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Abstract The purpose of this study is to identify consumers’ perceived consumption values and to examine the causal
relationship between perceived consumption values, brand identification, emotional Absorption and behavioral
commitment. Undergraduate students(N=210) were participated in the survey and the structural equation modeling was
utilized for data analysis. The results of this study show that; first, psychological value and personality value have
positive effects on brand identification but there was no significant relationship between functional value and brand
identification; second, brand identification have positive effects on emotional commitment and behavioral commitment;
third, the relationship between emotional commitment and behavioral commitment was not significant; fourth, the
effect of psychological value on brand identification was higher than the effect of personality value on brand
identification. Based on these results, several recommendations for company are discussed and future research

directions are outlined.
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Table 2. Path Coefficient (T-Value) and Reliability

Item No
M M
Item Before After V;?:Elr:: S(Rz():
S.P S.P
Conv 3 5 Conv Valuel .59
Value Conv Value3 .67
Psyv 3 5 Psyv Valuel .63
Value Psyv Value3 74
Pers 4 3 Pers Value2 .67

P.C
I R AVE
tem (T-Value) C o
Conv Valuel 1.00(11.29)
. .634 .
Conv Value3 1.01(11.95) 75 63 787
Psyv Valuel 1,01(13.12)
Psyv Value3 1.06(14.13) 809 680 839
Pers Value2 1.29(13.94)
Pers Value3 1.44(16.55) .891 734 .896
Pers Value4 1.36(14.03)
Iden2 0.90(10.36)
Iden4 1.14(12.41) 731 S77 755
Emot commitment3 1.34(15.88)
Emot commitment4 1.30(13.21) 849 738 856
Beha commitment3 1.23(14.86)
Beha commitment4 1.24(15.86) 878 782 892
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Table 3. Chi-square different test

constrained Model X2 df
unconstrained Model 87.92 50
Conv Value-Psyv Value 131.53 51
Conv Value- Pers Value 164.79 51
Conv Value- Iden 135.67 51
Psyv Value- Pers Value 158.61 51
Psyv Value- Iden 116.33 51
Pers Value- Iden 140.37 51
Iden-Emot commitment 115.36 51
Iden-Beha commitment 116.34 51
Emot commitment-Beha commitment 155.44 51
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Table 4. Hypotheses test

H | Indicator Path Coefficient| Error | t | Accept
Conv Value— .
1 711 .05 .10 | .48 | Reject
Iden
2 712 | Psyv Value— Iden .78 .13 | 5.88 | Accept
3 713 Pers Value— Iden .14 .06 |2.19| Accept
Iden— Emot
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