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Abstract
Repeat purchasing has now become a critical factor for marketers, especially in the luxury goods market. Repeat
purchasing not only saves costs (as opposed to attracting new customers), but increases sales as well. Both past
and current researchers have been keen in investigating what drives consumers to repeat their purchase. The
purpose of this academic research is to examine the relationship between Hedonic Value (HV), Satisfaction (S),
Consumer Inertia (CI) and Product Attribute (PA) with the Repeat Purchase Intention (RPI) for luxury brands
among Generation Y consumers in Malaysia. As such, eight luxury brands have been selected to investigate the
consumer behaviour of consumers in Malaysia, in relation to the repeat purchase intention. This is a quantitative
study that collected data from 134 respondents. Findings reveal that Hedonic Value and Satisfaction have
positive and significant correlation with Repeat Purchase Intention, with Satisfaction being the strongest
predictor of Repeat Purchase Intention. The findings can be used by marketers in Malaysia to aid them in
creating marketing strategies to maintain their current customer base, as well as attract new customers to
purchase their luxury brands within their target market. This study can also motivate current researchers to
further investigate in the field of luxury brands, in an attempt to bridge the gap between luxury brands and
Repeat Purchase Intention.
Keywords: consumer inertia, hedonic value, luxury, product attribute, repeat purchase intention, satisfaction
1. Introduction
The term luxury has a broad meaning and its definition varies over time. As explained by David & Chiari (2008),
luxury was defined in the past as anything that fell outside the basic human necessities and was usually afforded
by the rich. The authors further argue that now the luxurious need is not only linked to the consumers’
psychological desires, but now evolving with consumer’s dynamic cultural changes as well.
Lipovetsly (2007, pp. 30-35) has separated ideological luxury from material luxury, where the former is linked
with sacred things such as altruism, intellectual and morality, and the latter shaping reality as a result of
satisfaction arising from individualistic egocentric desires.
Today’s luxury ranges from fashion, jewellery, leather, cosmetics, wines, hospitality to air and automobile brands
(Okonkwo, 2009). Luxury, although being mostly an intangible consumption experience, has dramatically
transitioned to a symbol of global prestige and usually represents ‘unique’ quality, design, fashion and status
(Juggessur & Cohen, 2009; Phau & Prendergast, 2000a, cited in Miller & Mills, 2012). Lipovetsky (2007,
pp.69-74) says that although the luxury market seems to be dominated by female consumers, the market will
subsequently balance itself to the male luxury counterparts.
The global luxury market has exceeded €1tn, and the value of personal luxury market goods (like jewellery,
watches, leather goods, fashion, perfumes, etc.) is now worth €253bn (Kollewe, 2015). The online market share
of top 10 luxury brands holds a staggering 78.5%, Ralph Lauren being number 1 (19.2%) while Louboutin
ranked at number 10 (1.8%) (Colson, 2016).
The consumption of luxury brands is no longer limited to the rich western and developed countries. A market
study done by D’Arpizio et al. (2015) found that Chinese consumers played a key part in global luxury spending
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growth, which account for 31% worldwide spending, followed by American and European consumers at 24%
and 18% respectively. A similar study done by the same authors in 2016 further clarifies that there is a strong
growing trend in luxury goods in countries like China, particularly the growing demand in luxury cars,
hospitality and beauty luxury goods.
2. Literature Review
2.1 Repeat Purchase Intention
A consumer typically decides to undergo a repeat purchase when he/she is normally satisfied with the brand and
is in the last stage of post purchase behaviour of the consumer buying process (Kotler & Armstrong, 2016). The
consumer reviews the brand’s experience he/she had during the product’s or service’s use. Therefore, repeat
purchase intention actually takes place in the buyer’s ‘black box’ when the consumer has decided whether to
purchase the same brand or not. However, Jones & Sasser (1995) argue that consumers should possess both high
satisfaction and loyalty towards the brand, in order to become the brand’s loyalist or apostle. Therefore, repeat
purchase intention can serve as a predictor for the actual purchase behaviour. Companies are now more
interested in maintaining customer’ repeat purchase because it will not only lead to sustained competitive
advantage, but it will help increase profitability against fierce competition whilst decreasing new costs in
attracting new consumers as well (Kuo, Hu, & Yang, 2013; Reichheld & Sasser, 1990). For example, according
to Reichheld & Sasser (1990), a company’s profits could increase by 25% to 85% with a mere 5% increase in
consumer retention. On the contrary, the same company can incur 5 times more cost in attracting new
consumers.
Researchers have studied many factors that affect repeat purchase intention (Table 1). As stated below, some of
the variables include Convenience, Hedonic Value, Perceived Risk, Customer Satisfaction, Consumer Inertia,
Positive word-of-mouth, Value, Trust, Habit, Familiarity, Product Attribute, Luxury Value, and Social Influence.
These studies were carried out on different samples, topics and locations, and the influences varied among
different papers. For example, research by Kuo, Hu & Yang (2013) reveals that consumer inertia has more
influence than satisfaction among female online shoppers for repeat purchase, which is contrary to Jones &
Sasser (1995)’s argument that consumers generally have high satisfaction and loyalty when they intend to repeat
purchase. Since this research focusses on the determinants of hedonic value, satisfaction, consumer inertia and
product attribute on the repeat purchase intention of luxury brands, the following sections will provide a
literature review of Hedonic Value, Satisfaction, Consumer Inertia and Product Attributes.
Table 1. Prior Literature on Repeat Purchase
Research
Chiu et
(2012)

al.

Chiu et
(2014)

al.

Goh et
(2016)

al.

Gupta & Kim
(2007)

Hsu, Chang &
Chuang (2015)

Context

Dependent Variable(s)

Independent Variable(s)

Key Findings

Online
Auction

Repeat Purchase Intention
(RPI)

Trust (TRT), Value (VAL), Familiarity
(FAM), Satisfaction (SAT), Habit (HAB)

TRT  RPI

Utilitarian Value (UV), Hedonic Value (HV),
Perceived Risk (PR)

UV  RPI

E commerce

Smartphone
shopping

Online Book
Store

Online
shopping

Repeat Purchase Intention
(RI)
Repeat Purchase Intention
(RPI)

Product Attribute (PA), Luxury Value (LV),
Consumer Inertia (CI)

Repurchase Intention (RI)

Convenience
(CON),
Pleasure
(PLE),
Perceived price (PP), Perceived value,
Transaction experience (TE)

Repeat Purchase Intention
(RPI)

Confirmation (CON), Perceived Value (PV),
Website Quality (WQ), Satisfaction (SAT),
Trust (TRT)

Khalifa & Liu
(2007)

Online
Shopping

Repurchase Intention (RI)

Kim & Gupta
(2009)

Online
store

Purchase Intention (PI)

Perceived risk (PR), perceived price (PP),
perceived value (PV)

Kuo, Hu &
Yang (2013)

Online
shopping

Repeat Purchase Intention
(RI)

HV  RPI
PR  RPI

Perceived usefulness (PU), online shopping
satisfaction (SAT), online repurchase habit
(HAB), online Repurchase experience (EXP)

book

HAB  RPI

Inertia (CI), Satisfaction (CS)
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PA  RPI
LV  RPI
CI  RPI
PV  RI
PP (-) RI
CON  RI
PLE  RI
TRT  RPI
SAT  RPI
PV  RPI
PU  RI
SAT  RI
PP (-) PI
PV  PI
CI  RPI
CS  RPI
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PWQ  RI
TRT  RI

Note. (-) indicates negative influence

2.2 Product Attribute
Product Attribute(s) can be a set of characteristics that define one particular brand, and consumers are able to
recall the particular brand based on the product’s attribute(s), thereby defining a consumer’s consumption
experience (Costley & Bruks, 1992; Smith & Deppa, 2009). The attributes of any brand can also be seen as
‘dimensions of brand personalities’, for example, Aaker (1997) defined the 5 brand personalities as Sincerity,
Excitement, Competence, Sophisticated and Ruggedness. Consumers also tend to evaluate their brand’s
experience with these brand personalities in order to adopt a repeat purchase intention. Aaker (1997) further
explained that each brand dimension has correlated with some brand personalities: Sincerity dimension
correlates with attributes of honesty, cheerfulness, wholesomeness and down-to-earth personalities. Excitement
dimension correlates with a brand’s attribute representing imagination, spirited, daring, and up-to-date
personalities. Similarly, Competence correlates with reliability, success, and intelligence, while Ruggedness
personality correlates with attributes like a brand being outdoorsy and tough. Furthermore, Aaker’s brand testing
samples included luxury hotels and clothing. However, these dimensions are only used for literature review for
better understanding of past researches and its relation with repeat purchase intention.
According to Anderson & Mittal (2000), there is a dependent link between how well the product attributes
perform against customer satisfaction, thereby enhancing customer experience and likely leading to a repeat
purchase. Product attributes are one of the important element used by consumers to evaluate their product of
choice (Zhang et al., 2002). This evaluation is supported by Tom et al. (1987)’s research in which product
attributes are used as a basis of evaluation regarding purchase intention. Product Attribute has mostly been an
important indicator for a consumer’s purchase intention. Studies like Wee, Ta & Cheok (1995) find that Product
Attributes affect consumer purchase intention, whereas Goh et al. (2016) find that product attribute is among
positive influencers of repeat purchase intention. Some other studies done on product attributes in various
contexts include research done by Huber, Herrmann & Morgan (2001); Martin (1998); Min, Overby & Im (2012);
Rahman, Zhu & Liu (2008). Therefore, different product attribute impacts differently in the consumer’s mind,
but it is overall affecting the repeat purchase in different contexts.
2.3 Consumer Inertia
In a nutshell, consumer’s inertia is an assumption that many consumers are inclined to stick to the same brand’s
consumption unless they are convinced there is a good reason to switch to other brand, also known as energy
threshold or called as ‘status quo bias’ by behavioural economists (Castella, 2011). Prof Mazzucato (cited in
Castella, 2011) believes that consumer experts have a misconception that consumers behave rationally at all
times and have the benefit of ‘perfect information’, but in reality, consumers happily stick to their chosen
products or services which becomes their routine and inertia sets in due to both the costs of acquiring new
information and the costs of switching has become a psychological barrier for them.
Inertia-driven consumers make purchasing intentions without much contemplation (Solomon, 2013).
Inertia-driven consumers, therefore, unconsciously support the repeat purchasing of the same brands based on
their past consumption experience (Gulati, 1995; Oliver, 1999; Solomon, 2013). Past studies test that consumer
inertia could drive consumer to repeat purchase (Goh et al., 2016; Huang & Yu, 1999; Kuo, Hu & Yang, 2013;
Liu et al., 2007, cited in Goh et al., 2016; White & Yanamandram, 2007). Therefore, consumer inertia has a
positive effect on the repeat purchase as consumers will be more likely not to switch to other brands.
Some reasons that consumers develop inertia can be linked to familiarity, saving time and cost, and minimal
difference between alternate brands (Anderson & Srinivasan, 2003; Liu et al., 2007, cited in Goh et al., 2016;
Oliver, 1999; Tsai & Huang, 2007). Familiarity occurs when consumers get more and more familiar with the
band by supporting it, in order to avoid uncertainty in choosing alternate brands. Some consumers are also
reluctant to spend time and money to get accustomed to the new brands, thus developing inertia. The same
reason goes for minimal differences in brand, where consumers tend to repeat their purchase unless there are
noticeable differences in alternatives provided by competitors.
2.4 Satisfaction
Previous studies have used satisfaction as one of the important independent variables for repeat purchase
intention (Chiu et al., 2012; Goh et al., 2016; Kuo, Hu & Yang, 2013). Satisfaction occurs when the consumer is
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content wiith the brand’ss consumptionn. A consumerr is more likelly to return annd repeat his/hher purchase of
o the
same brannd if he/she iss satisfied witth its consumpption (Kuo, H
Hu & Yang, 20013; Lee, Chooi & Kang, 2009).
Similarly, satisfaction gaained in the post-purchase sstage of consuumer buying behaviour will positively enh
hance
consumer’’s attitude towards the brandd, thereby increeasing odds off undergoing a repeat purchaase (Engel, Friies &
Singer, 20001). For marrketers, keepinng their consuumers satisfiedd is both chaallenging and important. Th
his is
because satisfied consuumers are lesss attracted byy competitorss, are more llikely to try additional pro
oduct
accessories (product deppth) and other bbrands (producct width) of thhe same compaany, and are noot likely affecte
ed by
price channges (Hansem
mark & Albinssson, 2004; K
Kotler & Arm
mstrong, 2016; Zineldin, 20000). Furtherm
more,
consumerss from emerging markets arre now considdered as ‘Globbal Citizens’, ii.e., consumerss seeing the global
success off luxury brandss as a signal off quality, prestiige, wealth, staatus, and uniquueness, and aree willing to pa
ay the
premium pprice charged by these luxuury brands, onnce they are ssatisfied (bothh by physical and psychogra
aphic
pleasures) (Belk, 1988, cited in Goh eet al., 2016; Biian & Forsythee, 2012; Li, R
Robson & Coattes, 2013; Solo
omon
et al., 20166). Also, most emerging marrket consumers’ satisfaction is justified by the brand’s vaalue as it displays a
consumer’’s high living standard
s
and sttatus against thheir social classses (Tsai, 2005).
However, it should be noted
n
that satissfaction and looyalty go handd in hand, meaaning that evenn if the consum
mer’s
satisfactionn level is highh, the consum
mer may have llow brand com
mmitment (meercenary) and he/she may sw
witch
back and fforth from currrent brand to a competitor’s brand (Joness & Sasser, 19995). It can bee further elaborated
that once a consumer iss satisfied, hee/she will startt to believe thhat the compaany surpasses its competitio
on by
understandding, listeningg and addressinng his/her neeeds, wants, vaalues, etc. whicch will subseqquently lead to
o the
consumer being highly loyal to the braand (Jones & S
Sasser, 1995).
chase
Based on ppast and currennt studies, it caan be concludeed that, Satisfaaction will possitively influennce repeat purc
intention, especially forr determining long-term reppeat purchase (Brady, Robeertson & Cronnin, 2001; Cronin,
Brady & H
Hult, 2000; Joohnson & Fornnell, 1991; Raanaweera & Prrabhu, 2003; Z
Zeithaml, Berrry & Parasura
aman,
1996).
2.5 Hedonnic Value

Figgure 1. Concepptual Research Framework
Hedonic vvalue can be deefined as the ppleasure consum
mers experiennce during a prroduct’s or servvice’s consumption
that relatess to aspects off fun, playfulnness, multisenssory, fantastic aand emotions (Babin, Dardeen & Griffin, 1994;
1
Hirschmann & Holbrookk, 1982). For ffurther understtanding hedonnism, Arnold & Reynold (20003) proposed
d that
there are 6 different dim
mensions of hhedonic drivess regarding coonsumers’ shoppping motivess, they are hed
donic
Value (feeling joyful after getting disccounted value, bargain, etc. oon price), Rolee (enjoyment ggained by shop
pping
for others)), Social (enjoyyment in shoppping with soccial groups, succh as friends oor family), Addventure (décorr and
visuals, ettc. of store givving stimulatioon of great shhopping experrience), Idea ((shopping to kkeep up with latest
l
fashion treends, etc.), andd Gratificationn (shopping too relieve stresss, for good moood, treating onneself, etc.). These
T
dimensionns have been empirically
e
connfirmed underr hedonism aggainst repeat ppurchase intenttion in studiess like
Chiu et all., 2014. Hedoonic value hass been used aas one of the important inddependent variiables in nume
erous
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studies (for example: Chiu et al., 2012; Shukla & Purani, 2012; Shunmugam, 2015 for dependent variables
repeat purchase intention, luxury purchase intention, and purchase intention respectively).
Therefore, it can be argued that hedonic value is one of the main drivers of repeat purchase intention (Kim &
Gupta, 2009; Lin, Sher & Shih., 2005). Past studies also confirm that importance of various hedonic values
enable the drive to loyalty and repeat purchase (Chiu et al., 2014; Jones, Reynolds & Arnold, 2006; Overby &
Lee, 2006) thus hedonic value will positively influence repeat purchase intention.
Based on the literature review on the study variables, a research framework has been developed (Figure 1) that
shows the relationship between independent variables with the dependent variable.
3. Method
3.1 Design
Convenience sampling was used as the quantitative data collection type, mostly comprising of students since the
researcher’s sample location was around the University locality. Although the minimum sample size for
convenience sampling is 100, sample size of 140 was finalised as it was suitable for fulfilling the research
objectives (Saunders, Lewis & Thornhill, 2012). Furthermore, the sampling design is non-probability
convenience sampling because it requires very low cost, is extensively used, and there is no need of full
population list (Harvard Research Methods, n.d.; Saunders, Lewis & Thornhill, 2012; Zikmund et al., 2009).
For the purpose of data collection, closed-ended questionnaires were designed since this is a quantitative study.
Therefore, the sources required to construct a 5-point Likert scale questionnaire (Strongly Disagree, Disagree,
Neutral, Agree, and Strongly Agree) were adapted from past literature (Table 2). Data collection took 1 month to
complete and a combination of online and drop & pick methods were used in and around the university campus
area. The questionnaire consisted of 44 questions divided into 7 sections. Section A measured responses
regarding the respondents’ luxury purchase (such as favourite brand(s), purchase frequency, annual spending,
etc.). As such, the questionnaire was scoped to 8 luxury brands, namely, Gucci, Chanel, Prada, Rolex, Ralph
Lauren, Louis Vuitton, Cartier and Coach. Section B consisted of demography related questions (such as age,
gender, income, nationality, etc.). Lastly, sections C to G consisted of questions related to the research variables
of this study, which were sourced from various past authors’ questionnaires.
3.2 Instrumentation
As seen from table 2 below, repeat purchase intention was sourced from Tsai & Huang (2007), which has 4
questions. Satisfaction was also adapted from Tsai & Huang (2007), which has 4 questions. Both hedonic value
along with its dimensions, have been sourced from Arnold & Reynold (2003), which has a total of 18 questions.
Consumer Inertia questions were adapted from Anderson & Srinivasan (2003) which has 3 questions. Finally,
product attribute questions were sourced from Goh et al. (2016), which has 3 questions.
In order for the above mentioned questionnaires to be valid and reliable, Cronbach alpha with a minimum value
of 0.7 is required for a questionnaire to be accepted (Fornell & Larcker, 1981). As such, the Cronbach alpha of
the questionnaires from all the above mentioned sources are well above 0.7, meaning that they are reliable, valid
and suitable sources for developing the questionnaire for this research in order to measure appropriate responses
from the target subjects.
Table 2. Instrumentation
Variable/Construct

Author Source(s)

Number of questions

Cronbach Alpha*

Repeat Purchase Intention+

Tsai & Huang (2007)

4

0.96

Satisfaction

Tsai & Huang (2007)

Hedonic Value + 5 Dimensions

Arnold & Reynold (2003)

4

0.93

Hedonic Value: 3

0.87

D1-Gratification: 3

0.77

D2-Role:3

0.84

D3-Adventure:3

0.86

D4-Social:3

0.83

D5-Idea:3

0.87

Consumer Inertia

Anderson & Srinivasan (2003)

3

0.80

Product Attribute

Goh et al. (2016)

3

0.80

Note. +Dependent Variable Type; *Cronbach Alpha should be more than 0.7, in order for the questionnaires to be valid and reliable (Fornell &
Larcker, 1981)

129

ass.ccsenet.org

Asian Social Science

Vol. 13, No. 9 2017

3.3 Respondent Profile
134 responses have been received (73.10% males and 26.90% females) in this study from Kuala Lumpur region.
Table 3 below shows that the majority of respondents were single Malay male university students below 24 years
of age. The sample belongs to the generation Y age-group cohort.
Table 3. Respondent Demographics Summary
Variable
Gender

Age Group

Marital Status

Ethnicity

Highest Qualification Level

Occupation

Monthly Income Level

Category

Frequency

Percentage

Male

95

73.10

Female

35

26.90

Below 20 years

28

21.50

20-24 years

60

46.20

25-29 years

19

14.60

30-34 years

19

14.60

35 years and above

4

3.10

Single

98

76.00

Married

29

22.50

Divorced

2

1.60

Arab

4

3.80

Chinese

16

15.20

Indian

17

16.20

Malay

68

64.80

Secondary School

19

15.20

Diploma

21

16.80

Tertiary Level

74

59.20

Post Graduate

11

8.80

Students

106

79.10

Non-Students

28

20.90

Less than RM 2,000

63

48.50

RM 2,000-4,000

27

20.80

RM 4,001 and Above

40

30.80

Table 4 below is a descriptive analysis of the data gathered from the respondents, which is represented in row
percentage
Table 4. Itemised Questions for Research Variables in Row Percentage
Item

Strongly
Disagree

Statement

Disagree

Neutral

Agree

Strongly
Agree

HV 1

To me, shopping is an adventure

3.20

16.70

21.40

38.10

20.60

HV 2

I find shopping stimulating

0.80

10.30

30.20

42.10

16.70

HV 3

Shopping makes me feel like I am in my own universe

5.60

15.90

25.40

37.30

15.90

HV 4

When I’m in a down mood, I go shopping to make me feel better

11.10

20.60

18.30

31.00

19.00

HV 5

To me, shopping is a way to relieve stress

11.90

15.10

15.90

38.90

18.30

HV 6

I go shopping when I want to treat myself to something special

4.00

7.10

15.90

42.90

30.20

HV 7

I like shopping for others because when they feel good I feel good

7.90

15.10

19.00

34.90

23.00

HV 8

I enjoy shopping for my friends and family

4.00

7.10

17.50

38.90

32.50
34.10

HV 9

I enjoy shopping around to find the perfect gift for someone

2.40

11.10

14.30

38.10

HV 10

For the most part, I go shopping when there are sales

1.60

4.80

8.70

42.90

42.10

HV 11

I enjoy looking for discounts when I shop

1.60

2.40

10.30

42.10

43.70

HV 12

I enjoy hunting for bargains when I shop

3.20

9.50

19.80

39.70

27.80

HV 13

I go shopping with my friends or family to socialise

4.00

8.7

18.30

43.70

25.40

HV 14

I enjoy socialising with others when I shop

6.30

11.90

19.80

36.50

25.40

HV 15

Shopping with others is a bonding experience

7.90

7.10

17.50

46.80

20.60
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HV 16

I go shopping to keep up with the trends

10.30

8.70

19.80

37.30

23.80

HV 17

I go shopping to keep up with the new fashions

9.50

9.50

19.00

39.70

22.20

HV 18

I go shopping to see what new products are available

4.00

7.10

15.10

49.20

24.60

In general, the purchase of luxury brands meet my expectations

6.50

7.30

16.90

50.00

19.40

S2

Overall, luxury brands are good products to purchase with

3.20

6.50

16.90

54.00

19.40

S3

My choice to purchase luxury items was a wise one

2.40

8.10

21.80

52.40

15.30

S4

In general, I am satisfied with the services or products that luxury
brands provide

0.00

4.80

17.70

58.10

19.40

CI 1

Unless I became very dissatisfied with luxury brands, switching to
a new substitute would be a bother

11.40

17.10

22.80

35.00

13.80

CI 2

I would find it difficult to stop purchasing luxury brands

26

16.30

26.80

21.10

9.80

CI 3

For me the cost in time, money, and effort to change luxury brands
is high

13.00

22.00

17.10

30.10

17.90

PA 1

I chose luxury brands because the brand offers different line of
other products, such as accessories, options, etc.

8.10

13.00

23.60

37.40

17.90

PA 2

I chose luxury brands because it provides excellent store and
customer service experience

6.50

11.40

22.00

37.40

22.80

PA 3

I chose luxury brands because the brands are up-to-date with latest
fashion trends

6.50

13.80

16.30

41.50

22.00

RPI 1

I consider myself a loyal patron of luxury brands

12.80

16.80

19.20

36.00

15.20

RPI 2

I will do more purchases with luxury products in the near future

7.20

13.60

25.60

38.40

15.20

RPI 3

I consider luxury brands as my first choice for shopping

16.00

14.40

17.60

33.60

18.40

RPI 4

I intend to purchase luxury brands again sometime during the next
2 weeks

17.60

24.00

18.40

28.00

12.00

S1

3.4 Data Analysis
Descriptive and inferential analyses were carried out to achieve research objectives. The research analysis was
scoped to relationship testing. As such, correlation and linear regression modelling tests were carried out using
SPSS software. Preliminary tests such as normality, data reliability and validity tests were conducted before
proceeding to relationship testing. This was done to ensure the data collected from respondents through
questionnaires were reliable enough to proceed to the data analysis stage. The findings of the study are
interpreted and discussed in the following section.
4. Results
Table 5 below shows the linear regression modelling of the independent variables of Product Attribute (PA),
Satisfaction (S), Consumer Inertia (CI), Hedonic Value (HV) against the dependent variable Repeat Purchase
Intention (RPI).
Table 5. Summary of Multiple (Linear) Regression Analyses for Repeat Purchase Intention
Variables

Unstandardised Coefficients

Standardised Coefficients

t

Sig.

B

Std. Error

(Constant)

-1.649

0.532

Overall Hedonic Value

0.584

0.125

0.339

-3.100

0.002

4.655

Satisfaction

0.709

0.108

0.484

0.000

6.562

0.000

Consumer Inertia

0.012

0.082

Product Attribute

-0.007

0.088

0.012

0.149

0.882

-0.006

-0.080

0.937

Beta

Note. Adjusted R square = 0.460; df = 4; F = 26.987; p = 0.000

As seen from table 5 above, firstly, the significance model is represented as F (4, 118) = 26.987, p = 0.000. The
result is significant as p value is well below 0.05. In other words, these values (independent variables) are good
predictors of the outcome variable RPI. Secondly, 46% of the variance in HVO, S, CI and PA can be explained
by one’s level of RPI (from adjusted R square of 0.460). Finally, the unstandardised regression coefficients
values (Beta slope) can be used to explain the graphical line (of equation y = mx + b) that uses independent
variables to predict RPI (Pallant, 2010). Therefore, the regression model for RPI is: repeat purchase intention =
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0.584 overall hedonic value + 0.709 satisfaction + 0.012 consumer inertia + (-0.007) product attribute + (-1.649).
Among the four predictor variables, only two variables of overall hedonic value and satisfaction were found to
have significance towards repeat purchase intention (at 0.000 levels). As such, 0.339 and 0.484 were the
standardised coefficients (Beta) found for overall hedonic value and satisfaction respectively. Thereof,
satisfaction has a more stronger and positive correlation (and a stronger predictor) of repeat purchase intention
(0.484>0.339). It is also worth mentioning that consumer inertia has no correlation and is a very weak predictor
of repeat purchase, and product attribute shows a weak and negative correlation with repeat purchase intention.
Table 6 below has a separate regression model for the five dimensions of hedonic value. Therefore, the
prediction level of dimensions on repeat purchase intention is analysed separately below.
Table 6. Dimension Variable Summary of Multiple (Linear) Regression Analyses for Repeat Purchase Intention
Variables

Unstandardised Coefficients

Standardised Coefficients

t

Sig.

B

Std. Error

Beta

(Constant)

0.344

0.466

Adventure

0.022

0.108

Gratification

0.177

0.123

0.159

1.445

0.151

Role

0.049

0.110

0.041

0.443

0.658

0.107

0.740

0.461

0.207

0.837

Social

0.042

0.103

0.037

0.407

0.685

Idea

0.497

0.106

0.449

4.688

0.000

Note. Adjusted R square = 0.347; df = 5; F = 14.176; p = 0.000

As seen from table 6 above, the significance model is represented as F (5, 119) = 14.176, p = 0.000. The result is
significant as p value is well below 0.05. Therefore, the dimension values of hedonic value are also good
predictors of the outcome variable RPI. 34.70% of the variance in these five dimensions can be explained by
one’s level of RPI. Therefore, the regression model for the dimensions is: repeat purchase intention = 0.022
adventure + 0.177 gratification + 0.049 role + 0.042 social + 0.497 idea + 0.344.
Among these five predictor dimension variables of HV, only one variable of idea was found to have significance
towards repeat purchase intention (at 0.000 level). As such, 0.449 is the standardised coefficients (Beta) for this
dimension. It can also be argued that the idea dimension of hedonic value is a stronger predictor than the overall
hedonic value itself (0.449 > 0.339). However, since the inter-variable analysis is out of the scope of this
research, it can be concluded from table 6 that only idea dimension is a significant predictor of RPI.
To summarise, the more product attributes or features luxury brands may have to offer, the less people are
willing to repeat their consumption. Similarly, consumer inertia has no effect on the repeat purchase of luxury
brands as consumers may find it easy and convenient to switch to other brands without much effort. Furthermore,
a consumer who is satisfied and experiences hedonic values (including idea values such as new fashion trends
and styles) towards luxurious consumptions, are most likely to repeat purchase as luxurious consumption is often
associated with material and psychological benefits.
5. Conclusion and Recommendations
The current research of Chiu et al. (2012), Chiu et al. (2014), Goh et al. (2016), and Kuo, Hu & Yang (2013) has
sparked particular interest for this study to pursue the repeat purchase intention for luxury brands. The common
theme for these studies is the repeat purchase intention. However, the antecedents, study location and research
topic differed. Most of the studies relating to luxury brands have been in relation with purchase and repeat
purchase intentions towards consumer buying behaviour in various locations. However, very little research is
done on the repeat purchase intention, particularly on luxury brands in the Malaysia region (Table 1). For
example, research done by Goh et al. (2016) have studied on the impact of consumer inertia, product attribute,
satisfaction, and social influence on the repeat purchase intention among Malaysian consumers, but it is focussed
on the smartphone market.
The purpose of this study was to investigate the repeat purchase intention of luxury brands among generation Y
consumers in Malaysia. The findings indicate that satisfaction and hedonic value have strong correlation with
repeat purchase intention, satisfaction being the strongest predictor for consumers in Malaysia. Although
majority of the respondents were Malay university students belonging to the generation Y age group, the results
may not be a true representation of the entire population because of the convenience sample methodology that
was limited to Kuala Lumpur location. Future research is recommended that can use a more precise data
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collection technique (such as random sampling, etc.) that could further enhance the data findings.
The research findings will enable luxury brand companies to better understand what motivates consumers in
Malaysia to repeat luxury purchases from them. Firstly, marketers should understand that keeping their
customers satisfied and fulfilling their hedonistic needs are important factors to motivate the consumers to
continue to repeat their purchases with luxury brands. Secondly, since celebrity endorsements and
advertisements also increase the likelihood to repeat purchase, marketers should continue their marketing
campaigns accordingly to not only enhance repeat purchase and loyalty, but to attract new customers as well.
Finally, marketers must keep their luxury brands trendy, up-to-date and fashionable for better brand positioning,
and in order to maintain current customer base.
This study has aimed to bridge the gap between luxury and repeat purchase fields in Malaysia, and has found
that satisfaction and hedonic value plays a key role in the minds of consumers to repeat their luxury consumption.
However, it is recommended for researchers to further investigate the correlations of other variables in this study
to confirm or contradict these findings. They may do so by testing these on other larger sample locations or with
other brands or in other topics as well. Furthermore, researchers can use other variables to test the psychological
impact on the consumers’ luxurious consumption, be it a single or repeated purchase. Finally, researchers can use
other data measuring methods (such as qualitative analysis, random sampling, etc.) to get a more precise and
detailed analysis in luxury field. Furthermore, researchers can test the effect and impact of these variables on the
repeat purchase intention, because this study has only tested the relationships between independent variables
with depend variable.
Finally, this is a quantitative and descriptive research that is limited to the scope of the generation Y consumers’
luxury repeat purchase intention in Malaysia. Data was collected through closed-ended questionnaires by means
of convenience sampling. As such, it is recommended for future researchers to use more precise data collection
techniques and on a larger sample to get further insights on the consumer behaviour in Malaysia.
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