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A Study on the Relationship between the Consumption Factors,
Satisfaction, Behavioral Intention and Recommended Intention in the
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Abstract The purpose of this study is to identify the relationships between satisfaction, behavioral intention and
recommended intention of luxury consumers identified in the preceding study as reasons for the explosive growth in
the Korean imported car market. Research results found that brand quality, fashion, self-display, and store atmosphere
had positive effects on satisfaction, while independent variables influenced behavioral intention. However, it was
found that the store atmosphere did not affect satisfaction. Satisfaction expressed a strong positive effect on behavioral
intention. In addition, behavioral intention was shown to positively affect recommendation intention. These results
imply that consumers are significantly influenced by psychological factors when purchasing imported cars, and that
consumers value psychological factors even when resold or recommended to others. The theoretical implications of
the study are the empirical analysis of the consumption factors of imported cars using the existing Luxury
consumption factors. The practical implications are to provide the importers with a basis for their marketing strategy.
Although there are many studies on quality and service in import car markets, there is a lack of research on relevant
psychological factors.
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F3. I wonder what kind of
car celebrities ride
sometimes.

is leading or
following the

F4. 1 buy a car with a
brand of rich people.

latest trends

S1 The elegant atmosphere
of imported car stores is

: The high
Store important. quality of
S2. The kind service of | imported car
atmosphere | . .
imported cars is important. stores
S4. 1 buy a car at a atmosphere
well-organized store.
SA2. T am generally
satisfied with the car I am
using.
SA3. I am satisfied with T.he oYerall
. . . satisfaction of
Satisfaction | the service of the car I am|
. imported cars A
using. ) :
in use O’cass,
SA4. 1 am pleased with the H
dealer in the car I am Frost
using. (2002)
BIl. I'm going to buy
again t'he cgr brand  that The intention
T'm using now. of repurchas
Behavioral | BI2. The next car you buy | and continued
intention | will also be repurchased at use of
the same store. imported cars
BI4. 1 will also buy the | 2fer use
next car at to same dealer.
RIL. T'll recommend the
brand of car that I'm using
now. The intention
f
Recommen | RI3. T will recommend the ©
. Recommended
ded car brand that I am using | . .
. . intention of
intention through SNS. .
imported cars
RI4. T will recommend after use
around the dealer who is
using the car now.
3.2 g2y MY
B Aol W SAS fal dATelA ALE
¥ FEES EUE <Fig 1>3 Zo] ATEHES HA

consumption factors —

I

brand quality

fashion

self — exhortation

store atmosphere

v

behavioral |-

T intention

Fig. 1. Research model

satisfaction

recommended

intention
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FYUAEAE AFY Hje9l B, BFo%, FHAE 7He| TA AT
Yool AFS FHska EquusE AAY EnAAE 4, BEMZAD}
el al, AA Genesis G802 A AlAl A s=)
Aol AL 71skal itk Interbrandol A 20173 4.1 E29| EX
g S W AE AEal BAEE <Table 2>9F 2TH43). HEFEA o) AR AEA 156%-2] FEEAL
¥ 2 o] gyl YAk FeiRbEe] RAek Bl
Table 2, Best Global Brands 2017 Rankings =+ Mercedes-Benz7| 116™(74.4%) 2.2 77 Bk,
Branfi .valuc Brand Luxury MW7]' 11\:!:1(7 1%))0E qE"M——U:L 1 'r]é O]Cﬂ
Manufacturer (n;gilg)n’ origin brands Genesis G80, Lexsus, Ford-Lincoln, AUDI7} 21 &
Toyota 50,291 $m Japan Lexus oI SEARA 54 AmE e 539
— (34.0%), BAL 1037(66.0%)8] HF o2 YERTh
Benz 47829 $m | Germany nz AYhE 4007 59%(37.8%) 0.2 7P EsktE.
BMW 41,521 $m Germany BMW
Honda 22,696 $m Japan 4.2 §§E¢9-| 'A—Iilgﬂli EI‘EOPAJ
Ford 13,693 $m USA 2 AolME 3w Aue] A4 9 g 14
south S Sl BAA QAT Bl 29AE AAE
S I I At SAETe AAEs @A) A3 AL
AUDI 12,023 $m | Germany A 71%°] W Cronbach's a#ts o83ttt g%
Nissan 11,534 $m Japan 8RIEA] Afe} o]ZA HiF S BEUE HA A7
W G | 1122 5| comny F 20l w9 AT YFELY DU
*Data Source : Best Global Brands 2017 Rankings by ‘g—l %i%@'% SH&H AMOS 21.0= O] 3]—04 EFO] ﬂ £
Interbrand A S AAsolaL, 1 A Rs <Table 3>¢F 2tk B
Z;rltlfisli/g/www.intcrbrand.com/bcst—brands/bcst—global—brands/2017/r = o] 2w —)F = 9] 7H Lé /‘\_]E]L:_—E 7] ] o1 075 A Qﬁ}
£ AR Yehta, HAENEEHAVE)E 71549
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ClE WAL MEeR £ A7 dA BER AgEEo] 7t AT G5 il =L RS 2=
N=g o]gste] AT MEA efgA S wolua) b 8 % o)c ek B olte] HShE A|2es A m
shalrk. mebd, = AFANE A Genesis, ELE \n\yne s, GRI=0909(4 3, AGFI=0.870(%
Lexus, €1¢] Mercedes-BenzSf BMW 5 871 SEolM oy e g 910212, 1F1-0.968(215)), TLI0.958(41%h,
A RS e R & AT JMES AL g 06744, RMR= 0049413, RMSEA=0.048
A} 3., (Hsheluz At oz el A3e-E AlAlstaL 9l
3.5 Xg4d 3 EAUY 4.3 AR
THE AES SPSS 2108 ol&stel LAY 90984 A3} geRNde] AZE 7 Wrs
2018\ 5¥~6d7hA] B Ao HEZAPE AAEA Abolo] THEERAe] EEAEmel W 7he] T W
oh 2 ATE 8] AR AER ] laks A 2 gt AEE Fs] sl 7 fE o] ARdAE
g 58 FYAEAE Tl F ol 8dtaL e ANAtE ST, 1 AT <Table 45 P}, W 7|
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Table 3. Confirmatory factor analysis o] AG7HAS HAATH] 98] AMOS 21.0S AFE-3)o]
BRI Al BA) O Al AlELed
Constructs |Items|Std. C.| S.E | t-value | C.R. Cc;?srltzla AVE TN s At
Bl | 0789 | - -
l?:l?; B2 | 0837 | 0.091 | 11788 |0.839 | 0.811 |0.636 Table 5. Path analysis for hypothesis verification
g B3 0.721 | 0.094 | 10.821 Hypothesis - Path Std. C. S.E t- value | p-value
DI | 0830 | - - py Prand quality = 0286 | 0.078 | 3.657 | 0.000
Self - satisfaction
exhortation | 2| 0-866 | 0.074 | 13.808 | 0.866 | 0.856 |0.684
Self - exhortation —
)37) 234 ) 374 )
D4 | 0.753 | 0.070 | 12.530 katisfaction 0.23 0.069 | 3.37 0.000
F2 | 0877 | - - .
A 3 fashion = 0228 | 0066 | 3434 | 0.000
Fashion | F3 | 0.889 | 0.068 | 14.475 | 0.853 | 0.842 |0.664 katisfaction
F4 | 0.636 | 0.074 | 10.475 H4 Stqrc atglosphcrc g 0.164 0.080 2057 0.040
) 0.809 . . satisfaction
Store 176 0753 | 0.104 | 8970 | 0.779 | 0.737 | 0.546 ps Prand quality = o001 08 | 3550 | 0,000
atmosphere Behavioral intention
S4 | 0546 | 0.061 | 7.235 -
Self - exhortation
SA2 | 0.812 - - H6 [— Behavioral 0.186 | 0.076 | 2434 | 0.015
satisfaction | SA3 | 0.946 | 0.061 | 18.518 | 0.913 | 0.900 |0.779 fintention
SA4 | 0860 | 0.061 | 16.075 py [oshion = 0271 | 0074 | 3679 | 0.000
Behavioral intention : ’ ’ ’
BIl | 0.866 | - -
i Store atmosphere —
Behavioral 751, 10 912 1 0.059 | 16974 | 0888 | 0.821 |0.727 H8 oral tention | 0023 | 0.085 | 0271 | 0.786
intention Behavioral intention
Bl4 | 0.742 | 0.064 | 13.775 atisfaction >
RI1 | 0.683 - - HO Behavioral intention 0.149 0.081 1.831 0.067
Rgci‘;‘t‘:l‘fizge RI3 | 0.851 | 0.142 | 10.051 |0.814 | 0.813 |0.595 Behavioral intention
Ria | 0785 | 0121 | 9870 HI10 | Recommended 0331 | 0.062 | 5305 | 0.000
intention
CMIN=246.831, DF=162, p=0.000, CMIN/DF=1.524, GFI=0.909,

AGFI=0.870, NFI=0.912, IFI=0.968, TLI=0.958, CFI=0.967, RMR=
0.049, RMSEA=0.048

Table 4, Correlation analysis

1 2 3 4 5 6 7
Brand quality| 0.797 - - - - - -
Sell = o 16#+ 0.827| - . . - -
exhortation
Fashion [0.208%0.262% 0.815 | - - - -
Store 1, | gguH0 358%40.349%4 0739 | - . .
atmosphere
satisfaction [0.189%%0.371%%0.356%%0.894* 0.882 | - R
Behavioral o 50/ 380%+0.438%% 0287%+[0.281%% 0.853 | -
intention
Recommended |, |l 310, 268%40.312%40.320%40.382%4 0.771
intention

**Correlation is significant at the 0.01 level. Bold type is AVE
value.

4.4 BEEH

ZARY BAG B 2432 A4 B
o] glEgly] W] WELH BN FA, A
FA, o, ), W, AEeE, FiloE 2
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CMIN=251.530, DF=165, p=0.000, CMIN/DF=1.524, GFI=0.907,
AGFI=0.870, NFI=0.910, IFI=0.967, TLI=0.958, CFI=0.967,
RMSEA=0.048
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