R

e ) Bk LW O N R R AR R

N
7

(= M-+

Journal of Wuhan Polytehnic

RIS PAE 4 2%

A o >

- EHE ABEZRFHR-

A NEE RN ES]

JE 123 AL S A 7 R 2 WE5E

2%, 7E%

(AKX T, EE &F 40721)

i E EIN A E EFEFRBEAOARAS , FBGERABER T, EET G RMULE = &)
ERATMAEERE R, ANARK LA ETZGER, TR sb R AU S 0K T AR
FINM EH L, B R 8 M 600 05 3 N R IR F R AJEIL B RSk R, 12F VS
BAERBKER LA HERNGERN BEHEDBH L REELAZI ARG, MLA
Tt el iR A S 54 ARRANGIRT, B3Rtk id

=P AN ESNCE 33 Sk

HARGR WA AR Frh, R RAS

G w1 IR B de G RN L L
KHEIE: o WML AR W ARINR; 2 %

HESZES: F713.5 XERERIRAD: A

—. &R

DAAE, RS dl i R S 2 HA A B A AR
NEAREREINA , lan e . SRMIE] 1 BUALE  IX ALY
WL RLHTETAECAL ™ BT 2% 3 T AR 2ok
dtn, FEARAATTRE TR A b R0 TH 2R B AR, i T
FPTAS- - Th w2 RS AR i A e
K VU AR B AE X A T, S A BRI =K T i =y
PRARG i WA SRR, B AR RS AR
PR, HARAAE AR, ARSI E BRI 22,
BRBITIREARE, s RS T AR A RAF
Y — R 8 LA HRANXE A B, BT T 230 R A% 4R
HREHEAZ FRG A AR SCAR B DAL, B fif /D pi it
WAT(E BB I B P AR S HR A TR, ek el

Wi EHA:2012-11-18

VEM LT L2
B, A2

Hh, KA /"#éﬁ%%foi‘%i
}#&TA#%%k$m 2 AL

Rl €0, 5 2% b 2 Ay T A2 XA

TEHS: 1671-931X (2013) 03-0030-09

LW it — L 44 JE i N ASCHE BSOS & SR g, a0 dn
Louis Vuitton .Gucci PRADA 5,

ELYE 1991 4E, McKinsey & Co. 555 T MIAE & T
LA 6 T 443250 my M IE 25 A (Dubois &
Duquesne, 1993) . 2001 4 |, 3R K A5 B w152
2] PEEAR - PR BEAR E RS 7] (MSCS) |, B 4k
AT A ZEARIE (GICS) i T — A48 Horp—A~ 770l
S A AS T SR JAS 44 Sk < G 2 5 IR 4 4y
25 BUNCK < i 2L IR SRS T, R 1 MSCS K
A AR R — APV R A DG A IR IR 5 R
ShE R, AR EEA A PO e AT
R EREMTF AN A,

KA B Lo A X PRI AR R EL, Rt
ARFEAR T, SR TS 2% o s A (2 —

BB R (1965-) 1  GreRHE KE Tl TR S B A BY B2 WP 98 07 ) S BT o &0 5 9 84710 07 B8 (1969-) ,
o R KA PR 52 518 75 A AT B U 0E 5T ) . PR A RS S T B T,



Fh By HuA B RAE , BT LI SRRSEAIE 2 T, % F
A A B FRR IR 4 575 5K o ARYE 8 L2k ng a2
KL BERE 2T 2 SRR =ik 84 440t 24T )
Wk ZHR LT, RS 32 ) AR BRI T v )
WA SIZ , XR8P DR T o, T i S AU
77 i A S T B AT SR, A AR L ek iR
EAL, VPR PR SR SRS S
26 RIS AWSETZ I8 230k B e iR g%
FTEARFE S, AR AT TE O Z a3 S5 5
i HLTH B 1 R 2R (AR A I 551

AMIFE T BAEIRT bR X % Be ks 2 k2
X2 ML TS B A T o S ARG SE I R 3, BFsR E
B - L R (B X 42 R ) S R PR i s ), 2.4
22 1% T 44 AL I S R B R AR, 3. H IRIA
[F %) T2 M e SE R R rse - 4. 3 FRIN R T4k
SHEA T Z 5, 5. FhEs52 e J7 % T A B 1 52
e

= XERER
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[REHE: K Z]

On Effect of Perceived Value, Social Factors, Self-identity on Young

Consumers” Buying Behavior of Branded Bag
LI Hung —an FANG Hui-chen
(Overseas Chinese University, Taichung 40721, China)

Abstract: With the vogue of cultural, creative and aesthetic awareness, young consumers care not only for the u-
tility of a product, but also for the presentation of personal taste such as appearance, style, brand and design. To the
young generation, the purchase of international branded bag is just an expression of self—taste. Moreover, the social im—
pacts on the younger consumers” behavior are great. Therefore, the factors influencing the decisions of young generation
for the purchase of branded bags are complicated. The purpose of this study is to investigate the influence of perceived
value, social factors and self-identity on the young people’s consumptive behavior of luxury brands. It is found that the
impact of society and culture on young people’s behavior is conspicuous. However, they wont buy branded bags simply
for showing off. Based upon the conclusions, this study then proposes the suggestions on marketing strategies.

Key words: perceived value; social impact, self-identity; branded bag; LISREL



