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Purchasing Behavior of the Latest Trendy Color Bags

- Focusing on Purchase Motives, Purchase Types, Satisfaction and Repurchase Intention -

Eun Joo Kim and Min Ji Lee'
Dept. of Fashion Design, Dongduk Women's University;, Seoul, Korea

Abstract : This study identified factors for purchase motives in regards to the latest trendy color bags as well as ascer-
tained the structural relations of purchasing behavior in regards topurchase motives, purchase type, satisfaction, and
repurchase intention. Other purposes examined the differences in purchase motivations, purchase types, satisfaction, and
repurchase intention according to consumer characteristics, and provided strategic information on women's bag man-
ufacturers and retailers. A random sampling method collected data based on a survey of Korean women between the ages
of 20 and 59 who had purchased the latest trendy color bag. A questionnaire developed by the researcher was distributed
to 450 women in 2013. We analyzed 433 questionnaires using the SPSS 18.0 program and AMOS 18.0 program. The sum-
marization of the findings are as follows. First, purchase motives for the latest trendy color bags were classified into 5
factors: awareness-symbolicity, practicality, aesthetic, harmony, and fashionability. Second, aesthetic and harmony showed
significant influenceson planned purchases due to an analysis of structural relations between purchase motives for the lat-
est trendy color bags and type of purchase; in addition, awareness-symbolicity, aesthetic and fashionability significantly
influencedunplanned purchases. Third, there was no significant influence for planned purchases on satisfaction; however,

unplanned purchasesshowed a significant.
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Fig. 1. Research Model.
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Table 1. Results of exporatory factor analysis of purchase motive

723

Factors Questions Load-ing Eigen value% of variance Cronbach’s o

The latest trendy color bags can be recognized at first sight. .840
The latest trendy color bags can be easily recognized. .825
The latest trendy color bags are easily distinguished from others. .790

Aware-‘ . the latest trendy colors make certain the brand name of the bag. 784 2893 34200 095
ness'symbolicity | want to be regarded as a wearer of the latest trendy color bags. 770
The latest trendy color bags dignity. 738
The latest trendy color bags are known to many people. 725
The latest trendy color bags can be a way of showing off. .662
The latest trendy color bags have efficient storage spaces. .846
The latest trendy color bags are made of materials that are easy to handle 831

Practicality The latest trendy color bags are practical. .801 4.010 15.422 .843
The latest trendy color bags seem to be easy to handle. 678
The latest trendy color bags are in good sizes. .656
The latest trendy color bags have good-looking appearance. .803

Aesthetic The latest trendy color bags look fashionale. .802 5 188 2416 850
The latest trendy color bags look attractive. 758
The latest trendy color bags look beautiful. 741
The latest trendy color bags can be desirable to buy. 718
The latest trendy color bags are desirable to buy because of season. .691

Fashionability =~ The latest trendy color bags are desirable to be tried as a new fashion. 679 1.473 5.666 871
The latest trendy color bags can make me join in a new trend. .668
The latest trendy color bags are seasonably trendy. .650
The latest trendy color bags are good on me. 795

Harmony The latest trendy color bags fit my image. 788 1124 4305 858
The latest trendy color bags fit my skin color. 778
The latest trendy color bags fit my style. 707

Cumulative % 68.031%

Table 2. Reliability

test of purchase types, satisfaction, repurchase intention

Factors Questions Cronbach’s o
I buy by need, not by impulse.
planned I carefully think what to buy before shoppin: 679
purchase Y Y PPINg. '
Purchase I try very hard not to make unplanned purchase.
types I make unplaned purchase of big sale items.
1
unplanned I make unplanned purchase of trendy color bags. .849
purchase
I buy additional items to match with the fashion items when I shopping.
The latest trendy color bags which 1 have recently bought is my good choice.
I am satisfied with the latest trendy color bag which I have recently bought.
Satisfaction I am generally satisfied with the latest trendy color bag which I have recently bought. .890
The latest trendy color bag which I have recently bought give me a pleasure.
The latest trendy color bag which I have recently bought make me happy.
I want to buy other color of the latest trendy color bag which I have recently bought.
) ) I want to buy other materials of the latest trendy color bag which 1 have recently bought
Repurchase intention 885

I want to buy other sizes of the latest trendy color bag which I have recently bought.

I want to buy other styles of the latest trendy color bag which I recently bought.
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Table 3. Results of confirmatory factor analysis

2

X DF P RMR  RMSEA GFI  AGFI  NFI CFI
Purchase motivation for the latest trendy color bags 233.112 109 .000 .034 .051 .940 916 935 964
Purchase types 51.494 13 .000 .059 .083 968 931 934 949
Satisfaction 8.215 016 .007 .085 991 953 990 993
Repurchase intention 9.476 .009 018 .093 989 947 986 989
Table 4. Results of total confirmatory factor analysis
X DF P RMR RMSEA GFI AGFI NFI CFI
Total CFA 905.711 428 .000 .049 .051 .885 .858 872 927
Adj Total CFA 725387 369 .000 .045 .047 901 876 .889 941
Table 5. The modified model of the Results of confirmatory factor analysis
Construct Items Estmate S.E. C.R. P
The latest trendy color bags are known to many people. 747 Fixed Fixed  Fixed
The latest trendy color bags can be easily recognized. 854 .062 18.330 o
:y‘;vnatjzrl]ii?tsy he latest trendy color bags can be recognized at first sight. 919 .065 19.756 HoHE
The latest trendy color bags are easily distinguished from others. 769 .064 16.294 *EE
The latest trendy color bags make me show with dignity. 706 .063 14.825 *xE
The latest trendy color bags look beautiful. 728 Fixed Fixed Fixed
Esthetic The latest trendy color bags look interesting. .638 .082 11.503 HHE
The latest trendy color bags look attractive. 735 075 12.865 wEE
The latest trendy color bags are practical. 755 Fixed Fixed  Fixed
Practicality =~ The latest trendy color bags are made of materials that are easy to handle. .860 .092 13.194 HHE
The latest trendy color bags seem to be easy to handle. .602 .073 11.417 *EE
The latest trendy color bags fit my image. 728 Fixed Fixed  Fixed
Harmony The latest trendy color bags are good on me. .862 .073 15.788 HHE
The latest trendy color bags fit my style. 790 .069 15.053 HHE
The latest trendy color bags can be desirable to buy. 764 Fixed Fixed Fixed
Fashion-ability The latest trendy color bags are desirable to buy because new season begins. 667 .056 13.182 HHE
The latest trendy color bags look fashionable. 759 .062 15.002 HoHE
I buy by need, not by impulse. .560 Fixed Fixed Fixed
;&:;?:i I carefully think what to buy before shopping. 733 168 8565
I try very hard not to make unplanned purchase. 651 142 8.501 HHE
I make unplanned purchase when I find what 1 have been looking for. 507 Fixed Fixed Fixed
Unplanned I make unplaned purchase of big sale items. 11 175 9.635 HAE
purchase I make unplanned purchase of trendy color bags. .864 .190 10.307 kK
I make unplanned purchase when I get stressed out. .664 176 9314 HoEE
The latest trendy color bags which I have recently bought is my good choice. 776 Fixed Fixed Fixed
Satisfaction 1 am satisfied with the latest trendy color bag which I have recently bought. .867 .059 18.009 *EK
I am generally satisfied with the latest trendy color bag which I have recently bought. .836 .054 17.597 HoHE
1 want to buy other color of the latest trendy color bag which I have recently bought. .806 Fixed Fixed Fixed
R;lzzrr;il:)fe I want to buy other materials of the latest trendy color bag which I have recently bought. .840 .057 17.660 *EE
I want to buy other styles of the latest trendy color bag which I recently bought. 782 .059 16.647 HoHE
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Fig. 2. Path model.
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Table 6. Results of path analysis

H Path Estimate S.E. C.R. P Result
H 1-1 awarenesssymbolicity — planned purchase 147 .063 439 150 accepted
H 12 esthetic — planned purchase -293 115 -2.162 * accepted
H 13 practicality — planned purchase .041 .045 718 473 not accepted
H 14 harmony — planned purchase 296 .100 2.461 * accepted
H 1-5 fashionability — planned purchase .108 .076 .865 387 not accepted
H 2-1 awarenesssymbolic — unplanned purchase 303 .071 2.952 ok accepted
H 2-2 esthetic — unplanned purchase 480 .108 4.183 Hkx accepted
H 23 practicality — unplanned purchase .071 054 1.149 250 not accepted
H 2-4 harmony — unplanned purchase .004 .076 .047 963 not accepted
H 2-5 fashionability — unplanned purchase 306 .091 2.262 * accepted
H 3-1 planned purchase —> satisfaction -.004 057 -.080 936 not accepted
H 3-2 unplanned purchase — satisfaction .509 .076 7.613 ok accepted
H 4 satisfaction — repurchase intention 437 .084 6.463 Rk accepted

£p<.05, **p<.01, *+%p<.001
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