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Abstract This study attempts to explore the design sensitivity of both luxury and non-luxury brand products,
and its effect on purchase intention. As a result, there was no difference in design sensitivity between luxury
and non-luxury brand product, but the effect of design sensitivity on purchase intention was found different
between luxury and non-luxury brand. It shows that for luxury brand, the people with high design pursuit of
the brand have high purchase intention while for non-luxury brand, the people with high design value of the
brand have high purchase intention. It indicates that for luxury brands, consumers already recognize the value of
its design, which does not affect the purchase intention. For non-luxury brands, it would be important to let
consumers recognize their design value.
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L TE IR H|-E(%)
= 61 66.3
9 o2} 31 337
7 92 100.0
20-25A] 30 32.6
26-304] 43 46.7
EE 31-354] 5 54
36-404] 14 15.2
7 92 100.0
TS TES 1 1.1
R e 33 359
. fetuzy 38 413
o ot edAstE 11 12.0
HeAEY 9 9.8
3 92 100.0

[# 3] 29 JAH4EAE E4_ 4, A5
[Table 3] Demographics_ Income, Social class

g T HlE H]- (%)
1007+ o)t 15 16.3
100-3005+H] ot 38 41.3

A 300-6009+%] gk 20 21.7
9] | 600-9007F] m|gF 11 12.0
10007+ w]wk 8 8.7

a1 92 100.0
Bh-5k= 3 33
SRS 5 5.4

= 31= 27 293

= E =

-
Ar-al= 2 22
PN 1 1.1

A 92 100.0




oR
ul
=
i)
o
jutd
|z
)
I
=2
Ee)
=
B

HlAe] Elatel wgE Aol chak HaA

A FolulFat Ao el FEL HEEeR R
o] H=AE 2elstiith F 7HA F7 A delolA
ol B ‘Folrlgo] HEolHa At e e
I A= ol Bagtth ek ol EEo]
k. o1& 74 Likert H:=g o]t Arg 4T 2
I, Folnlg-2 Eolhal AAditis el Hat Ao
= 60103l om, B9 F9= 3222 I Ao|7t {9
3 Ao® YeRgtht = 13.963, p<0.000).

[E 4] Zolulgat 47} WEo Azsherlel diet 9%
[Table 4] Consumers’ Responses about Louis Vuittons
and Ssamzie as Luxury Brand

Std. Error
Mean

2z S| B |EEAn

ol

FolulE wdAIE

92 6.0109
oIt

1.16255 | .12120

92 3.2174 | 1.48861 | .15520

HIZE Ztel Cixiel 2AHE Xto|

oR
(]
<

WE 7re] iAol W Hol HA 9lst
K ho 2 UHRo] MANOVA 2
CARIRIgE 6] o] Bt
bolvh glovt s At

Sl
o
o
o
i
o
N
4
i)

H

i

ot
mo

o
=)

‘L\T‘

~

%

do rlo Az &
Lo 1z
R
32
fiu)
-
)
o M
>
<

[E 5] Hai=d o9l vgte Bt
[Table 5] Averages of Design Sensitivity per Brand

T8 | #@e | ®x | ®e5
3

Opel wOlHE [ 32446 | 151977 46
i 23] 3.0217 | 1.43064 46
7k Total 3.1332 | 1.47202 92
Oapel FOlHlE [ 30272 | 163319 46
‘; 27 27609 | 1.18668 46
7 Total 2.8940 | 1.42593 9
Ol FOIHIE | 24907 | 156887 46
T omx 25062 | 1.39377 46
A2 ol 24984 | 147575 )
ool FOlElE | 23913 [ 158590 46
; 27 25362 | 1.61853 46
== Totl 24638 | 159514 92
et FOlHlE | 26377 | 158671 46
T omz 29855 | 1.90769 46

ps)z] e
S0 Total 28116 | 175363 92

1579

oz wOlIE [ 28116 [ 169189 46
Toax 3.0507 | 1.59624 46
—_[L/H‘a:
8% Total 29312 | 1.64011 92

weha Gl Wk e, G431 Al
A 23g e} o] AEE W Aol AN, e
ABZE AFlNE BAAD) dolat HAE =
o7k 1A oH= A o 4 k.

A

421 A SE Xtz 24

Al HdEs WES HEETl Aol figich
w2bA] A HolEE e BElE FUAS} tAel
U7} oA Frfjojof 7= vl AU Hist
o] A HEgtt)

Folulga FA| kg stz sto] AA A=E o]
8-3}o] Stepwise-Regression £4]12 A3} ct $4H
FRE FES, SHHSR AF UH LAt
ARB|A FAATE YRR A 7)AL o] Fof Rt
QW= 67l AHE ERAIRCL

N FUAI} AFE] A FYARES SR AN
g A9, md dHHoR fFogt dus =
(F=28.636, p<0.000), TIA}2] WIZFE 67 X} e mre= =

o}
7+ AesE FAFoR AR, el FUAL}
AtE]Z] ARl SEHpR EFE S o= el
2 FYAte] Fufjejtzo]] AR FRK(B=559, t=4.044,
p<0.000) X|= AR yepgth ejuh TAkl it
T 67 Ao] F7HE S wolls YA WrES BF
freJshA] okar, TRkQl 7RR](B=.438, t=3.802, p<0.000),
Oz}l 3 2(B=321, t=2.404, p=0.018), TJx}Q] -
AEHB=311, t=2.477, p=0.015)& {-2J5}A4] Lielgtct.

422 Z20|H|E X7 EAM
HA A= B3 v R 2ol Ahae] sl

= Stepwise-Regression 43 0] 831911, W A £

SuieRE TR, SYNsR Ao Hld 5
Aok AFE1H BANGHE ERUSR 27D, L o]

=

MA FUAI AFE A FUARES SHHTE AR

g A md dAgReR § o

(F=15.556, p<0.000), TJAFQ] W% 67 ¢S

7S o 9A] 2E& F=10.117(p<0.000) 2 325}
7 Rpss AR AuEE Q1A FUA9F AL



S/ 45s)=Ex] A137 445, 2012

514 Sl Egsw mERe tos Ay

Eolagto] ujelmo] FHAel JFB-630, +=3.550,

p<0.001)& H]AE Ao thehgey e TRl vzt

= 67) Aglo] MY ol EUA WSSE BE

GolalA ok, iAol HETATHB-629, =2.689,

p=0.011)2to] a7 Lhehdeh. T 63} 3 7 o]
= Aas B3 Agolr.

[(# 6] J1Folnle) 9 3= dat =g
[Table 6] Regression Result for Groupl(Louis Vuittons)_
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Residual 28.144 37 761
Total 89.708 45 Model Sume of df Mean F Sig
Squares Square ’
* Dependent Variable: <-1lj2]%= 1 Regress-ion 39.069 2| 19.535]16.972| .000(a)
Residual 49.492 43 1.151
Total 88.561 45
T 2] = E\o] B B A 2=
[E 7] Aol o7 dv W 2 Regression | 67291 8|  8.411] 14.632] .000(b)
[Table 71 Reg'ression Result for Groupl(Louis Vuittons)) Residual 212701 37 575
Variables Total 88.561| 45
Unstandardized Sta;lggrdi * Dependent Variable: -1} 2] &=
Model Sd t sig
B Ertrdr Beta
1 (Constant) 895|441 2.153] 037 [¥ 9] FaecEahe] g4 A ws
Aold =olx | 664] 187 630l 3550 001 [Table 9] Regression Result for Group2 (Ssamzie)_ Variables
A} 3] A EQIA
fo)s S| 021 159 024 133] 8% Model Unstandardized | Standardized
2 (Constant) .870 .366 2.378| .023 ode Coefficients | Coefficients ¢ Si
Mold ZolAl | 150 214] 142|701 488 B | Std Beta &
AFE A EAA | 041 142]  -046] -202] 72 Error
Aol 7k | 385  230] 414 1.674] .103 ! (C‘;‘]‘;:‘“ﬁou 1200 392 3.063| 004
ool gz | -261]  232[  -302] -1.125] 268 iH s ;EOEM] 425 242 368 1.756] 086
Aol Belm | 201l 210] -224] -922| 363 eld oA 337 218 325] 1.549] 129
oxfol 2 (Constant) 447 421 1.062| .295
e 152|177 170 859 396 AA A | -027] 217 -023] -.123] 903
el e 2AA | 126 171 121 736 467
Ulaﬂﬁ% 065 .163 073 .397)  .694 T z}ol714] 509 .130 .519| 3.912| .000
ozl tjz}el 7zt .079 .162 .067| .491| .626
B 525|195 629 2.689| .011 zlel ToJ= | .066| 239 066| 277 783
oz}l
* Dependent Variable: FrjoE BT .160 204 185 .786| .437
Z}el
u]:]];(l—lﬂ‘—}g -.107 .165 -.145| -.650| .520
4.2.3 x| xtg2 =M q;};‘]c’
= . . e 17 156 199 1.122| .269
REZ] Zzof| theflA % Stepwise-Regression £41-2- O] E SR 3 3

SR, W A BEHSRE o
B2 Z]Lof 713 ZUAL}t ALS]E] Y A]g _%
2 EFAIAL, 1 o)l triel wiFE 67 24
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