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The structural relationship between brand consistency and intention to
purchase luxury fashion products: with a focus on the mediating effect
of self-construal

Jung-Hyun Lee

Division of Air Service Management, Howon University
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Abstract Luxury goods products have a steady stream of consumers, and the latest trend is thesell and purchase
markets. Theconsumers age groups also vary widely. This research examinedthe mediating effect of self-construal
ofthe relationship between brand consistency and intention to purchase luxury fashion products. The analysis classified
the brand consistency of luxury fashion products as social, actual, and the deal. First, the order of consistency that
had an effect on self-construal appeared in the order of social cohesion, actual coincidence, and ideal coincidence.
Second, an analysis of mediating effect of self-construal showed that only self-construal appeared to have a partial
mediating effect on the relationship between the intention to purchase and the actual and ideal consistency. Such result
can be interpreted as that when purchasing luxury fashion products, consumers have a tendency to desire that the
brand would express their personal image and that it would match the perception they had of the brand, rather than
a tendency to perceive the brand as a tool to help them perform their desired social role.

These results suggest that consumers who consume the brand desire to have their personalities and subjective
environmental conditions well expressed.
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b EFgel e AoR g1 Huth &gk Cronbach's
aFt 0.8 olAo = yehkon 7 dAl# %= (Construct
Reliability) 7 F @ EAFEATFHAVE) & F3d T4 =2
A HATTable 2> ©]¢} #HAst] BAAHAE
<Table 1>, <Table 2>, <Table 3>, <Table 4>} 7|
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Table 1. Exploratory factor analysis of total variables

Factor 1 2 3 4 5
actual congruityl 491 027 .052 .658 063
actual congruity2 291 -.092 .103 754 115
actual congruity3 194 063 378 .675 224
actual congruity4 159 .059 402 .628 261
ideal congruityl -.033 -.003 733 254 240
ideal congruity2 .066 -.004 813 .109 215
ideal congruity3 382 101 723 .083 .069
ideal congruity4 450 .098 .690 213 033
social congruityl .108 .843 .060 -019 038
social congruity2 -.002 .858 .075 .025 112
social congruity3 135 851 -.001 .036 036
social congruity4 036 816 .007 -013 028
self-construall .828 071 147 212 079
self-construal2 762 .091 168 275 293
self-construal3 736 .097 174 234 331
self-construal4 702 131 248 202 354

purchase intentionl 170 056 .041 208 .503
purchase intention2 267 .088 201 214 673
purchase intention3 120 11 297 187 761
purchase intention4 .033 .100 290 189 .647

total 4.032 2.946 2.879 2.359 2.291

variance 20.158 14732 14396  11.793 11.455
sum of variance 20.158  34.890 49.286  61.078 72.533

cronbach's a 762 957 914 .887 .946

Table 2. Confirmatory factor analysis of total variables

e Y
congruityl
- m“fiyz 0.817 | 0.044 | 22.543
cosnogc:j:ty : 0873 | 0.633
S| T ogn | o04s | 2239
congruity3
S| s 0030 | 0046 | 19.847
congruity4
. self-constr 0715
uall
| setfeonstr | o ¢33 | 0.050 | 25771
Self- ual2
o] ” 0916 | 0.731
— | selleonstr o e36 | 0.060 | 21.062
ual3
self-constr
- 0.816 | 0072 | 20.571
ual4
purchase
=] P | ose
- mp“d.”:ﬁ 0.847 | 0.044 | 2539
Eﬁiz 0.907 | 0.710
S| e | 0047 | 23776
intrtirs
S|P oo | 0,046 | 23.606
intentiond
4.4 HEEM
AT 29 A mEE 291S EUR
7} 248k 0] Hito| thsle] Mean Functiong AH&-3}
o] Ab&stal olo Yidl 7|EB AN S AAgh g
i olgA e ARE EUR ZF FAEREe] oW
L S s R P R Bes

Table 3. Correlation analysis of total variables

Standar
Path dization| S.E. CR. | AVE | CCR actual ideal social self- purchase
factor congruity congruity congruity construal intention
Spoa o R |- actual 1
congruityl congruity
I Ww 0.723 | 0.045 | 21.722 co:ldgerility 6134 |
C;lc;my : 0851 | 0.587 :
S| 003 | 0oes | 15122 R 46+ 1
conguity3 congruity
| 00 | 006s | 15219 self-con oien some g3 1
congruity4 strual
N R purchase  cion qom oige 832w 1
conguity] intention
_ | idel Loss [ oo | 16223 M 370 325 3.16 359 345
ideal congruty. 0865 | 0618 s.D 0627 0735 0820 0.706 0.778
congruity i ’ '
| e o6 | 0090 | 14020
congruity3
- mﬁm 0842 | 0099 | 14523 WTE o] RS 2 A3 <Table 3>}
2ol Yehgth AadAe H8E ke AT 0.8
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Table 4. Results of the research model

S.T
B

Hypot
yplo Path S.E t-value
hesis

self-const
rual

actual
congruity

HI1-1 314 | 0.044 |6.964*** | .000

self-const
rual

ideal
congruity

H1-2 203 | 0.038 [4.423%** | .000

self-const
rual

social
congruity

729 | 0.045 |13.286*** | .000

self-const
rual

purchase

. . .000
intention

910 | 0.078 [14.721%**

actual
congruity

purchase

. . .002
intention

118 | 0.047 |3.142%**

ideal
congruity

purchase

. . .044
intention

.075 | 0.039 [2.012%*

social
congruity

purchase
intention

d .061 | 0.051 |1.234

**k p<.01 **: p<.05

AAZA dAAdo] self-construalel] H] 3=
=314, t=6.964(p<.01)Z EAHOZ fo]3h
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A Aoz vesten], AHg) AA4
of uljeleel] A= G B=910, t=14.721(p<.01)
2 AR frofdt dFe vAE Aoz Uyt

AAA Aol el mA=
t=3.142(p<.01) = EAH R Fo3t
o7 vephton, oA UdAAe]
G =075, t=2.012(p<.05) 2 A4 2.
S A Aoz YEpiTh

Jo] self-construal

ﬁo]:

Table 5. Results of total effect, direct effect and
indirect effect
Path direct indirect totaol

effect P effect p effect P

actual - jpurchase | o0 | og6 | 00a| 404 |.000
congruity intention

ideal | purchase | o5 o0 | 1gs | 003|260 |.000
congruity intention

social | fpurchase | 0019 | 6ea | .000| 725 | 000
congruity intention

Rk p<01 **: p<.05

X7 Fujee] #A A self-construal®] 7HH
23 A A3, BE AN BAHSE o3 1H
27 Qe BoE e

7 E2EAS 938} sobel-test A4S ©]-83to]
A%t A¥l= vl <Table 6>9F #t}

Table 6. sobel-test total variables

Path Z-value p-value
actual — | purchase 6297 000
congrulty intention
ideal — | purchase 4250 000
congrulty intention
social — | purchase 9.738 000
congrulty intention

*kk p<01 **: p<05

self-construali= YX|AJ2} Frujo]ze] BE HAA
FAHCRE fFog viZlaart e AoE Yehdt
5. 482
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2 e
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construalel]l thgt wia ¥ B4 Ay AAH dx]AH}
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