FAE deS skl
T2l wshdoale] Frufel] A
(Hel IAE vehlo] Wsdolr o] s dE it F
At Hale Yehlls AEEA e 93 shal S Bt
ek gk 22kl agEe] Ae HAREAELS F(HY
WAL, 7H-52 =42 7)Y dAE vehislt

SPFE Tleld Beh AA FES e S8 o
2] o] 7HAS vawshs AR ARt A7) S8
Bz tigk A 7P =A e, 742 o
2 EoEts FHEAE AES Asshs FAE 2Hzp
o] As A7t sP¢FE BlE FAE frofdk dFS v
2|4 2F3kcHRyu, 2008). =3 3P Tl Al 7HAS
3 AASeE sty sPdE Bzl tigk 54
7} G ZAFE T Park, 2002).

Y ATES v o At 71HAS of BA] Q1A
Aol we} s ol S B8 1dE JIks
A AR Belth F, 7HA9] Aty £4 5 544
A1 7HA-FA =2, 7HA-90) A ) s
‘deet Aol sell A+ FFE mIAIH, A7t s
o] st Aol F(-)o S v ZAew
B3Itk whd Ko oAl 7HAZREA, 7RI, A7HA]
T, SIAEFe] 471 Apde At sPgEe] Sdwe) AT
wjolel F(-)o] WAL, At sdEe] Fdwet Al
ool A(H)el ¥AE vehd ZHow Atkdr
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EAA (M, 29071, B, ARFE AT B), A
A SRFEH, AFAEE 5), AvA SV, & &
7], YAl ), BAA H407H4, &= ekt
Chung(2000)> 7]E2821(&%, 74, <k, #4), 7
A 8RI(FHETFs, Aulz, Axsl, AR Ha),
FAaRI(BEANE A, F9 H3, 43), FF8JA(R
F, Ao A, &7IHAR, AXE HI) o= st
At Oh et al.(2010)2 3o $A4S ¥ H7sl, 4
A3, 7)s, AlFolvA|, Frbuag BRatelct

sPEE 42 sPgE TiEA Aol Fast JFS
HA]A] "l (Lee & Kim, 2011). QI-8A3H4] S/dout
ZeHApe] ol 2Eld, OB w Fofl w} 2ol 3l
ARk, T sPdE A SRARA, F4, 7H, A
vz &Ao] sPdsE Ae Al FasH efehe 84R
UERTE 20-30t] 2Fedde] A AF el Al S
o] F43 71E, A3 e 7P T8 aefskela
(Bang, 2005), ‘F#2} tjgtaie] A4 #zel #Aglo]
70, T4, 718 w02 E 48 FeAEE Ao
2 UERITHKu et al., 2000).

sPE 49 S0k #AE AFEW, Chung
(2000)2 sPgE &4 5 BEajle] A= 7P 2
B eI, oo g 71242, 43as], FlHe]
82 o2 JPFE vHeE AosE o ==
Park(2002)2] ATtelX= sPdE AA SH(FZE, 5
23, 7H4, &5, 871 YRRl ) Tl HElAd, 43
Heto] Wsld sgF Bs FAE] FFS HAE A
o2 UERth. Chung? Kim(2009)2 A7} sl4E<]
Azte F242 BIE ojn Ao SR JFFS mAaL
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Aaker(191)= Hale FACE npARe] 4 /des

Xl o] 7Rk 54 Hal=e tigh of 2 r= Ao
3}3It). Lee(2000)= SAEE 1749]
Ao dial] 71l dHH] A dolet sk Ba=
o gk TofFel B=E Ad 1AL Zau|y 71ES 7]
Aol B A2t (Keller, 1993) 54 BA= AEo) tia)
THEE AU7]% stHBoulding et al. 1993).

Aol o] A o] B3t wlzhel] theh 7|l
o 71z3l @A o]g3h= AF ¢ AH|=E T o] 8s)
1A} R oE2A], Anjzte] AldF Bl=rt FejoeR
o]ojx]= AL oJn|st(Czepiel & Gilmore, 1987). &=
g AlFE AR F vE2Ee o SR ds gigt 59
221 Bi=e} A RHEARl 7l PF o R o]ojRH vo}
7WE 2 Bl gk o g o] A% (Park, 2002)E A
o|=7|= g}

2o Ay AFolr AR AT es 27k E
o2 SF#AE Yehltl. SPABS=(Shin & Lee,
2012), 3€(Cho, 2001), 2&}<l &J&§AKYun, 2006)
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Al FcHOliver & Swan, 1989).
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2 ATE fete] ARE SHETE JYATE vt
TAEAT. 7HAQIAIAH
Litchtenstein et al(1993), Jin(1998), Sung(2008)2]
5 7|22 24502 73 sPEE &4 4
Ao FAE, ATvless v Bl Ayt Bleg
o] FUgh BFo R e St PR 42
Lee¢} Kim(2011)0] AFg3t 112388 7|22 4, B¢
stolom, BiE %= 63 (Lee & Chang, 2007),
Ao == 33 (Park et al.,, 2007)2 433}t
Qo] =L YAE EY 5H HxE SHEHAY
b BEEE 20119 9shd sgE BAE miEe
9] 1-99)74x]2] BI=R AA(Min, 2011)3}g.01, A
7 BAEE 20109 U s BAEAF viEee] 1-8
A7Ae] BA= AASITH AN, 2011). 37k A7}
s BAleRE ERste] AAE 2= F Fujd ol

e 2 rlo

2 A7 2012 11ERH 7 IR ARE 2
& olgste] A Aol AFshz 20-40t & o
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332412 200 153%(37.2%), 30t 1409(34.1%), 40
o 1187(28.7%) 2.2 T} 50.4%7} 71&0]m, 4
WA sHASHEESH ool 51.3%= 717 Bdet. 2]
Je AFEZ 0] 23.1%, M 21.9%, AEZ] 16.3%, Th)
[AE 2] 14.8%, F5- 14.4%, 299 9.5% wo2 1}
Elsich. g AoAaES 2009k olEt  57.4%,
201-4003H o3} 34.3%, 4009H o]do] 8.3%= FA}
e} Gvt sPdE Finlg-2 109+ o)do] 33.3%
2 7P g3k, 579k vink 21.9%, 7-109H iRk}
2-57ke] wgto] Zkzt 20.2%= e

AAEE 17} 34E BAE 97} A7t SFE B
87l 5 AR Aol Sl BA=E tesHeR 3%
Ak, a7ke] 739 % 1.910709] 5 F FH15.7%)°] 7}
A =7 Vet 719(13.1%), SKII(12.9%) =o]2ic}.
A7R= F 182709 85 F nIrK18.2%)2] AR E ol
7P =%, #o]2Al(17.8%), olU=3Z2(16.4%) o=
A 1 5 7P A AR BAlER ke )
A(21.7%), SKII(15.1%), 34(12.7%), BZ(12.2%) +O2,
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HA ATEA A4S 8 7FEJAA, PE & HWEES 60.49%, AF=E 0.75-0.92 Alel2 JERdTH
A <Table 1 x> oES gitoz 3l 7j=o] HPAdF

J, FAw ATviel=el the el
QAR 5744 8Ql, A, A4 AE

& Aasheic.
A

(Jin, 1998; Lee & Lee, 2002; Sung, 2008)9lX+= 7}4

A, TR, A7, ERIAFe R FEHAAL, & A2 -FE B4 7HE-91A] Bao] EejE] =EEIle

(Table 1) Factor analysis and mean scores of price perception

Eigen value
Factors Items Mean Fact.or (% of variance)
(SD)  loading Chronbach’s a
In general, the higher the price of cosmetics, the higher the quality of the 3.10 Q
products. (1.04) )
The price of a cosmetic product is a good indicator of its quality. (%(g)g) .84
You always pay a bit more for the best products. (“;J'ég) .80
P » 3.51
P-Q/ The old saying “you get what you pay for” is generally true. 0.92) 78 545
i . . . 22.72
prestige People notice when you buy the most expensive brand of cosmetics. ((3)'3(5)) 71 (a:.92)
Using a high priced brand of cosmetics makes me feel good about myself. ((3)‘32) .85
Buying the most expensive brand of cosmetics makes me feel the best. (?'(l)é) .83
I buy a well-known brand of cosmetics even it is expensive to enjoy 2.61 76
prestige. (0.98) )
People ask me for information about prices or sales for different cosmetic ~ 2.47 85
products. (0.85) :
Price I can always tell people where they buy cosmetics at a low price. (%'Sg) 72 2.96
. ; - - P : . - : 12.35
Marvenism 1 like helping friends by providing them with price information of 2.52 87 (azhgs)
cosmetics. (0.93) ’
I enjoy telling people how much they might expect to pay for different 2.41 ’4
kinds of cosmetics. (0.92) )
I usually compare the prices when I buy cosmetics. (gég) 71
Value- When 1 buy cosmetics, I like to be sure that I am getting my money’s 3.45 73 268
Consciousnes worth. . - - . 082) (11.15)
I choose the most valuable cosmetics after comparing the prices of different  3.45 81 =87
s . .
brands. (0.89)
I always compare the prices of cosmetics to be sure I get the best values 3.25 3
for the money I spend. (0.87) ’
The money saved by finding low prices of cosmetics is usually not worth  2.61 85
rice the time and effort. (0.73) )
Oonsgiousnes Fe[illf(e) r:ime it takes to find low prices of cosmetics is usually not worth the (%.gg) 86 é;g)
S . . 0=.82
I am not willing to go to extra effort to find lower prices of cosmetics. (gég) .610
I visit several stores to buy inexpensive cosmetic products. (%)'?;461) Sl
I am more likely to buy brands that’s on sale. ((2)‘23) .81
Sale Comparing to others, I buy the brands of cosmetic products that are on 2.84 3.18
ial discount 093) 8 (13.23)
Proneness Special discount. (0.93) "
When I buy a brand that’s on sale, I feel that I am getting a good deal. (g'gg) 71
I have favorite cosmetic brands, but most of time I buy the brand that’s 2.84 3
on sale. (0.97) '
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off -

Q29I(M=3.36)3 7}4-E2/9]41 291(M=3.19)¢]
Hetgkol g g<lol wls) wwE &7 Yeht, LnAt
2 3PgE Tl Al A B3 v Hugke] R o
5h, e 7HAe] el 2o A FHFL
2 o3k & Z glok vk 714 AEAo] ThE vre
Hake YeERHATHM=2.55).
34E S 9 FAE, A= avlel A7t B
= ol a0l B4 Al WA

=]
8
[e]]
=)

S4e] 3% 37lsh A7k BA=IA FUsHA Al

o
3T
=
&4, ABH 4, BAH S99 M 20lew F3
5

&4, AnA &4, BAA &4 471A] 8Rlew &
H M dH(Lee & Kim, 2011; Park & Ku, 2009)2}+=
thel, 2 el R S And 4ol
shuE 35of 3712 8Rlo g 3= HSlth 3PdsE ARS8
w2 Aey)d 22, E2) gk dde] 7+ jQlvict
t27] wizel olzjdk H8% aiE TNQ1H & o)zt
gaigir. A §7) TAlont A3, olel e
%) goo} ) QUejEolt Al ALLE AT
4R aSo) shte] 8olow FEse] AW
o2 wrgstlon, sPE T Al 7Y 8
Al she Ax T #Es Y82 A £ 0=
Wellch. 37} SAE 4] $AEe 59.64%, A
= He 60.28%°|t}
=} ATl eE avF 9 A7E BT oA B
T 9 gRlow FZH<Table 3>, 117} 39

O

=)

SooE ofN b MY mx of
ko ox flo

(Table 2) Factor analysis and mean scores of cosmetic attributes, loyalty, and repurchase intention

High-price Low-price
Factors Items Mean Factor Mean Factor
(SD) loading (SD) loading
The products of this brand is suitable for my skin 3.71 79 3.29 3
type. 0.64) ’ (0.65) ’
. 3.83 3.40
The ducts of this brand do not troubles. .81 .63
Personal e products of this brand do not cause troubles (0.68) (0.70)
attribute . . . . 3.80 3.08
The product quality of this brand is outstanding. (0.66) 77 0.72) 57
Eigen value (% of Variance) 2.23 (22.30) 1.67 (16.66)
Cronbach's a .88 .76
I like store interior, display and atmosphere of this 3.77 55 3.04 53
brand. 0.64) ’ (0.68) ’
Customer service of this brand is very much 3.64 54 2.80 64
satisfactory. 0.71) ’ (0.75) ’
: Colors of cosmetic products of this brand are 3.55 3.05
t L
el Experiential _attractive. (0.70) 80 (0.69) 77
attribute 358 291
Product designs of this brand are excellent. (0272) .86 (0:77) .82
Fragrances of cosmetic products of this brand are 3.46 54 3.18 70
good. (0.80) ’ (0.69) ’
Eigen value (% of Variance) 2.49 (24.89) 2.81 (28.11)
Cronbach's a .82 .85
. . 2.75 3.96
The prices of this brand are reasonable. (0.83) .79 (0.74) .84
Economical . . . . . 3.04 3.88
attribute The capacity per price of this brand is appropriate. (0.80) 72 0.71) .86
Eigen value (% of Variance) 1.25 (12.45) 1.55 (15.51)
Cronbach's a 75 .85
% of total variance 59.64 60.28
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(Table 3) Factor analysis and mean scores of loyalty and repurchase intention

High-price Low-price
Variables Items Mean Factor Mean Factor
(SD) loading (SD) loading
When I need to buy new cosmetics, I tend to choose one of the listed ~ 3.25 g5 2.81 %4
brands. (0.99) : (0.05) :
. . . 3.29 2.70
I have been using this cosmetic brand for the last few years. (103) .86 0.05) .86
I will use the same brand even though the prices of products increase. 3.09 83 2.65 85
P P " (0.96) : (0.05) :
Brand . . 3.28 2.31
loyalty I feel proud of myself when using this brand. (1.02) .82 0.05) .81
I will tell the advantages of this cosmetic brand to people whom I~ 3.45 3 2.99 75
know. (0.81) ’ (0.04) )
. . . 327 291
I will recommend that acquaintances use this brand. (085) 81 (0.04) 72
Eigen value (% of Total Variance) 4.19 (69.84) 3.90 (65.06)
Cromnbach's a 93 91
T will repurchase the cosmetics of this brand if T need 36 91 3.00 94
P ‘ (0.04) ' (0.05) ‘
There is a possibility for me to repurchase product of this brand when 3.7 o4 3.15 0
Repurchase | need new one. (0.04) (0.04)
intention I illi hase the i f this brand when I h: b 3.63 96 301 93
am willing to repurchase the item of this brand when I have to buy. (0.04) . (0.05) .
Eigen value (% of Total Variance) 2.64 (87.91) 2.59 (86.24)
Cronbach's a 95 95
85 % 69.84%, AlTHielw= 87.91%°] AWHS,  of, & tin] 7HAold 7HAtE] &5 ¥ A <l
A7F SRS 4% 65.06%, AT 86.24%°]  Aglal e Aow ‘/‘rEPfk‘:}
Arels ek B 2T A% 1/ BHATM=327)s} A7}
HHE(M=2.73)°] Z}°17} Frofgh Ao Yyttt avt
i - =) = Ay} vl o FHFge o3
2 T} U MY} EEMco| SEE M sMp x Dues AVHE=d HE v we Baighs Wehdigl
TofelEe| xfo| H|= £, ol wl Bd=9e] A BA=o] oju|x|e} AE
o] do] LH|ke] AR Aol Jﬁ S 01 FHEE Y
ATEA 12] 27}t A7) g Balse] 24, 34 iﬂWF

, A=) zlol2 2AVE] ¢J8] t-EEE t-test
118}9laL, 4743 <Table 4>9} 2t} WA 3}
= &40 A% BAs9] A9E 49 AR

o] A7} Bl vl w2 it eI S,
] v A S
TNAH EAdolut, AR, Al HARL HE 947
e A=A &AL A7) B vE) o Y5}
F gle-S o 4 glrh whd AAE S48 A

RS =1
vH¥=r 37} BAEr) o = Hiiks Ueh)

Kl >

SLo ot mioco dp o fr
< rlo E& o, o
il
fo
5
E
)
m

A grlgts 7Rl H%O] Z-b_ ﬂ%xﬂ Hfﬂ%cﬂ u}7]
W Eol| EAHTr} vmE B 49 Aoz B 5 gtk
AT e Al 17} BAHE(M=3.63)7} A7fEd=
(M:3 06)l Blal =A| Jebst) 17“01 EA Au| 2
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(Table 4) Paired-samples t-tests of cosmetic attributes, brand loyalty, and repurchase intention between high

and low priced brands

Mean(SD) ‘
High-priced brand Low-priced brand
Personal attribute 3.80(0.59) 3.25(0.57) 12.171%%*
Cosmetic . .
. Experiential attribute 3.60(0.55) 2.99(0.56) 13.953%**
attributes
Economical attribute 2.90(0.73) 3.92(0.68) -20.331%%*
Brand loyalty 3.27(0.82) 2.73(0.81) 7.747*F*
Repurchase intention 3.63(0.80) 3.06(0.87) 8.126%**
*HEp<.001
A=So] gol AL T ANHA Fal KA A= AAFe] Fdo] EA Axso] MEel o] Pt F
= A S o1f9l Ao Halh A7k nA=e] S 914 Uehlis AZEAe] 98E @rhe Sung
& Tl el e SABA= e SR WA (2008)9] Ao Wik oldith. Al &) ¢
g AT e} Ao ol BAE o2k Jke. a7} SE BAE AFe] Aol Go] ARt B
2 3 W el lucke GRA U Ul B wESE nase 4w A+ 9% v
% 9e Ao, A7} BAEe] A SGE &4 F ATA &4, 712

20
= dRe 2AR 8 A 7 A
F 540 3714 A4S St s 1) 2 A
7hauss) ol 9E SHL9S A dasse
Ai}= <Table 5>¢} 2t} 17} Bi=9] A9 s

9] BE 0 AN AA-F DA 20l
o] frofaAl et AW 58%). S
A JgHone SE $49 HIA $H(B-291)
s ABE $(B=277)0] 7V wghom, HA-FY3)
A(B=266), EVIE 542 AAH S4(B-189) 0%
etk AAlE &40] BAE A HAE g
o] 74 e, ol SAE AHg Al SR AFAelt
F4 52 kol WSS S9F v gt FH=
7 eee & 5 gtk ma AR S92 g 29

ol M|, AZE grlel, A So] £ASL FAZHo=

s Blls S 22 Aos et 714
AR T 7HA-FA/LNA Qglvte] FAme frofdt
YIS VAT F, =L 7149 sPdEe] F4do] FaL A
Ale] $a1S =eltka Y742 3171 Balso) ik &
57t =7 et ol2fdt Adk= avte] WSk o

= &, 283 AR/, AN som g
KA A Y 62%). a7t BaEs) A A7)
HAs o 2ACE Mysl=g| 7014 _/,:/a(ﬁ: 255)514

= A7 £4(B=451)0] ©] & JFS Fof, v B
719k Mus, AlF YRR, AY 5o S5 SAA
o7 WSFR vdle 24} 252 & 5 Sltk )
1A &8 JJ}H aﬂ\:g]_ IR Sl FFS vl
2 B Astey) 2] 3P AT 283 9919
< & Z 9k 7}7ﬂ-4%‘/ﬂ4*dfﬂ 785 AR dFE VA
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(Table 5) Regression analysis of price perception and cosmetic attributes on brand loyalty

Brand loyalty

Independent Variables High-priced Low-priced
B t F Adj. R? B t F Adj. R?
P-Q 6.608** o
/Prestige 266 * -193  -5.144
Sale
Pr -.033 -.874 .054 1.493
oneness
price Price Mavenism  .058 1.615 .029 .840
perception
o lue 033 -892 042 -1203
onsciousness
K3k sk
Price 71 .752 580 84.627 620
Consci -.019 -.529 -093  -2.702%*
onsciousness
Personal 7.220%* ok
attribute 291 % 255 6.730
cosmetic Experiential 6.908** 11.659**
attributes attribute 277 * A1 *
Economical 5.458*%*
attribute 189 « .060 1.811
*p<.05 *¥p<01 ***p<.001
FHEE Aushol Sosd 9 Zom Holth A9l ZASHE kX 9, ol o%d AnlAEL 4
WA AT TS W Flgol HEFE, 5
_ _ — =t ] ol =0l R]S o)} 2= 0]
4. JPHQIXIRIT SHE SMo| RTufolze| o] (TS S SRS ATl oba & 5 8l
Al @a =
A7k SE) AS ADA £4, AAA 54, -
ATA 39 0] ATl EA/Yal o oS nHTHSAE AHE 51.9%).

ol PlAE G 39 $He Arke <Table 653 2
oh. 7h BAse] A Ald 4, AVA-FAA, A
B4 %4, BAAY, AAA £ w02 I vl
(A A3 49.5%). ATelEE FHwet v}
WA SE) AUNA SA(B=334)0] ATl o
9 2 G ol A ekt A el Hia
A} 2o ojg A2l B85S e s1Ae A
SJUPE BUS AES WEHoR AFuEtA e
& 4 siek AAFYUB-229) ] s
Rs} ol Avlelzel fold duee vehigle.

o, AFH £4(B=208), BAH £4(B=107) G4l A
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—116)€ 7} BAE AFulelws} 74 BAZ theh]
of, 71ASISIE A ke nek=e] Alrlels)
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—=1

A7t SgE FAEst vRAAR 1@@ S4B
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—'—21

L3l

539
QA BAo] mE W A Swe, A7t Base 4
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o 4 gie.
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(Table 6)Regression analysis of price perception and cosmetic attributes on repurchase intention

Repurchase intention

Independent Variables High-priced Low-priced
B t Ad. R2 B t F Adj. R?
P-Q seokok -22 - skokok
/Prestige 223 5.049 3 5411
Sale -11 .
Pronencss 6 2787 .056 1.378
price Price Mavenism 040 1.019 P 1410
perception
Value- 051 1277 035 904
Consciousness 56.195%
kek .
Price 0 51.164 45 s . 519
Consciousness 6 : 2 :
Personal *x% *kk
attribute 334 7.565 294 6.902
cosmetic Experiential 208 4707k 333 7.650%
attributes attribute ’ ’ : :
Economical s
attribute 107 2813 .022 .588

£p<. 05 Fp<.01  ***p<.001
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